/ 35 Cents

BROADCASTING

THE BUSINESSWE @ vecsiw o  wo» RADIO
dgric & Applisd Science AL
Library <22aRY 30, 1961
Fargo Mo Dak peC
Pay tv close as Hartford bid nears approval; wwveuown tvaian e N»@ﬂ%i%gﬁR...,le threat
cable plan set in Little Rock....... ....23 in programs, stations, syndication...... 44

Tv likely to continue hot, despite upped costs  Spray-it-on starch competition means new

of taient, Petry study says ........... 28 money for radio and tv promotion...... 32
COMPLETE INDEX PAGE 7

NORTH RDAKZTA
STATE UNIVERGITY

FEO 1= 1961
LIBRARY

e

is the music
to a
| lyrical moment

Who else makes music the magic.
that ean fill a million rooms ., . .
make a million moods? Who else
has the sound that is so
entrancingly persuasive? Only
Radio creates this warm response
and only Spot Radio lets you
choose the time and place

to match it.
K

B i =] Albuquerque WINZ . ... ... .. Miami WRNL . .. Richmond
sB ... . .. . .. Atlanta WISN .. ..... .Milwaukee KCRA ... . .Sacramento
R it " ..Buffalo KSTP ... Minneapolis-St. Paul WOAl ... . . .- San Antonio Radio Division
R .Chicago WTAR. . Norfolk-Newport News KFMB . . .. ... . San Diego Edward Petry & co. Inc.
TAA =i Dallas-Ft. Worth KFAB . ... ... . Omaha KMA .. .. Shenandoah " The Originat Station .
IRC4 . & 3 AT s Houston WIP . ... . Philadelphia KREM ... .. = Spokane Representative
A by ansasiCitys SKPOJR - g | . 3 Portland WGTO . = . Tampa-Orlando
(R =g =t = Little Rock WJAR ... ... .. ... Providencer KVoO .. ... .. .. .. . Tulsa

NEW Y%~ X - CHICAGO - ATLANTA - BOSTON : DALLAS - DETROIT + LOS ANGELES : SAN FRANCISCO - ST. LOULS

LS 3ECS



VITAL BUY/6TH CITY/KTRK-TV/HOUSTON




“R.C.M.P."” Always Gets Its Audience. Into whatever
city the Royal Canadian Mounted Police ride, audi-
ences surrender willingly. Areview in Variety telis why:

“If there is anything new under television lights . . .
(“R.C.M.P."”") is it . . . the freshness lies in . . . every
character, major and minor . . . Top thesping and
solid casting get the credit here, plus some of the nic-
est lensing ever shown . . . will reach top acceptance
wherever it goes . . . high drama and suspense in
every show.” No wonder audience count soared 800%
over previous programming when the “R.C.M.P."”
series paraded into Atlanta over wLw-a. And Nielsen
reveals: Baltimore, wBaL-Tv — viewers up 37%; Cleve-
land, Kyw-Tv — up 85%; Columbus, wiw-¢ — up 71%,;
New York City, wnew-Tv—up 138%; in Los Angeles,

2o
:H

KTTV — up 48%; San Diego, KFMB-TV — a rise of 20%
Success Over And Over Again. In Boston, over wez-m
with a 29.9 rating and 51% share, '‘R.C.M.P." leads
all programs in its time period . . . captures more thar
twice the audience of its nearest competitor. In Cadi
lac-Traverse City, Michigan, over wwtv, “R.C.M.F
doubled the ratings of previous,programming with ¢

38.6 rating and a 78% share of audience. “R.C.M.F

is the only dramatic series based on the experiences
of the world-famous Royal Canadian Mounted Police
ever to receive its official endorsement and coopet
ation. To capture bigger audiences,
mount up and ride with “R.C.M.P."
NBC TELEVISION FILMS, A DIVISION OF
gALlFORmA NATIONAL PRODUCTIONS
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THE GREAT CENTENNIAL

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

AAHHL

Lancaster, Pa. - NBC and CBS
o STEINMAN STATION

s Clair McCollough, Pres.

Representative: The MEEKER Company, Inc.

New York . Chicago . Los Angeles - San Francisco
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Rochester $6.5 million deal

In final stage last weekend was
three-way $6.5 million transaction
wherein Transcontinent’s ch. 5§ WROC-
TV would be sold to time-sharing
stations on ch. 10 (WHEC-TV and
WVET-TV). Three Rochester en-
tities would finally become two full-
time stations. Acquired would be
assets of Transcontinent’'s WROC-TV
with Gannett’s WHEC-TV operating
fulltime on ch. 10, and Veterans'
WVET-TV acquiring assets of ch. 35
WROC-TV. Two would jointly hold
real estate and supporting tower from
which both stations operate but Gan-
nett would acquire Transcontinent’s
fm station.

In nut-shell, Transcontinent would
receive $6.5 million figure for its tv-fm
assets and real esiate. Under related
contract, Gannett exchanges its half-
interest in WROC-TV for assets of
WVET-TV. Final agreement covers
Gannetl’s acquisition of fm and real
estate for $1,135,000 figure. Trans-
continent hopes to acquire another v
station (o restore its quota to muaxi-
mian of five vhfs. (Ii also owns one
ihf — WNEP-TV  Scranton-Wilkes
Barre, Pa.).

Plum for TvAR?

Deal is all but set for Television
_Advertising Representatives Inc., house
rep for Westinghouse tv stations, to
pick one of richest representation
plums to be dangled in years. If
negotiations go through, TvAR on
June 25 will begin representing WTOP-
TV Washington, WIXT (TV) Jack-
sonville, Fla., and WBTV (TV) Char-
lotte, N. C., which have been looking
for new rep since CBS-TV Spot Sales
—their rep for many vears—was or-
dered by FCC to quit representing
stations not owned by CBS Network.

About $7 million annual spot bill-
ings reportedly are involved. WTOP-
TV (ch. 9) and WIXT (ch. 4) are
owned by Washington Post and WBTV
(ch. 3) by Jefferson Standard Life In-
surance Co. Al three are primary
CBS-TV affiliates. This would be
TvAR’s first representation of stations
not owned by Westinghouse,

Abolish ratings?

Will effort be made under New
Frontier auspices to abolish program
ratings? Gaining momentum is notion
that ratings should be done away with
because of depressing effect on quality
programming which loses out to mass
appeal programs in lower level enter-
tainment classifications.

This thesis imay develop in House

CLOSED CIRCUIT=

Conunerce Committee investigation of
rating surveys now [n paper-work
stage. Some light also may be thrown
on administration attitude at confirma-
tion hearings on nomination of New-
ton N. Minow for FCC chairmanship,
rentatively set for Feb. 8.

Minow’s mandate

One and only mandate given to
FCC's incoming Chairman Minow
from President Kennedy was to raise
level of programming. Mr. Minow
has emphasized that his effort will be
in that direction although he recog-
nizes anti-censorship mandate of First
Amendment and of Section 326 of
Communications Act. In this regard,
he's believed to see eye-to-eye with
FCC's outgoing Chairman Fred W.
Ford who, however, will remain mem-
ber of commission.

Scotus censorship dilemma

Because of dire consequences that
could ensue from Supreme Court de-
cision in motion picture censorship
case (story page 62), publishing in-
terests are strongly urging petition for
reconsideration by losing Times Film
Corp. While chances of Supreme
Court reconsideration usually aré ‘te-
mote, attorneys feel that in light of
sharply divided court (5 to 4) and
strength of dissenting opinions, re-
consideration might be entertained.

First to urge inunediate petition to
rehear was American Book Publishers
Council Inc., which indicated it would
support this move amicus curiae (as
friend of court). Ameprican Newspaper
Publishers Assn. likewise was being
imporiuned fo lend ils support and
it was leurned Friday that strong seg-
ments among broadcasters favor amicus
curiae participation through NAB in
light of precedent-shattering opinion
which would invoke censorship “be-
fore the fact.” NAB Board session in
Palm Springs, Calif., Feb. 8-10 will
consider participation.

Aubrey talks turkey

CBS-TV is still running into some
areas of heavy resistance in selling its
rotating-minutes sales format to affili-
ates, but officials say these areas are
diminishing and they're now confident
plan will succeed. To speed accept-
ances, President James T. Aubrey Jr.
went on closed circuit last Thursday
with what some described as “facts of

life talk to stations. What he said in
effect was that new plan—sale of
minute announcements in 10 a.m. to
12 noon block, effective Feb. 13
(BROADCASTING, Jan. 16, 23)—was
dictated by competitive practices of
other networks, that CBS-TV had held
line as long as it could but that com-
bination of higher prices and less
flexibility for advertisers in that morn-
ing block left no choice but to face up
to changing conditions and meet com-
petition. Lest there be any doubt
about seriousness of his appeal and of
network’s need for more morning busi-
ness, he suggested only alternative
just might be cutback in niorning pro-
gramming.

Study report far away

Despite  FCC’s action last week
breaking legal impasse (see story,
page 61}, Network Study Staff on
programming still is more than year
away. After completing talent agency
and program packaging phase of in-
quiry, commission plans to quiz at
least two other groups before making
final findings. Network staff, headed
by Ashbrook Bryant, will turn to big
tv producers, such as David Susskind
and Robert Saudek, after completing
Hollywood phiase. Final group on
agenda will be three tv networks, still
months away:

Hodrs have it

You can now discount any vague
inferences (and possibly hopeful talk)
from agency folk that there will or
won’t be more-or-fewer hour shows on
networks next season. Trend seems
assured: there’ll be more hour shows
in prime-time than at any past period
in networking.

Murrow to USIA?

Newscast on CBS Radio Friday
night reported that Edward R. Murrow
would be appointed director of United
States Information Agency. Late Fri-
day there was no confirmation from
White House or Mr. Murrow who was
enroute to New York from Birming-
ham, Ala., and not available. Among
others who were known to have been
under consideration for job was Syl-
vester L. (Pat) Weaver, board chair-
man of McCann-Erickson Interna-
tiopal and former NBC president and
chairman. Hc has been member of
USIA Broadcast Advisory Board for
past two years.
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delivers the “right tool at the right time” — minute commercials in prime evening hours in a
“network atmosphere” of fine programming, advertisers and audiences. Programs like Air
Power, M-Squad, Bold Journey, San Francisco Beat, The Honeymooners. Advertisers

(98% of wpix advertisers are national) like General Foods, General Motors, P&G, Coca

wPIX-11is a giant-beating opportunity in New York television.

where are your 60 second commercials tonight?

NEW YORK'S PRESTIGE INDEPENDENT



There are signs of a showdown in the tong-pending
fight by pay tv advocates as FCC approval of a Zenith
on-the-air trial in Hartford looms. Telemeter grants cable
franchise to community antenna operator in Little Rock.
See . .

PAY TV'S DECISIVE TEST...23

Hope is appearing for continued and stiff competition
in television despite increased costs of spot production
under new union contracts. Petry analysis holds talent
costs should not be a controlling factor in campaign
decisions. See ..

TV SPOT STILL COMPETITIVE...28

The versatile Goodson-Todman television team is about
to spread out into new types of live and filmed programs,
may get into station ownership and syndication. See . ..

NEW GOODSON-TODMAN GAME...44

That simple item in the household laundry, starch, has
become one of the exciting features of the current mar-
eting world due to the introduction of spray cans. Radio
and tv should benefit from growing competition in field.
See ..

STARCH TO BLOOM IN SPRING...32

A top agency executive, Marion Harper Jr. of McCann-
Erickson, wants advertising and marketing services to
make a more intense effort to improve their own produc-

tivity. He suggests seminars and distribution workshops.
See .

HARPER ASKS MORE PRODUCTIVITY...36
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PROGRAMMING .....cccoceniinnne

President Kennedy makes communications history when
he allows live broadcasting of his first news conference.
Despite the gloomy forecasts of print media, it was a
newsworthy and fast-moving conference. See . ..

JFK'S FIRST NEWS CONFERENCE...52

Broadcasters more than lived up to their promises that
Sec. 315 relief would bring improved coverage of 1960
political campaigns, according to Sen. Vance Hartke in
address to National Religious Broadcasters convention.
See

POLITICAL COVERAGE IMPRESSIVE...56

The FCC's suggestion that broadcasters be prevented
from selling stations until they have owned the properties
three years seems to have struck an unhappy note in the
industry. If trafficking is suspected, FCC can act, it's
felt. See ...

THREE-YEAR SALES BAN HIT...58

The FCC wins a legal victory when U. S. Court of Ap-
peals approves its plan to revoke the ch 5 grant in Boston
and to reopen case. See . ..

COURT OK'S FCC IN BOSTON...54

The U. S. Supreme Court engages in some intramural
feuding when it issues a 5-4 decision upholding Chicago's
censorship of the film “Don Juan.” The consequences
may be far-reaching. Minority opinion is bitter. See .

HIGH COURT OK'S CENSORSHIP...62

Two ABC-TV shows, “The Rifleman” and “Peter Gunn,”
seem to be holding the attention of CBS-TV, which appar-
ently would like to purfoin them for next season. See . . .

CBS-TV EYES TWO SHOWS...38
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What’s Fargo got
that Stamford ain’t got?

Fargo has got higher retail-sales-per-household,
“that’s what Fargo’s got that Stamford (Connecti-
cut) ain’t got!*
And a whale of a lot more families of course
listen to both WDAY Radio and WDAY-TV than

live in or near Stamford.

All of which is just to say —us Red River
Valley hayseeds spend just about the same money
as you wheels who work in New York ({or
Chicago), and we spend it on pretty much the
same things as you do. Except we don’t have
to buy those commutation tickets, of course!

Ask PGW for all the facts!

*According to BOTH SRDS and Sales Management, Fall, 1960.
8

WDAY

5000 WATTS ® 970 KILOCYCLES ® NBC

and

WDAY-TV

AFFILIATED WITH NBC ® CHANNEL 6
FARGO, N. D.

: T PETERS, GRIFFIN, WOODWARD, INC.,
> Exclusive National Representatives
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Complete coverage of week begins on page 23
Late news breaks on this page and on page 10
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NABET taking
ABC strike vote

Threat of strike at ABC developed
Friday when National Assn. of Broad-
cast Employes & Technicians announced
in Cincinnati it has instructed its local
members at ABC installations through-
out country to vote over weekend on
strike authorization against network
(see story, page 48). Present contract
expires midnight Jan. 31.

Clifford Gorsuch, NABET director
of network relations, said union took
this step after ABC negotiators stalled
on union’s demand to establish pension
plan at ABC. He reported ABC was
notified Jan. 24 that further talks on
new contract would not be pursued un-
til ABC agreed to concept of pension
plan. Mr. Gorsuch added that since
ABC had made no overtures by last
Friday, NABET negotiators decided to
seek strike authorization from its mem-
bers. He said it would not be “ac-
curate” to say that negotiations had
broken down with ABC, since network
can resume talks by offering to discuss
pension plan.

NABET has been meeting with nego-
tiators from both ABC and NBC since
early this month. Mr. Gorsuch said
negotiations are still continuing with
NBC, which has pension plan for
NABET members through RCA. He
summarized progress at NBC negotia-
tions this way: “It’s still in a state of
trading. Things are not quite as bad
as at ABC.”

ABC officials declined to comment
on developments. It was reported net-
work had alerted its non-union em-
ployes, who had technical training, to
stand by for any emergency.

International Brotherhood of Electri-
cal Workers and CBS which held week-
long conferences in Washington, plan-
ned to continue sessions this week.
Main issue is job security, according
to union.

CBS-TV autumn planning
ahead of other networks

CBS-TV is closest of three networks
to firming its nighttime program sched-
ule for next season, exact reversal of
situation last year at this time when
CBS-TV was late in planning. Only
night badly in need of repair: Thurs-
day, with possibly entire 7:30-9 p.m.
block to be reprogrammed. New hour
show is expected to fill vacancy on
Wednesday, 8:30-9:30, while there's
talk Aquanauts may be moved from
earlier hour that night; Tuesday starts

Ty

i L e S

BROADCASTING, January 30, 1961

Spotted by FCC

While Navy was given credit in
press, it actually was FCC which
first pinpointed location of Portu-
guese cruise ship Santa Maria (see
story, page 48). Broadcasts of
commandeered vessel, which used
assigned call letters and regular
maritime frequencies, were picked
up and identified by several com-
mission monitoring stations on
eastern seaboard in early hours
Jan. 25. Three definite “fixes”
were obtained and this informa-
tion was relayed to Navy by
Frank Kratokvil, assistant chief
of FCC field offices, at 3:30 a.m.

at 7:30 with Gunsmoke repeats fol-
lowed probably with Rifleman. New
shows mentioned: Defenders and Joey
Trouble, both hour-long, while new one-
hour Gunsmoke goes into Saturday, 10
p.m. spot.

ABC-TV’s scheduling is already tak-
ing on substance with sales pitches set-
tling on at least two programs: hour-
long The Corruptors (Four Star) and
Dr. Kate (Telman Productions). Of
interest among several other shows on
ABC-TV’s probabilities: Hubbell Rob-
inson’s Srudio 61, made up of hour-long
dramas, and Warner’s latest, Las Vegas
File, also one-hour series. Half-hour
possibilities: Warner's Room For One
More (situation comedy) and Small
Town D.A. (Ziv-UA). NBC-TV's line-
up is furthest from settled, mainly be-
cause of near-complete revamp said to
be as high as 70% of nighttime sched-
ule and possibly higher.

New legislation prescribes
ethics for Capitol Hill

Continuing Congressional concern
with ethics in government reflected in
legislation introduced last week.

New York’s Republican Senators Ja-
cob J. Javits and Kenneth B. Keating
proposed measure to deal with con-
flicts of interest in legislative branch as
well as executive. Rep. John Lindsay
(R.-N.Y.) is sponsoring similar bill in
House.

New Yorkers’ bill would require
member of Congress or employe of
either House to disclose financial in-
terest of $10,000 or more in any ac-
tivity subject to regulatory agency juris-
diction. Measure would also require
any ex parte exchange between Con-
gressman or Senator and regulatory
agency to be made part of public record.

In separate development, joint reso-

AT DEADLINE

lutlon was mtroduced calling for crea-
tion of Commission on Ethics to help
implement Government’s code of ethics.
Commission would be nine-member
quasi-judicial body, composed of rep-
resentatives of executive and legislative
branches and public.

Resolution is being sponsored in Sen-
ate by Sen. William Proxmire (D-Wis.)
and in House by Rep. Charles E. Ben-
nett (D-Fla.).

Milwaukee stations

to switch networks

Exchange of CBS-TV and ABC-TV
affiliations in Milwaukee is coming up
in April, when Hearst Corp.’s ch. 12
WISN-TV switches from ABC-TV to
CBS-TV, and Storer Broadcasting’s ch. 6
WITI (TV) moves from CBS-TV to
ABC-TV.

WISN-TV signing with CBS-TV was
announced Friday by William Good-
now, vp and general manager of station,
and Carl Ward, CBS-TV vp and affiliate
relations director. WITI alignment with
ABC-TV was announced, also Friday,
by Lee B. Wailes, executive vp of
Storer. Effective dates of changeovers
were given as April 30 for WITI, and
“In April” for WISN-TV; presumably
dates will be made to coincide. Hearst
publishes Milwaukee Sentinel.

WTMI-TV (ch. 4), owned by Mil-
waukee Journal, is NBC-TV outlet in
Mailwaukee.

KMSP-TV Twin Cities joins
ABC-TV, replacing WTCN

KMSP-TV Minneapolis-St. Paul (ch.
9) will replace Time Inc.’s WTCN-TV
(ch. 11) as ABC-TV primary affiliate
in that area effective April 16. Signing
of currently independent KMSP-TV was
announced last Friday by Julius Bar-
nathan, ABC vice president for affili-
ated stations, and Don Swartz, presi-
dent-general manager of station. KMSP-
TV is owned and operated by United
Television Inc. Signing of KMSP-TV
was preceded by reports of differences
between network and WTCN-TV re-
garding affiliation relationship, despite
ABC-TV’s recent and apparently still
untroubled association with WTCN-
TV’s parent, Time Inc., in co-produc-
tion of four documentaries this season
(BROADCASTING, Nov. 21, 1960).

4.18 viewers per household
shown by ARB profile
Average of 4.18 different viewers per

household—1.98 males, 2.2 females—
watch television in average week, ac-

=——====s  more AT DEADLINE page 10
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Lester Gott-
liebh appointed
director, special
programs, NBC-
TV, effective
Feb. 16. He re-
places Richard
Linkroum who
returns to studio
production. Mr.
Gottlieb for the
last year has
been vp of Gen-
eral Artists Corp. talent agency with
supervisory responsibility for Perry
Como show., He formerly spent 11
years with CBS serving as vp, radio
programs, director, daytime tv pro-
grams, and director, tv program de-
velopment.

Jack W. Minor, director of marketing,
sales and advertising for Plymouth,
Valiant and DeSoto, joins Don Fedder-

Mr. Gottlieb

son Productions, Hollywood, as vp in.

charge of sales and development. One
time media salesman in East, Mr. Minor
was vp of Grant Adv., Detroit, and
supervisor of Dodge account before

For

cording to American Research Bureau’s
first “comprehensive” national audience
profile report, made public Friday.
Based on ARB surveying conducted in
November 1960, it shows largest male
groups viewing are in 30-39 and 6-12
age groups (average: 0.3 persons in
each group per household); among
female viewers, biggest groups are 18-
29 category (0.36 per household) and
30-39 bracket (0.32 per household).
Report, now being received by agency,
advertiser and network subscribers, pre-
sents breakdown on audience charac-
teristics per network program (BROAD-
CASTING, Dec. 26, 1960).

Tv music license group
names two subcommittees

Two subcommittees have been named
by NAB’s All-Industry Tv Music Li-
cense Committee to handle details of
negotiations with ASCAP. Current tv
contracts with ASCAP expire Dec. 31.

Named by Hamilton Shea, WSVA-
TV Harrisonburg, Va., to finance sub-
committee were Campbell Arnoux,
WTAR-TV Norfolk, Va., chairman;
Clifford M. Kirtland, Transcontinental
Television Corp., and B. Fuqua, WIBF
(TV) Augusta, Ga. Mr. Shea is chair-

.man of all-industry group, which held
first meeting Jan. 26 in Washington.

William Grant, KOA-TV Denver,

10

other personnel changes of the week see FATES & F
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moving to Chrysler Corp., first as ad-
vertising-merchandising director of its
Dodge Div., then as Plymouth sales vp
before his three-model directorship. At
Fedderson he will work closely with
MCA, which represents majority of
company’s projects.

Roger La-
Reau, account
executive  for

past five years
in New York
office of Petry
Tv, appointed
to newly-created
post of vp and
director of cli-
ent relations for
Edward Petry
& Co., parent
organization. His new responsibilities
will encompass both radio and tv and
will involve liaison with advertisers and
Petry-represented stations. Earlier Mr.
LaReau had served in executive sales
capacities with Crosley Broadcasting
Co., WRDW-TV Augusta, Ga., and
WTVN (TV) Columbus.

Mr, LaReau

ORTUNES

was named chairman of subcommittee
to study legal aspects of music situation.
Also on subcommittee are Charles C.
Woodard Jr.,, Westinghouse Broadcast-
ing Co., and John E. McCoy, Storer
Broadcasting Co.

‘Hong Kong' test popular

ABC-TV’s “experimental” telecasting
of two different episodes of Hong Kong
in different time slots but on same
evening (BROADCASTING, Jan. 16) was
“resounding success,” network reports.
Series, normally seen 7:30-8:30 p.m.
(EST) time slot Wednesday, was also
seen 10-11 p.m. period Jan. 25. Latter
showing, pre-empting Naked City for
evening, won 20.9 Trendex rating and
42.1% share audience. Naked City
usually captures 43% share audience.

Voice plans super-power
portable transmitters

Plans for movable super-power radio
station that can be set up in any world
crisis spot within month were an-
nounced Friday (Jan. 6) by Henry
Loomis, Voice of America director.

He will ask Congress for $1,859,000
for portable transmitter which includes
one 50kw standard broadcast unit and
three 50 kw shortwave units that can
be linked together. Entire facility would
be mounted on trucks and could be

driven, flown or shipped to desired area.

Emergency station, it was reported,
could be built within year after con-
gressional approval and could be set
up anywhere within 30 days.

Lever shifts two to JWT

Lever Bros.,, New York, is announc-
ing today (Jan. 30) transfer of Air-
Wick account from Foote, Cone &
Belding, New York, and its Dinner-
Redy account from Kenyon & Eck-
hardt, New York, and assigning both
to J. Walter Thompson Co., New York.
Both are active in tv, with Air-Wick
billing about $800,000 and Dinner-
Redy approximately $650,000 in tele-
vision. K&E will retain Lever’s Im-
perial Margarine and Pepsodent, and
K&E will keep company’s Praise, Spry
and Handy Andy products.

Kennedy liked conference

President John F. Kennedy was
pleased with first news conference Jan.
25, according to Andrew Hatcher, his
assistant news secretary. In Columbus,
Ohio, talk, he said President plans more
live conferences, with number up to
networks. He said all news conferences
will be conducted on “open” basis with
as few restrictions as possible.

TIO activities praised

Review of 1960 activities of Tele-
vision Information Office highlighted g
meeting held Friday in its N. Y. head-
quarters and attended by committee
members. Sixty stations in 19 cities
which issue tv informational bulletins
were praised as well as TIO’s new
interaction publication library service
and addition of four stations as spon-
sors. Meeting presided over by Clair
McCollough, Steinman Stations.

Business briefly...

R. J. Reynolds Tobacco Co. and
Whitehall Labs Div. of American Home
Products Corp. purchased co-sponsor-
ship of “Report on Hong Kong,” spe-
cial telecast with actor William Holden
describing life in western world’s last
outpost on Chinese mainland. Program
has been scheduled for Feb. 2 (Thurs.)
in 9-10 p.m..(EST) slot vacated last
week by Witness, and which will be
occupied by new western series, Gun-
slinger, starting Feb. 9. Agencies:
Willilam Esty (Reynolds); Ted Bates
(Whitehall).

Northam-Warren Corp. (Cutex lip-
stick, hand care), Stamford, Conn.,
doubling tv budget. On Feb. 20 firm
starts participation in three daytime
shows on ABC-TV and seeks night
participation. Tv spot schedules start
in April in top 20 markets. Agency,
Doherty, Clifford,- Steers & Shenfield,
N. Y.
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ST in Omaha!

..leads in movies

KETV is the movie station in Omaha for the 14th
consecutive rating period. KETV's nighttime Movie
Masterpiece has an 18.5 average rating, Tuesday
through Sunday. Runner-up Station Y has only o
5.8 average rating.

.leads in news

More people in Omaha and Council Bluffs, lowa,
watch news on KETV at 10:00 p.m. than on any
other sfation — every night of the week:
KETV 23.0 average
Station Z 21.3 average
Station Y 21.2 average

.leads in prime time

KETV is the leading station in Omaha from 6 p.m.
to midnight — every night of the week:

6 p.m.to @ p.m. 9 p.m. to midnight
KETV 36.0 KETV 40.0
Station Z 31.0 Station Z 31.0
Station Y 32.0 Station Y 28.0

.leads in top-ten
network shows

KETV has five of the Top-10 network shows in
Omaha.

Source: Nielsen Station Index, December, 1960

CALL H-R NOW

[::W omaha

M 7
Ben H. Cowdery, President
Eugene S. Thomas, V.P, OMAHA WORLD-HERALD STATION
and Gen, Mgr. A B C TELEVISION NETWORK
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The Embassy of Spain

Senorita Mercedes de Areilza, daughter
of His Excellency Jose Maria de Areilza,
former ambassador of Spain to the
United States, photographed at the
Spanish Embassy in Washington, D. C.
. . another in the continuing
WTOP-TV series on the Washington

diplomatic scene.

REPRESENTED BY CBS TELEVISION SPOT SALES
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NEW HORIZONS IN
COMMUNICATIONS

The Bell System will spend
2'/> pillion dollars for

new equipment, new services
and new ideas this year

to grow with America

That’s a lot of money.

But the Bell System has been in-
vesting in additional plant at a high
rate for the past five years.

With those dollars, during that time,
we've opened up some far-reaching
frontiers.

For example:

We put nearly 15 million wmore
telephones into service. We added
facilities for a billion more Long Dis-
tance calls a year.

We bounced telephone calls off the
moon and Echo I as a prelude to a
world-wide satellite communication
system.

We developed Data-Phone service
so that electronic business machines
can “talk” to each other over regular
telephone lines. (Some day, machines
will do more talking than people!)

We extended Direct Distance Dial-
ing so that more than half our cus-

tomers can dial their own Long Dis-
tance calls quickly and easily.

We introduced the lovely little
Princess phone that lights up for easy
dialing—and the Call Director tele-
phone that gives business a versatile,
efficient intercom system in one com-
pact instrument.

More Advances Ahead

We're testing pushbutton phones
that are faster than dialing—and an
Electronic Central Office that provides
telephone services never known before.

We're launching Bellboy—a small
pocket receiver that tells you when
someone wants to reach you on the
phone.

These are only a few of the notable
new products and services from Bell
Telephone Laboratories being made
available for nation-wide use.

Our job is BIG—and growing at a

fantastic rate. Right in the midst of
America’s population explosion, tele-
phkones have been multiplying faster
than people!

More Capital Needed

To meet this demand .. . to improve
and extend your service . . . takes dol-
lars by the billions. And investors will
continue to put up the billions only
if they expect to be reasonably well
paid for the use of their money.

Only with continued adequate earn-
ings can we conduct the research and
plan the orderly expansion that keep
the quality of your telephone service
going up—while holding the price of
it down. All these things benefit the
telephone user, of course.

But, in addition, those dollars gener-
ate local jobs and opportunities—add
to national progress and prosperity —
and further advance the finest, fastest
telephone service in the world.

e farp p S

FREDERICK R. KAPPEL, PRESIDENT
AMERICAN TELEPHONE AND TELEGRAPH COMPANY
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_ DATEBOOK ___

A calendar of important meetings and
events in the field of communications
*Indicates first or revised listing.

Jan, 29-Feb. 3—American Institute of Elec-
trical Engineers winter general meeting.
Statler-Hilton Hotel, New York.

Jan. 30-Feb. 4—National Retall Merchants
Week sponsored by 11,500 stores of National
Retail Merchants Assn. with Slogan, "Re-
tailing Serves America.”

Jan. 31-Feb. 1—Advertising Federation of
America, annual mid-winter conference for
all advertising and congressional reception.
Theme will be "Advertising Says: ‘Let’s
Keep America Rolling Ahead'.” James M.
Landis, special assistant to President John
Kennedy on regulatory agencies, is among
speakers, Congressional reception Feb. 1,
5:30-8 p.m. Statler Hilton Hotel, Washington.

Jan. 3l—American Marketing Assn.,, New
York chapter, marketing workshop: ques-
tionnaire design in marketing research.
Lever House auditorium, New York, 4 p.m.

FEBRUARY

Feb., 1—Television Bureau of Advertising,
showing of “The Progress of Discontent,”
Statler Hilton Hotel, Washington, D, C,,
8 am.

Feb., 1—New deadline for comments on
FCC proposal to revise annual financial re-
port (Form 324) due from all broadcast sta-
tions, including condensed halance sheet,
analysis of notes payable, a new income
statement and a new breakdown of reve-
nues. Docket 13,842,

Feb. 1—Deadline for entries in National
Safety Council’s non-competitive public in-
terest awards to radio-tv and other public
information media entries will be accepted
for radio-tv stations and networks, adver-
tisers, daily and weekly newspapers, na-
tional news services and syndicates, and

.]abor organizations; consumer and trade

magazines and outdoor advertising com-
panies. NSC also will administer Alfred P.
Sloan Radio-Tv Awards for Highway Safety
from among recipients of council’s public
interest awards in radio-tv and advertiser
categories. Two new awards of $1,000 each
will be presented to producer and writer
of radio or tv programs selected from Sloan
Award winners. Official blanks may be ob-
tained from the Councfl at 425 N. Michigan
Ave., Chicago, Ill.
Feb. 1-3—Winter Military Electronics con-
vention, spongsored by National Professional
Group on Military Electronics and Los
Angeles section, Institute of Radio Engi-
neers. Biltmore Hotel, Los Angeles.
Feb. 2—Minnesota AP Broadcasters Assn.
Radisson Hotel, Minneapolis.
Feb. 2-3—NAB Television Code Review
Board. Beverly Hills Hotel, Hollywood.
Feb. 4—United Press International Broad-
sters of Min ta, winter meeting. Leam-
ington Hotel, Minneapolis.
Feb. 4—Directors Guild of America, annual
awards dinner dance. Beverly Hilton, Bever-
ly Hills, Calif. Presentation of awards for
outstanding directorial achievement in the-
atrical motion pictures, live and film tv
programs.
Feb. 5-6—Texas Assn. of Broddcasters
spring convention. Commodore Perry Hotel,
Austin.
Feb. 5-11—1961 Advertising Weelk.
Feb, 6—Hollywood Ad Club luncheon meet-
ing, 12 noon at Hollywood Roosevelt Hotel.
Kevin Sweeney, president, Radio Advertis-
ing Bureau, will speak on “Radio 1961."
Feb. 8-7--U, of Texas Journalism Seminar,
“The Role of the Mass Media in a Demo-
cratic Society.” Union Bldg., U, of Texas,
Austin.

Feb., 6-1—NAB Board of Directors winter
meeting. El Mirador Hotel, Palm Springs,
Calif. Finance committees meet Feb 6; Dis-
tinguished Service Award, Membership and
Convention Committees Feb. 7; Radio Board
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Feb. 8; Tv Board Feb. 9; Combined Boards
Feb. 10. 0

Feb. T7—International Broadcast Awards
banquet of Hollywood Ad Club. 8 p.m.,
Moulin Rouge, Hollywood. Awards for out-
standing broadcast commercials in inter-
national competition will be presented.

Feb. B8—Michigan Assn. of Broadcasters
annual legislative dinner honoring all mem-
bers of the Michigan Legislature, Admini-
strative Board and congressmen from that
state; Feb. 9—MAB spring convention and
business meeting. Jack Tar Hotel, Lansing,
Mich.

Feb. 9-11—Mutual Advertising Agency Net-
work initial meeting of 1961. Cantetrljury
Hotel, San Francisco.

Feb. 1ll—American Women in Radio &
Television Chicago chapter’s fourth annual
conference. Drake Hotel. Among speakers:
Virginia Graham, tv personality; Carter
Davidson, international news analyst, WBBM-
TV Chicago; Montez Tjaden, promotion man-
ager of KWTV (TV) Oklahoma City and
president-elect of the national AWRT; Frank
Hogan. executive editor of McCail’s maga-
Zine. and Sid Bernstein, editor of Advertising
ge. .
Feb. 14-15—Assn. of National Advertisers.
cooperative advertising workshop. Hotel
Ambassador, Chicago.
Feb. 15—Hollywood Ad Club in-depth clinic
on radio sales. Hollywood Roosevelt Hotel,
11 am.-2 p.m. Robert Light, president.
Southern California Broadcasters Assn. will
be chairman.
Feb. 15—New deadline for comments on
FCC's proposal to add ch. 9 to Syracuse and
ch. 13 to Rochester, both New York, and
other changes to bring this about. Replies
due Feb. 27,
Feb., 15-17—Institute of Radioc Engineers
1961 international solid-state circuits con-
ference. U, of Pennsylvania and Sheraton
Hotel, Philadelphia.
Feb. 18—Western States Advertising Agen-
cles Assn. annual dinner dance. An award
will be presented to the “Advertising Citizen
of 1960." Venetian Room, Ambassador Hotel.
Los Angeles.

Feb. 22—Broadcast Board of
hearings at Ottawa, Ont.
Feb. 22-23—Sixth annual Conference of
Presidents of State DBroadceaster Assns.
Shoreham Hotel, Washington, D. C.

Feb. 26—Broadcast Ploneers. New Yark
chapter, first of a series of annual salutes to
stations. WLW Cincinnati to be honored. §
p.m. Latin Quarter, New York City. Pro-
ceeds will go to the Broadcasters' Founda-
tion Inc.

Feb. 26-Mar. 1—Pacific Electronic Trade
Show. Great Western Exhikit Center, Los
Angeles (components show).

Feb. 28—American Marketing Assn., New
York chapter, marketing workshop: new de-
velopments in analysis of marketing re-
search data. Lever House auditorium, New
York, 4 pm.

Governors

MARCH
March 3-4—U. of Oklahoma annual radio-tv
conference and clinic. Norman, Okla.
March 9—Radioc & Television Executives
Society of New York annual banquet. 7:30
p.m., Grand Ballroom, Walderf-Astoria Ho-
tel, New York City.

Advertising Federation of America
1961 Conventions
Feb. 1—AFA annual mid-winter con-
ference and congressional reception,
Statler-Hilton Hotel, Washington, D.C.
April 6-7—AFA 1st district conven-
tion. Sheraton-Biltmore Hotel, Provi-
dence, R. L.
April 13-16—AFA 4th district conven-
tion. Dupont Plaza Hotel, Miami.
April 21-22—AFA 9th district conven-
tion. Savery Hotel, Des Moines, Iowa.
May 27-31—AFA 5th annual conven-
tion. Sheraton Park Hotel, Washing-
ton, D. C

There's a way to

buy 4 TV markets with one

purchase, one film, one billing!
AND you can save enough (be-
cause of combination rates) to buy
It's a BIG

market — so, you get the addition-

an additional market!

al bonus of BIG co-ordinated pro-

motish and merchandising assist-

ancel

s oy

LUBBROCK, TEXAS BIG SPRING, TEXAS

KPAR-TV KVER-TY
ABILENE o. SWEETWATEE CLOVIS, NEW MEXICD

KDUB-TVY KEDY-T

—— :
',i. D. "Dub" Rogers,President and Gen. Mgr.'
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Got a tough market to
crack? Call in CBS Films’
““The Brothers Brannagan.”’
In seven-station New York,
this brand-new detective-
action series consistently
tops all competing shows!”
And reports from more
than 100 other markets
sold to date— Aitlanta to
Providence, Dallas to
San Diego-—indicate the
Brannagans are taking
audiences by storm.

Sponsor action? Camel,
Standard Qil of Indiana,
American Stores, Blue
Plate Foods, Chesebrough-

Pond’s, Campbell Soups,
Rheingold are staking
out customers with 39
Brannagan half-hours.

Co-stars Steve Dunne

and Mark Roberts have
just completed a month-
long, nationwide personal
appearance tour, making
legions of new friends for
the show and its sponsors!/
Now is the perfect time

for you to get in on all

the excitement. Just cali...

“...The best film programs for all stations.’”” Offices
in New York, Chicago, Detroit, Los Angeles, Boston,
St. Louis, San Francisco, Dallas and Atlanta. And
in Canada: S. W. Caldwell Limited, Toronto .
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OPEN MIKE 2

Crime & classics

epitor; The following paragraph is
from a letter to me from my brother
David, who is on the editorial staff of
Architectural Forum and lives in Nut-
ley, N.J. I thought it might interest
you. John, quoted in the letter, is a
second-grader;

John asked me last night: “What
was the name of that program where
that woman wanted that man to stab
that other man and he did stab him
and he died?” “What?” I asked, won-
dering what are these kids doing at
that television when I’m not around
to see that they watch the wholesome
stuff. And John said: “You know—
that program that had the three
witches and all that,” Then—and
only then—did I remember that we
had sat together several weeks ago
and watched Macbeth! 1 tell you,
there's some awful stuff on television
these days.

W. F. Allison, Accoumt Supervisor,
Ketchum, MacLeod & Grove, Pilts-
burgh.

For viewing only

EpiTor: We were very pleased with
your excellent treatment of our ,new
“total tape center” [THE MEeD1a, Jan.
9] and wish to thank you for Your
efforts.

It certainly is ungenerous to point
out an inaccuracy . . . but we would
like to draw attention to the statement:
“The tape control center is linked with
the company's large production studio
in East Rutherford, N. J., two smaller
studios adjoining the control center at
36 W. 44th . . .”

Actually, we do not have two studios
at West 44th Street; we have two client
viewing rooms . . —Jatk-D.-Boiarth,
Vice President, Sports Network Inc.,
New York.

Premature‘ Ph. D.

Eprror: I enjoyed your piece on Mr.
Minow . . . and think you made it re-
markably comprehensive as well as in-
teresting. . . . I am flattered to have
been included—though I would have
corrected one bit of misinformation
[CLoseDp Circurr, Jan. 16] if I had re-
membered that Mr. Minow might still
be under the impression that his secre-
tary has a Ph.D. (I broke off my studies
when 1 went into the Stevenson cam-
paign in 1952, and never returned to
them.)—~Roxane Eberlein, Secretary to
Mr. Minow, Stevenson, Rifkind &
Wirtz, Chicago.

Were you waiting for a picture?'

'TELL THE STORY

@ UPl NEWSPICTURES

I nternational

United
Press

g

When a jet airliner leaving New York with 106 aboard
crashed and burned in a blizzard, UPI transmitted
pictures 40 minutes ahead of the second best effort.
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MON DAY MEMO from ROGER JOHNSON, \Ivice president-research, EWR&R, Los Angeles

A television commercial need not be a complete gamble

In this era of accelerated scientific ac-
complishment, moon shots, and elec-
tronic brainpower, fewer and fewer
manufacturers would risk turning their
products loose on the market without
first testing them in the laboratory, then
in the field.

Yet many of these same companies—
spending proportionately as much on
promotion as they are on new product

development—still aren’t taking even
“the most rudimentary precautions be-
fore commnttmg large sums of advertls-
ing monies.
© Let’s Test Commercials = Take tv
#commercials, for example. We all rec-
ognize that there is no substitute for
the genuine creativity and educated in-
stincts of experienced professional ad-
vertising men any more than there is
for the performance of a highly-trained
product development team. But most
products continually undergo careful
analysis before they are marketed while
many tv commercials still are aired
without benefit of adequate testing.

Erwin Wasey, Ruthrauff & Ryan’s
program for testing ty cammercials was,
in effect, pre-tested by our own people
for more than six months. And today

. —in spite of the enthusiastic reception

from our clients and our own personnel
—we are constantly refining it.

On May 17 of last.year, 25 women
sat in EWR&R’s Los Angeles projec-
tion room, watching an hour-long re-
run of a Sugarfoot episode, complete
with six commercials. Frankly, the
initial results of this. first experimental
test were less than successful. We
found women were bored watching re-
runs and took the opportunity during the
commercials to talk to their neighbors.

However, after five such small sample
tests dedicated to ‘learning the hard
way,” we launched the final.large-scale
test at CBS on July 9. This test proved
highly successful and gave official birth
to our continuing program; since then
we have completed three tests and plan
another shortly.

To provide geographxcal representa-
tion, each test is conducted in five cities
across the nation—Peoria, 1l1l., Spring-
field, Mass., Santa Ana, Calif., Birm-
ingham, Ala., and Dallas, Texas.

A Solid Foundation = We launched
the program by sending members of
our own and client research depart-
ments to each of these cities to hire
and instruct interview supervisors and
interviewers. At the same time, they
arranged also for facilities where tests
could be held. Then, to recruit re-
spondents, we sent out letters to namcs

20

selected at random from phonebooks.

Response to this original request for
respondents resulted in approximately
a 5% return. Information on return
post cards—including age of the house-
wife, education and family-size—then
helped us to develop cross-sections.

More than 100 of the persons return-
ing a card were called by a local inter-
viewer and personally invited to a test.
Acceptance and show-up varies from
city to city, but averages 80% -90%.

When respondents enter each audi-
tonum, they are greeted by the inter-
vnewers given questionnaires to fill be-
foré” the program (providing us with
additional classification data) and ush-
ered to their seats.. As soon as the at-
tendance is complete and questlonnalres
filled out, the .interviewing supervisor in
each city delivers a short talk describ-
ing the purpose of the test,

When we recruit respondents, and
again in this talk, we tell them we are
interested strictly in their opinion of
the programs. No mention is made of
our interest in the commercials because
we want to approximate the situation in
the home when a person views a tele-
vision show.

Show’s the Thing = Respondents view
an hour-long program consisting of two
half-hour pilot films. To date, these
films have consisted of “preview’” epi-
sodes of Pete and Gladys and a half-
hour episode of a western that appeared
on television several years ago. Three
commercials were spliced into each of
these shows. After the two shows have
run, respondents are given a second set
of questionnaires to complete, describ-
ing their reactions to the show (i.e., to
the characters in the shows, etc.). No
comment on the commercials is called
for at this time.

On the following day, five interview-

ers in each city compiete calls to be-
tween 40 and 50 respondents. At this
time, we state that we would like to find
out what commercials the respondent
remembers and what points she can
recollect about each commercial.

Our interviewers tell respondents that
it is their opinions which count whether
favorable or unfavorable and urge them
to be completely honest. Judging from
the amount of comments and criticism
we are receiving, we appear to be get-
ting just this. We, quite honestly, have
been amazed by the cooperation to date.
Telephone interviews have averaged al-
most an hour and respondents frequent-
ly ask if they can come back to partncn-
pate in another test.

Do They Get Message? = Our tele-
phone interviews provide us more than
simply recall data: they probe into what
points in commercials appeared particu-
larly important to respondents; ele-
ments which are considered to be exag-
gerated or unbelievable; respondents’
opinions on the main themes the com-
mercials were trying to convey, etc.

Results have proved quite stable be-
tween tests. To examine statistical devi-
ation, identical commercials have been
placed in identical positions from test
to test. Variance has been slight. Ex-
periments indicate the only commercial
receiving an added benefit because of
positioning is the opening commercial.
Recall scores between commercials have -
ranged between 12% and 61%. The
average respondent recalls, - unaided.
three commercials.

We recognize that there are many re-
finements yet to be made, but we feel
our clients are already realizing signifi-
cant benefits from a blending of quali-
tative and quantitative information in
depth that will result in better and more
effective commercials.

Roger Johnson joined the Los Angeles
office of Erwin Wasey, Ruthrauff & Ryan
Inc., as director of marketing research 10
years ago and was promoted to vice presi-
dent in 1956. He earlier was associated
with George Fry Associates, management

consultants, Chicago, and Ford Sammis
Marketing Research and Consulting, Los
Angeles. Mr. Johnson taught night classes
in advertising and marketing at the Uni-
versity of Southern California during an
eight-year period.
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LOCAL RETAILE g DEMAND
IMMEDIATE pgSULTS

IN PHILADELPHIA RADIO, THEY BUY WPEN

SNELLENBURGS DEPART- RENAIRE FOOD PLAN se- PENN FRUIT SUPER- In the Past 5 Years WPEN

MENT STORE has bought © lected only WPEN to pro- = \MARKETS uses more time = HAS CARRIED MORE RE-

WPEN for Nine consecutive mote a Sunday open house.
years. No other radio station More than a thousand peo- on WPEN than on any other TAIL ACCOUNTS THAN ANY
can make that statement. ple responded. two stations combined. OTHER LOCAL STATION.

OUR BEST SOUND IS A w P E N

RINGING CASH REGISTER P H 1 L ADEL P H

Represented Nationally by GILL-PERNA —New York, Chicago, Los Angeles, San Francisco, Boston, Detroit, Atlanta
THE CONSOLIDATED SUN RAY STATIONS . .. WPEN - Philadelphia » WSAl — Ciacinnati « WALT — Tampa
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KRNT-TV is
very big in Des Moines

Big in total audience — see all surveys

Big in total adult audience — see all surveys

Big in service to the community - see Central Surveys
Big in news — five years of dominance - See all surveys

Big in personalities — see Central Surveys

Big in believability — see Central Surveys

Big in local business — see FCC figures

Big in the lives of people in the community—see the people

Big in sales impact — see Katz

KRNT-TV is
Des Moines Television

A COWLES OPERATION
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Now beginning: pay tv’s decisive test

WILL CONTROVERSIAL SYSTEM BE ON AIR, WIRE, BOTH, OR NEITHER?

A showdown struggle among pro-
moters of rival systems of subscription
television began to shape up last week.

It was triggered by the imminence
of FCC approval of a test of Zenith’s
on-the-air system in Hartford, Conn.

The two principal advocates of wired
pay tv responded with expansion plans:

= International Telemeter Corp. an-
nounced it had granted its first domestic
franchise for a cable system—to a well-
financed community antenna company
in Little Rock, Ark.

» TelePrompTer Corp. disclosed in-
tentions to distribute a live telecast of
the second Patterson-Johansson cham-
pionship fight to community antenna
systems on a fee basis and to install its
own pay tv devices on one of its own
catv systems some time next spring.

The Hartford test that the FCC a
week before had announced it would
authorize (BROADCASTING, Jan. 23) will
be conducted by RKO General which
bought a uhf station for the purpose.
The Zenith Phonevision system will be
used. Zenith has been promoting pay tv

A new era in presidential reporting begins

All the nation, and much of the
rest of the world, received an instan-
taneous record of President Ken-
nedy’s news conference last Wednes-
day (Jan. 25), the first ever carried
live on radio and television. Nearly
400 broadcast and print newsmen
attended the conference. Despite all
the gloomy predictions of newspaper
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more than a decade and is the leading
advocate of on-the-air transmission of
pay tv.

International Telemeter is a pioneer
in wired pay tv development. A num-
ber of years ago it operated a small sys-
tem on its own community antenna set-
up in Palm Springs, Calif. For the past
year it has been operating in a suburb
of Toronto, Canada (see story next
page). Last week it announced it had
granted a franchise to Midwest Video
Inc.,, a $5 million catv combine owning
10 community systems in the South and
Southwest, to run a Telemeter system
in Little Rock. Among the stockholders
of Midwest is Winthrop Rockefeller.

International Telemeter President
Louis A. Novins said that the company
was “now prepared to move ahead” with
wired pay tv elsewhere in the U. 8.

TelePrompTer is a relatively recent
entry in subscription television. Its pres-
ident, Irving Kahn, said last week he
expected about 100 community antenna
systems to carry the March 13 fight and
to collect fees from subscribers. Tele-

reporters, the conference was un-
marred by camera-seeking reporters.
Besides, their questions were as sharp
and persistent as at the conferences
held by President Eisenhower where
radio-tv pickups were recorded and
broadcast on a delayed basis. The
big State Dept. auditorium accom-
modated vast quantities of electronic

PrompTer has also developed its own
Key Tv subscription device and intends
to make the first installation next spring
on one of its own catv systems in
Liberal, Kan.

Telemeter’s Plan »= In announcing
the Little Rock franchise Telemeter's
President Novins said the development
of Telemeter in the U. S. will be on a
“grass roots” basis. “In each area, Tele-
meter rights will be licensed to a local
group that includes important local in-
terests with high standing in the com-
munity,” Mr. Novins said.

Midwest Video, the Little Rock fran-
chise holder, started its first community
tv systems in Greenville, Miss., and in
Clovis, N. M. in 1953. Since that time
it has added antenna systems in Pa-
ducah, Ky.; Dexter and Poplar Bluff,
Mo.; Rapid City, S. D.; Austin, Paris,
Bryan and Victoria, Tex. The 10 sys-
tems serve about 38,000 subscribers.

C. Hamilton Moses, president of
Midwest, last week called pay tv “one
of the big, fantastic industries of the
future.” He said if he were 40 years

and optical gear, permitting many
camera angles. The new CBS “Ken-
nedy Special” rifle microphones, ex-
tremely directional, caught reporters’
questions. They solved a vexing
problem that marred the Eisenhower
conferences, where mikes scattered
around the room had difficulty pick-
ing up questions. (Story on page 52).
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PAY TV'S DECISIVE TEST continued

yvounger, he would devote his life to it.

“It’s bound to come,” he said. “Cer-
tainly it should be given a chance in
the market place.”

Midwest Plans = The Midwest in-
vestment won’t be large. Facilities and
programs will be leased; the only capi-
tal expense will be for a studio to origi-
nate programs. This will cost about
$40,000 to $50,000.

The Midwest group believes it can
get started about 60 days after the state
Public Service Commission issues an
order to Southwestern Bell to furnish
the facilities. It plans to initiate an all-
out promotion plan to sign up subscrib-
ers, while it also begins construction of
its studio and gathers together a tech-
nical crew,

It is planning to handle tapoffs from
main Bell circuits itself.

A working laboratory for the Tele-
meter system of wired pay tv has
been in operation in Etobicoke, a
Toronto, Canada, suburb, nearly a
year. The company has learned
enough from it to confirm its belief
that there's a big future for its cable
coin-box.

The Etobicoke venture has becn
losing money, especially on programs
with high costs, but the percentage
of tune-in looks good to Telemeter
officials when they project it to an
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The system will be a three-channel
affair, with two channels purveying box
office attractions for a fee. The third
channel will be a “public service” cir-
cuit, providing educational programs,
music and other “non-commercial” fea-
tures, gratis.

The operation will be strictly intra-
state, it was stressed. All programs will
originate in the studios in downtown
Little Rock. There are no plans at
present to pick up program material
from out of state.

Mr. Moses, the president of Midwest,
is the senior partner of the Little Rock
law firm of Moses, McClellan, Arnold,
Owen & McDermott, He was at one
time chairman of the Arkansas Power
& Light Co. and also of the Louisiana
Power & Light Co. He also has served
as president of the Arkansas State

Programming staple on Telemeter’s Canadian system has been first-run
movies. Alfred Hitchcock's thriller, “Psycho,” starring Tony Perkins and
Janet Leigh, was shown last November, drew a 47% tune-in at $1 fee.

expanded system.

Example: Comedian Bob Newhart
appeared a few weeks ago for three
nights on Etobicoke pay tv at a $1.25
box-office charge. He drew a total
tune-in of about 30% of the 5,800
subscribers. The total take of some
$2,175 failed to cover Mr. Newhart’s
usual fee ($2,500 per performance),
but Telemeter officials counted the
program a success. It proved in their
view that profit is possible with a
system less than twice the size of

Chamber of Commerce.

Winthrop Rockefeller, a Midwest
Stockholder, has extensive holdings in
Arkansas.

Another- stockholder is Walter E.
Hussman who represents his own fam-
ily and that of the late C. E. Palmer.
Their holdings include KCMC-AM-
FM-TV Texarkana, Tex.; KAMD Can-
den, Ark., and minority interests in
KVMA Magnolia and KXAR Hope,
both Arkansas. The interests also own
these newspapers: Texarkana Gazette
and News, Jacksonville Progress, both
Texas; Hot Springs New Era and Senti-
nel-Record, El Dorado News-Times,
Magnolia Banner-News and the Hope
Star, all Arkansas.

Others in the Midwest syndicate arc
A. B. Cobb, banker; Col, H. Byrd, oil-
man and a principal stockholder in the
Ling-Temco electronics firm; David
Grundfast, Sterling Stores, and E. O.
Cartwright, Merrill Lynch, Pierce, Fen-

What Telemeter has learned in a year's operation

Comedian Bob Newhart made three
appearances on Telemeter system,
drew 10% tune-in each night.

Etobicoke.

As Louis A. Novins, president of
International Telemeter, put it: For-
get the dollars and cents of Mr.
Newhart's Etobicoke appearances.
Think if a national pay tv system
were in existence and 10% of the
subscribers tuned Mr. Newhart in
every night for three nights.

Future Telemeter operators—like
the Little Rock group that announced
its plans last week—will have a vast
storc of information to draw upon

BROADCASTING, January 30, 19%



ner & Smith partner. G. R. Morrell is
executive vice president of Midwest.
His wife is a stockholder.

The Phone Tie-In = Just why Mid-
west had to initiate preceedings with
the state Public Service Commission to
force Southwestern Bell to furnish the
facilities is not known.

A Bell system spokesman said that
it is necessary to determine whether pay
tv is in the public interest and, if so,
what rates should be charged.

He was unable to explain why the
same procedure was not required dur-
ing the 1957-58 operation of a pay tv
system in Bartlesville, Okla. This was
sponsored by theatre chain Video In-
dependent Theatres Inc., also with a
major subsidiary operating catv systems
in the southwest.

The Bartlesville “theatre in the
home™ ran for nine months, but was
suspended after reaching a peak of
about 800 subscribers and losing more

than $100,000. The trial began in Sep-
tember 1957 and lasted until May 1958.
Subscribers paid $9.50 monthly, a fee
later dropped to $4.50, and could watch
anything on the two channels. The fa-
cilities were built by Video Independ-
ent, sold to Southwestern Bell and
leased back to the movie chain.

The agreement between Telemeter
and Midwest is a regular contract pro-
viding for a percentage split between
the licensee and Telemeter, it was ex-
plained. Terms are fairly flexible, it was
stressed, since the Little Rock operation
is a pioneering effort for the United
States.

Little Rock (pop. 150,000) has about
88,000 tv homes. The Midwest pay tv
operation will begin when the town is
wired up. There will be no wait for a
minimum number of subscribers to sign
up.

Broadcast Pay TV = The on-the-air
system of subscription tv in Hartford

Toronto Mapie Leafs games from New York's Madison Square Garden
have been relayed regularly to Telemeter subscribers. Some have pulled
a 20% tune-in. At $1 per game per home, income hasn't met expense.

from the Etobicoke experience, Mr.
Novins said. In Etobicoke Telemeter
has picked up both operational and
technical knowledge that couldn’t be
obtained any other way.

The Etobicoke system is being op-
erated by Trans-Canada Telemeter
Ltd., a division of the Famous Play-
ers theatre chain in Canada. Famous
Players is 51% owned by Paramount
Pictures Inc., which in turn owns
International Telemeter Corp. The
Etobicoke system began operating

e ————————————————————
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last February with 2,000 subscribers.

By last October the system had
grown to more than 5,000 connec-
tions that were spending an average
of 80 cents per week each. The
spending figure was estimated by
Elliott-Haynes, a Canadian research
firm that conducted a telephone sur-
vey among subscribers (BROADCAST-
ING, Nov, 7, 1960). Assuming the
average of spending still prevails, the

Etobicoke operation is now taking in
an annual gross of about $240,000.

will be undertaken this spring by RKO
General, in association with Zenith Ra-
dio Co., Chicago radio-tv manufacturer
and developer of the Phonevision sys-
tem of pay tv.

Phonevision originally started with
the decoding signal transmitted over
telephone lines. It is now an all-broad-
cast system.

Under a contract with Zenith, RKO
General last June applied to the FCC
to run a three-year demonstration over
ch. 8 WHCT (TV) Hartford, Conn.
RKO General bought the uhf station
for this purpose. The application, which
stated RKO General proposed to spend
$10 million on the project, was filed
under the FCC’s 1959 order that stated
the commission would accept applica-
tions for a test.

The RKO General application was.
argued before the FCC en banc last
October. It was opposed by Connecticut
theatre owners. The commission two
weeks ago announced it had tentatively
approved the test request (BROADCAST-
ING, Jan. 23).

The FCC formal authotity is expect-
ed to be forthcoming next month.
RKO General Vice President Jack Poor
has said that the company expects to
begin operating in six to eight months
when it has 2,000 subscribers signed
up.
The Hartford operation will have de-
coders and encoding equipment sup-
plied by Zenith. An agreement also has
been reached which provides that Teco
Inc. will perform programming and
other services for the RKO General
project. Teco is principally owned by
Zenith officials and stockholders.

TelePrompTer’s Plans = Irving Kahn,
TelePrompTer president, reported the
company is now negotiating with vari-
ous catv systems to carry the closed-
circuit telecast of the Floyd Patterson-
Ingemar Johansson heavyweight cham-
pionship bout from Miami Beach on
March 13. The closed-circuit telecast,
staged by TelePrompTer, will be pre-
sented in approximately 200 locations
——theatres, arenas, halls—and Mr.
Kahn estimates that about 100 catv
systems also will beam the telecast.

He recalled that he experimented
with presenting closed-circuit bouts to
community systems last June with the
second Patterson-Johansson contest, at
which time !4 such installations carried
the telecast. Viewers were placed on
an “honor” system to pay $2 for watch-
ing the telecast. Approximately $23,500
was contributed, Mr. Kahn said.

For the upcoming telecast, he added,
he hopes to use another system of col-
lecting funds. Before authorizing the
telecast to be piped into a catv system,
he will request a written guarantee for
a certain sum from the owner-operator.
He noted that no community system will
be serviced if its coverage area con-
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Fair trial for pay tv is urged by Pastore

Sen. John O. Pastore (D-R.1),
chairman of the Senate Communica-
tions Subcommittee, said last week
he favors “a fair trial” for pay tv.
“But,” he added, “we must ever be
careful that free tv is preserved.”

He said he will oppose any sub-
scription tv until it can be proven to
his satisfaction “that the viewer and
listener of free tv will in no way be
denied the privileges and opportuni-
ties he presently has.”

He said the “mistake” pay tv pro-
ponents have made in the past has
been to include, in their proposed
programming, events and programs
already available, at no cost, to tele-
viewers.

Televised baseball was mentioned
specifically by the senator, who said
that “certain baseball moguls” had
claimed baseball couldn’t live with-
out pay tv. In 1957, Walter O’Mal-
ley, owner of the then Brooklyn
Dodgers told the House Antitrust
Subcommittee a poll had convinced

him that pay tv “was the thing” for
baseball.

“But you can get any kind of a
baseball game—even the World
Series—on free tv,” said the senator.
“The minute they started to include
(baseball), it was the worst kind of
propaganda.

“You need programs that won't
interfere with free tv—something . . .
that wouldn't directly or indirectly
cause the advertiser to lose interest
in this medium” and, consequently,
withdraw support of the programs
they now sponsor, he said.

Sen. Pastore feels that tv pro-
ponents have the “task and responsi-
bility to prove to the satisfaction of
the public that the millions upon mil-
lions of investors in tv sets will not
be relegated to receiving only medi-
ocre and inferior types of programs
while those who have the financial
means will be in the group to re-
ceive the best type of programs.”

flicts with a theatre or other location
that is booked to present the closed-
circuit telecast of the bout, or if it will
be burdensome to provide coaxial cable
connections. TelePrompTer's Key Tv
system will not be ready for operation
for the upcoming telecast, Mr. Kahn
said.

In a related move, Mr. Kahn reported

last Thursday (Jan. 26) that a closed-
circuit telecast of the bout from New
York’s Madison Square Garden has
been arrangedl as a benefit for the New
York Heart Assn. The association will
sel! all seats at prices ranging from $100
for the “golden circle” to $5.50 for bal-
cony seats. Under the terms, all re-
ceipts of sales by the association above
$5.50 per seat will be donated to the
heart organization. Mr. Kahn said he
hopes the telecast will establish the ef-
fectiveness of such special closed-circuit
programs as a medium for raising funds
for worthwhile causes.

The Key Tv Plan = A spokesman

added, TelePrompTer has received in-
quiries about possible advertising possi-
bilities of the system from mail-order
houses and credit card companies,
which could receive orders for products
or services by the push-button devic
TelePrompTer also is planning t
establish a subsidiary, in association
with Henry Kaiser, to operate both a
catv and Key Tv operation in Hawaii
Kai, the Kaiser-owned luxury housing
development. it would be operated on
the pattern of the Liberal project.
Catv’s Wave of the Future = Both
TelePrompTer and Telemeter have been
romancing community antenna Opera-
tors. At last June's annual convention
of the National Community Tv Assn.,
an organization representing about 700
of the 1,000 cable systems operating in
the United States, Mr. Kahn and Paul
A. MacNamara, Telemeter vice presi-
dent, were the featured speakers. Both
urged the catv operators to set their
sights on pay tv as the coming thing
for wired tv companies. It was then
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for TelePrompTer said the company
intends to proceed with its plans to test
its Key Tv system of pay television in
Liberal, Kan., sometime this spring. He
noted that TelePrompTer already has
a community antenna tv system in Lib-
eral, amounting to approximately 2,000
subscribers.

TelePrompTer's plan is to use Key Tv
as a pay tv system in part and also as
an advertising-merchandising vehicle
and as a carrier of public service-edu-
cational programs. Its push-button de-
vice, the spokesman said, makes pos-
sible the receiving of information from
subscribers. In this connection, he

that Mr. Kahn introduced his Key Tv
device (BROADCASTING, June 27, 1960).

The pay tv battle has been raging
since 1947 when the late E. F. Mc-
Donald Jr., president of Zenith, pro-
posed programs be sold to viewers.

Both the FCC and Congress have
considered subscription tv at various
times over the past five years. There
have been bills pending in Congress to
prohibit tv for pay, but these have never
gone far. Opponents of pay tv, how-
ever—chiefly theatre exhibitors—have
threatened to renew efforts to get Con-
gress to stop pay tv development.
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On Charlotte’s channel 9 ... everything’s fine !

WSOC-TV
takes 74.2%
of evening

quarter hours
In Charlotte

In few major markets of America do advertisers

television station. From 5 to 11 p. m., Monday
through Friday, WSOC-TV leads in metro Charlotte
quarter hour ratings 74.2% of the time. A prefer-
ence more than 3 times that of Station B's 20.8%!

Latest ARB, which shows this domination, also
reveals many other significant gains hy WSOC-TV.
Get more for your money. Get on WSOC-TV. .. one
of the nation’s great area stations.

WSEC-TV

CHARLOTTE 9—NBC and ABC. Represented by H-R

WSOC and WSOC-TV are associated with WSB and WSB-TV, Atlanta, WHIO and WHIO-TV, Dayton

find such massive evening preference for one
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BROADCAST ADVERTISING

Spot still competitive, fee study shows

COMPARISON PROVES TALENT COSTS FOR NETWORK COMMERCIALS HIGHER

The nation’s television siations last
week got the most encouraging word
they’ve had on the new AFTRA-SAG
performers’ union contracts since the
early, explosive stages of those negotia-
tions late last year.

The word: Rough as they were on
spot broadcasting, and despite earlier
fears that spot television might suffer
heavy losses to network tv or other
media, the new contracts as a rule still
keep spot competitive—or better. The
significance of this assurar:ce stems from
the fact that a number of advertisers,
particularly middle-sized and smaller
ones, had protested earlier that the new
contracts’ hikes in talent payments for
commercials used in spot television
might force them to curtail their spot
spending, divert spot money to network
or possibly get out of television alto-
gether (BROADCASTING, Dec. 26, 1960).

The source of the new encouraging
word was an analysis of the complex
new contracts as compiled by the tele-
vision division of Edward Petry & Co.,
station representative. Petry officials
acknowledged that as spot advertising
salesmen they had a point of view to be
advanced by the conclusions reached
in the analysis. But an independent
check of a number of agency sources
by BROADCASTING found general agree-
ment, based on their own evaluations,
that the fundamental Petry conclusion
was sound in holding that talent costs
should not be a controlling factor for
most clients in deciding between spot
and network or, indeed. between spot
and any other medium.

Network Participations = 1f adver-
tisers switch from spot to network tv,
the report observed at one point, it will
not be because of talent fees but be-
cause of networks selling participations,
an increasingly sore point with reps and
many stations (BROADCASTING, Jan. 23).

The gist of the Petry analysis is to”

show that although talent rates for com-
mercials used in spot television rose
much more than those for network or
syndicated program usage, the spot
rates started from a much lower base
under the old contracts and hence could
accommodate a iarger hike without sur-
passing the network or syndicated rates.

“Spot commercial costs will still be
lower (than network or syndicated) in
most instances,” a summary of the
Petry report concludes. *“The only sit-
vation in which the network commer-
cial rate compares favorably with wild
spot occurs when an advertiser buys
less than 20 markets. Obviously this is
not a practical advantage in view of the
pattern of network buying.”

The spot tv rates are tied to a unit
system, based on the population of
cities, with a higher rate of payment for
larger cities. When a commercial is
used on a network program or a syndi-
cated program, the unit system does not
apply. The initial fee covers production
and first use; subsequent uses are paid
on a progressively downward scale (ex-
ample: first use, $95; second, $70; third,
$60 and so on).

Guide to Effectiveness » In releasing
the analysis, Martin L. Nierman, Petry
executive vice president, said he hoped

Comparison of spot and

The difference in union talent
costs between a spot and network
campaign in 21 cities for a 13-week
cycle is shown in this example:

The 21 cities, with units based on
the population per city, include:
Rochester 1, Buffalo 1, Baltimore 2,
Boston 3, Providence !, New Haven
1, Albany 1, Philadelphia 4, Pitts-
burgh 2, Durham 1, Atlanta 1, Mi-
ami 1, Tampa 1, Jacksonville 1, Nor-
folk 1, Richmond 1, Washington 2,
Cleveland 1, Cincinnati 1, Detroit 4
and Columbus 1 (total, 32 units.).

The cost of the commercial using
one actor on-camera in a spot cam-
paign in the above markets is com-

network talent costs

puted as follows, based on the unit
prices established in the contracts:
$95 minimum
S units at $8 each .....
10 units at $5 each
5 units at $3 each
11 units at $1.25 each
Total $213.75 for 13-week cycle
(unlimited use on these stations).
The cost of network or syndicated
program for the same 13-week cycle
would be computed as follows:
First USe ....ccoccrvcviimmmmriiriieieiaaeens
Second use ...
Third use .......coevcovvmmieeeicrvncriens
Next 10 uses $57 each
Total $795 for 13 uses, 13 weeks.
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it would "dispel whatever misunder-
standings may have developed from
various reports on both the negotiations
and the final agreement.” He voiced
the hope that the study also would
“help point.the way toward even more

“effective use of television advertising—
and spot television in particular.”

Mr. Nierman sand;.,..“We prepared
this analysis for the stations which we
represent and for advertisers and adver-
tising agencies—three groups with an
equally large stake in the matter. Tele-
vision is the largest and most produc-
tive of all advertising media. There
should be no confusion regarding any
factor which affects it or affects the
cost of its comymercials.”

The original threat of reductions in
spot tv followed disclosures that talent
fees in this area, tied to a unit system,
were raised from 30-50%, depending
on the number of markets used, while
network fees were boosted from 3 to
15%, also depending on the number of
uses, with the average about 7%
(BROADCASTING, Dec. 19, 1960).

Payment Examples s Petry’s analysis

provided examples of residual payments

for one actor, on camera, and com-
pared the talent fees in comparable sit-
vations for spot and network (or syn-
dicated program) tv. In one example
the company's computations showed
that for a 13-week cycle (unlimited
use) the wild spot fee for 21 selected
cities would amount to $213.75 as
against $795 for 13 uses in 13 weeks in
network or syndicated program in the
same markets. In the same 21 cities,
plus New York and Chicago, the spot
fee is placed at $320 (for a network or
syndicated program, $795); for eight
specific “‘good-sized markets,” an ex-
ample of the less-than-20-market cate-
gory mentioned, the spot fee is $223.75
(for network or syndicated program,
$210); for the top 150 markets, the
spot fee is $385.50 (for a network or
syndicated program, $795). All of the
examples are in terms of residual pay-
ments for one on-camera performer.

In its general summary, the Petry re-
port asserts:

“One point we believe should be
made is that the total production cost
of commercials including use fees. is
only about 5-7% of the total tv budget.
Even if the increases have been sizeable,
the amount in most cases is.still not
large enough to influence the greater
percentage of advertisers. Furthermore,
savings can be made by cutting down

BROADCASTING, January 30, 1961
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THERE'S
NO
MYSTERY
ABOUT

IN NASHVILLE...

WSIX-TV8

...located in the
NATION'S 47th
TV MARKET**

*%BOTH NIELSEN & ARB REPORT
WSIX-TV rated Number One 6 to Midnight
SEVEN DAYS A WEEK. TV-8 with 15 of top
16 Net shows; 20 of top 25 Net shows; lead-
ing other Nashville stations by 21% with
minimum 8,000 more homes in 6 to Midnight
time periods. [Nov. 13 Nielsen 1950)

Again Number One in prime time. Top 5
Net shows, TV-8 has 3; top 10 Net shows,
TV-8 with 7. In 6 to 10 P.M. Sundoy thru
Saturday, WSIX-TY again leads with 5,800
more total homes reached. [Nov. ARB 1960)

sk TELEVISION MAGAZINE
DEC. 1960

now credits NASHVILLE, TENNESSEE MAR-
KET with 372,000 television homes. This makes
NASHYILLE o greater market than New
Otleans, Denver, Tulsa, Richmond, Tampa-St.
Petersburg, Norfolk-Portsmouth and Jackson-
ville . . . to name just a few.

v,,_&é:_ NOW ... TWO 1001-A
VIDEOTAPE RECORDERS

# e M e,

WSIX

TV

NASHVILLE

[ g

o

Affiliated with WSIX AM-FM Radio

Represent

[
FIN, WOODWARD, lne,

on some of the unnecessary or exira
people in the commercials . . .

“Second, even with the increases,
wild spot rates are still cheaper in most
cases than program commercial net-
work rates. The situation could prob-
ably be best summarized by saying that
spot rates were by far better than net-
work or program rates and, as a result
of the recent increases, the spot advan-
tage has been narrowed. If someone
says he prefers the network buy over
spot, it is because he feels that network
is more convenient, easier to set up
when a good number of markets are
involved and almost just as efficient on
a cost-per-thousand basis The cost for
commercials on the network would cer-
tainly not be the cause of a client de-
ciding on that route, nor would it, at
the same time, be an impediment.

“At first we thought shipping charges
or the cost to make duplicate prints in
great numbers might have been one of
the serious deterrents for spot. How-
ever, we are told both of these costs
are negligible. Duplicate prints can be
made for about $3 each.

“Furthermore, if the program rates
work out more cheaply in a certain
combination of markets for a particular
client, syndicated programs fall under
the same cost formula and there is no
reason he would have to buy network.
We could offer the same commercial
rates, yet with all the flexibility of re-
gional markets by offering sponsorship
of syndicated programs on an individual
station basis.

Sees Acceptance = “In short, we think
most advertisers will grumble, but still
accept the increases. If they switch to
network it will be because they can get
minutes in prime time at an average
nighttime cost per thousand per com-
mercial of $3, not because of cheaper
commercial costs.

“As far as we can see, the advertisers

The big thaw

Klondike's co-stars (show is on
NBC-TV, Monday, 9-9:30 p.m.
EST) are doing well with fans,
but ratings are only middling and
half the show remains unsold. So
NBC, Ziv-UA and R. ]J. Reynolds
are throwing out the Alaska Gold-
Rush storyline and moving the
stars to a sunny climate—Acapul-
co, effective Feb. 27.

In Acapuico, Ralph Taeger and
James Coburn are cast as adven-
turing American beachcombers in
the Mexican resort. Mr. Coburn
has been Mr. Taeger’s antagonist
in Klondike, but in the new plot
they’ll be friends. R. J. Reynolds’
agency is William Esty Co.
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doing commercials on a live local basis
works out more expensively than filmed
commercials on a spot basis, despite the
increases. The local live charge applies
each time a commercial runs. Under
the wild spot, once in a market the
commercial has unlimited use during
a given 13-week cycle.”

Agency Opinions = Some agency of-
ficials questioned noted that there may
be reasons why a client may want to use
network tv instead of spot tv because
of such factors as sponsor identification:
or association with the prestige of a net-
work program. But they agreed with
Petry’s analysis that the issue of talent
fees should not be an overriding con-
sideration for most clients since net-
work does not provide a cost advantage.

A check of some leading media and
programming executives cited these re-
lated observations:

* The increase in talent fees in spot
may be “just a pimple” to many tv ad-
vertisers with substantial budgets, but
the overall percentage increase in cost
to the small or regional advertiser can
be burdensome—perhaps sufficiently to
dictate a reduction in use of the me-
dium.

s There will be more care in production
of the commercial to ascertain whether
fewer actors can be used and fewer
commercials made without impairing
the effectiveness of a campaign.

More careful attention will be given
talent costs in the future. »

Spot radio needs to sell
its reach, reports PGW

A radio rep has completed a study
of all sales calls it made in the past
year, in search of a “key” to get
more major advertisers, such as the soap
companies, to use spot radio.

Peters, Griffin, Woodward, which
estimated some 2,000 “meetings” were
held between its radio sales staff and
advertiser “decision makers” over the
country, has come up with this simply
stated finding: “The spot radio industry
has not been talking the marketing
man’s language.”

PGW says it has probed deep enough
at the advertiser level to know the main
issue is “what medium can best pene-
trate (or reach) a market at an eco-
nomical cost.”” PGW points out that
industry material has dealt only with
radio’s total audience; most large ad-
vertisers and agencies have invested
heavily in reach and frequency analyses
for tv but little for radio, and large
advertisers’ image of spot radio has
been one of low reach. PGW'’s interest
in the problem of luring big advertisers
led it to a deeper survey, a 100-market
study developed by A. C. Nielsen Co. on
“Spot Radio’s Penetration” (BROAD-
CASTING, Sept. 26, 1960).
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John Guider, Pres.-Gen. Mgr., WMTW-TV
Portiand, Me:—Mt. Washingten, N. H,

Why MT. WASHINGTON T
Bought Warner's "Films of i'ﬂe 50’s"”

Says John Gu:der

'.'“.‘:“- . N .'-._‘ -.-. |I z e ks

| Bl 3

didn’t need them

“"We already had what may be the largest film library in the coun{ry,
including all four major packages. :

“But we felt we could not miss this chance to-sweeten our schedules
with these strong late releases. We owe it to our sponsors.

"They're ot only great audience-getters in their own right but they give
balance to the good but older pictures in our popular EARLY SHOW
and late WORLD'S BEST MOVIES'

Warner_’sf‘ Films -of the 50’s...meney makers of the 60's

SEVEN ARTS

ASSOCIATED
CORP.

NEW YORK: 270 Park Avenue  YUkon 6-1717
CHICAGD: 8922-D La Crosse, Skokie, I{l. » ORchard 4-5105
DALLAS: 6710 Bradbury Lane » ADams 9-2855%
LOS ANGELES: 11358 Elderwood St. « GRanite 6-1564
e e e e

For list of TV"station's prpgramming Warner's Films of
the 50's see Page One SRDS (Spot TV Rates and Data).



STARCH TO BLOOM IN SPRING

Spray brands waiting for warmer weather to resume
heavy broadcast buys which paid off last season

A revolution last year in the $100
million (estimated annual retail sales)
starch industry spilled over with profit-
able benefits to broadcast media, and
1961 holds even greater promise. A
handful of the newly developed spray
starch brands was introduced on tv and
radio last summer, and only the winter
weather is restraining them, and other
new brands from openly renewing a
competitive battle that barely got mov-
ing before the cold weather hit.

As cotton apparel replaces woolen
garments on the nation’s consumers
this spring, these are some of the brands
that will be clamoring for acceptance
via tv and/or radio: Glis, Aeromagic,
Easy-on, Jet Starch, Lestoil Spray Starch,
Liquid Mist Reddi Starch, Perk-Up and
Free Time. There are at least half a
dozen others, according to one manu-
facturer, that have come on the market
recently in various parts of the country.
Glis and Liquid Mist Reddi Starch are
reported to be the only ones having
national distribution to date.

Report to Date = The brand-by-
brand report that follows below in-
cludes tv expenditures during the first
nine months of 1960 as revealed last
week by Television Bureau of Adver-
tising-N. C. Rorabaugh Co.

Glis (Aerosol Corp. of America)
$812,000, all in tv spot, with $692,000
of the total spent in the third quarter
alone. Agency: Wellesley Adv. Assoc.
Inc., Wellesley Hills, Mass. Distribu-
tion: east of the Mississippi River.
Broadcast outlook: plans to make
greater use of spot radio. “Dollars in
radic buy more than in tv,” James R.
Barnet, president of Aerosol Corp.,

told BROADCASTING last week.

Jet Starch (The Barcolene Co., Bos-
ton) $41,000, all in tv spot in the third
quarter. Agency: Silton Bros., Calla-
way Inc., Boston. Distribution: New
England. Broadcast outlook: undeter-
mined.:

Lestoil Spray Starch (Lestoil Inc.,
subsidiary of Adell Chemical Corp.);
no figures available as the product re-
portedly just got off the ground in the
third quarter. Agency: Sackel-Jackson
Co., Boston. Broadcast outlook: tv
spot in best available time periods.

Liquid Mist Reddi Starch (Union
Starch & Refining Co., subsidiary of
Simoniz Co., Chicago) $173,000 in spot
tv. Agency: Dancer-Fitzgerald-Sam-
ple Inc., Chicago. Broadcast outlook:
increased use of tv in view of its
rapid distribution to all sections of the
country.

Aeromagic (General Aerosols Inc.,
Shelton, Conn.) $34,000 in spot tv.
Spot radio was also used last year, but
no figures available. Agency: Lampert
Adv.,, New York. Distribution: cur-
rently moving west into Michigan from
central New England. Broadcast out-
look: plans to increase use of tv spot
this year. Dr. Winston H. Reed, presi-
dent of General Aerosols, is credited as
the inventor and originator of spray
starch. Aeromagic, which he intro-
duced in May, 1959, was the first brand
introduced in U.S.

Easy-On Spray Starch (Boyle-Midway
Div., American Home Products) $262,-
877, all in network tv. Agency: Cun-
ningham & Walsh, New York. Distri-
bution: National. Broadcast outlook:
continued exposure on Boyle-Midway’s

In what was believed to be “the
most concentrated media advertising
purchase” of its kind, the Detroit
district of the Lincoln-Mercury (and
Comet) Dealers Assn. bought every
available spot on WIBK Detroit for
a two-week period, beginning Mon-
day (Jan. 23). The buy, placed
through Kenyon & Eckhardt, De-
troit, on behalf of 21 Mercury and
Comet dealers in the Detroit area,
consists of a total 2,613 one-minute
announcements, plus 92 five-minute
newscasts. The average per day
comes to more than 200 one-minute
announcements during each 18-hour
broadcast period.

An unusual sidelight to the pur-

A full-house for Detroit’'s WJBK

chase was this: K&E submitted the
proposal for the campaign on Jan.
20 and it was accepted by the dealer
association committee or Jan. 21.
The commercials were created by
K&E’s creative team in New York
that same day and produced that
night and the following day (Jan.
22) which was a Sunday. A special
radio line rented from NBC fed the
recorded material to the station in
Detroit that same day. It was edited
by K&E producers and station tech-
nicians that night and the first an-
nouncement was broadcast over
WIBK at 6:01 a.m. last Monday.
Less than three days passed from
campaign conception to execution.
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lineup of network tv programs. <

Perk Up Instant Spray Starch (T. M.
Products Co., Chicago); purchased a
few tv spots in third quarter of 1960.
Agency: Gourfain & Loeff, Chicago.
Broadcast outlook: undetermined .

Free Time Spray Starch (Dynamatics
Inc.,, New Canaan, Conn.); currently
using spot tv and radio in upstate New
York and in several New England
markets. Agency: Wade, Walden &
Whitman, Westport, Conn. Broadcast
outlook: spot buying will keep up with
pace of distribution growth in north-
eastern states.

HAMM'S TOPS ARB LIST

Favorite commercial of

viewers for sixth month

American Research Bureau’s Novem-
ber tally of the nation’s favorite tv
commercials showed Hamm’s beer
(Campbell-Mithun) in the No. 1 spot
for the sixth consecutive time. Runners-
up honors went to Ford (J. Walter
Thompson) and Piel's beer (Young &
Rubicam), a reverse of their positions
in the September ranking.

Based on ARB’s tv-national report,
results were tabulated from diaries
placed during the week of Nov. 10-16,
in which each diary-keeper noted his
favorite tv commercial for the survey
week.

The top 25 favorites and thedfp
agencies were:

Rank % commercial mention
1. Hamm's beer (Campbell-Mithun) 54
2. Ford U. Walter Thompson) 43
3. Piel's beer {Young & Rubicam) 4.1
4. Alka-Seltzer (Wade) 35
5. Wrigley's gum

(Arthur Meyerhoff & Assoc) 34
6. Burgermeister beer (BBDO) 33
7. Falstaff beer (Dancer-Fitzgerald-Sample) 2.7
8. Maxwell House (Benton & Bowles) 2.7
9. Mr. Clean (Tatham-Laird) 2.3
10. Johnson baby preducts

(Benton & Bowles) 1.9
11. Dodge (BBDO) 19
12. lvory soap (Compton) 17
13. Kellogg's cereal (Leo Burnett) 1.7

14. Maypo cereal
(Fletcher, Richards, Calkins & Holden) 1.6

15. L&M (Dancer-Fitzgerald-Sample) 1.6
16. Jax beer

(Doherty, Clifford, Steers & Shenfield) 1.5
17. 7-Up U. Walter Thompson) 14
18. Snowdrift (Fitzgerald Adv.) 14
19. Post cereal (Benton & Bowles) 14
20. Oreo cookies (McCann-Erickson) 14
21. General Electric (Young & Rubicam) 1.3
22. Jello (Young & Rubicam) 1.1
23. Campbell soups (BBDO) 1.1
24. Texaco (Cunningham & Walsh) 1.0
25. New-Soft (Fitzgerald Adv.) 1.0

These listings do not attempt to
measure audience size or effectiveness,
but only indicate a preference for the
commercial.
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REPRESENTATIVES, INC.
Their exclusive national representatives.

DAYTON APPOINTS . .

HR Radio is proud to represent
Dayton’s powerful and greatest
radio station, in one of the
nation’s wealthiest markets.

: President
RONALD B. WOODYARD WONE

WONE& H-R

are now working with .

Vice-President
C. J. THORNQUEST I e
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HR Radio salesmen coast to
coast will be telling you how WONE
can sell best for your product.

‘RADIO WUNE

ONE OF THE NATION'S
GREAT RADIO STATIONS

Your H-R man will sell you soon.
He's a specialist in the best of Dayton
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There are no more telling tests of network leader-
ship than those occasions when all three networks
broadcast the same event. In recent months this
has happened often: the conventions, The Great
Debate, the elections. And because it provided
the most comprehensive, responsible and per-
ceptive coverage, more people watched each of

these events on NBC than on any other network.

Last Friday, the Inauguration ceremonies for
President John F. Kennedy were covered by all

three television networks.

During those hours when all three networks were
simultaneously covering Inauguration events
more than half the viewing audience chose to
watch NBC. NB(C’s audience was larger than the
combined audiences of the other two networks.
In New York alone, WNBC-TV’s share was 70%

greater than the next station’s.*

NBC’s coverage reached 28,000,000 families, the
largest home audience for any single event or

program in television history.**

The reason for this preference? NBC’s continu-
ing commitment to the nation’s viewers to pre-
sent all the news with speed, accuracy, clarity

and responsibility.

INAUGURATION NBC TELEVISION NETWORK

e

*TRENDEX 11 AM=3 PME.S.T, ** NBC RESEARCH DEPT.ESTIMATE_11 AM=R:ANBME ¥



HARPER CALLS FOR MORE PRODUCTIVITY

Advertising, marketing, government asked to help

Advertising and marketing services
must make a more intensified effort to
improve their own productivity, Marion
Harper Ir., president of Interpublic Inc.
(formerly McCann-Erickson Inc.), said
in Chicago last Monday in a talk on
marketing and the national growth rate.
Among other things, he called for a
better audit of advertising and media
performance.

He asked the government to aid, too,
by trimming personal income taxes, re-
vising laws that fail to encourage full
competition and by widening circula-
tion of basic marketing information to
eliminate wasteful duplication of re-
search.

Mr. Harper also urged the adver-
tising and marketing industries to es-
tablish a “distribution productivity cen-
ter” as a “workshop for conducting
distribution studies and holding sem-
inars.” Such a center also “would as-
semble case histories of programs and
methods that have reduced the effort
of moving a product between producer
and prospect” and would be a central
repository for the literature and re-
search of the field.

The claim that we are living in a
mature economy with saturated markets
“is literary fantasy,” Mr. Harper said.
In the context of the same argument,
advertising is held to be the villain,
forcing more goods on people who
don’t need them, he observed.

Victim, Not Villain = “Rather than
being the villain of the piece,” he said,
“the advertising-marketing profession in
a sense is the victim. For the last in-
crement of sales, it must expend ex-
cessive funds and energy. In a growing
economy, however, the additional sale
is much more economical. Energy can
be devoted to developing consumer
values that meet minimum buying re-
sistance and not be diverted into offen-
sive salesmanship.”

How can advertising and marketing
improve its own productivity? Here are
Mr. Harper’s suggestions:

= “We should refine methods for
auditing of advertising programs to
measure their actual accomplishment.
We should assign specific objectives to
an advertising program; establish bench-
marks of awareness and attitudes among
prospects, and measure what an adver-
tising program contributes in relation
to these benchmarks.

= “We should develop new forms of
cooperation within the marketing field.
This might include new measurements
of effectiveness of mass communica-
tions in a period when advertising it-
self has become an almost $12 billion
industry, with the prospect of doubling
over the next 10 years.
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= “Each of us should be a kind of
missionary for investment in communi-
cations research—market research, me-
dia research and advertising research.

= “While continuing to improve skills
in advertising—the largest share of
paid communications—we should help
build the stature of professionalism in
all other marketing communications
skills. Too often research, promotion,
merchandising and public relations are
placed in the shadow of advertising.

& “We should encourage investment
in product innovation, based on a con-
tinuing knowledge of the market.

® “We should contribute to the con-
tinving development of market phil-
osophy, both in a practical and theo-
retical sense. This job should not be
left solely to the universities.

= “We should shy away from the
generalities of advertising’s daily vocab-
ulary—nebulous talk about images, im-
pact and reach. This, in itself, would
be a gain in productivity.

= “The advertising and marketing
field might give far less time to intro-
spection and preoccupation with its
own image; and devote the time saved
to clients and customers.”

Raise Output = Touching on the na-
tional economy Mr. Harper said we
shouldn’t spend time debating whether
growth rate should be 3%, 5% or
10% . Instead, he said, “if we concen-
trate on a major program for height-
ening our productivity—a concerted
effort to raise output of goods and
services, both public and private—I
think we’ll be satisfied with the growth
rate that emerges.”

As for the saturated market argu-
ment, Mr. Harper noted that one out
of every three American automobiles

Mr. Harper

is at least seven years old. Their re-
placement would create a market as
large as all car ownership outside of
the U. S. and would absorb about 314
years of auto production at its present
rate, ‘he said.

Holding that continuing wartime tax
rates “are now reaching down into
incentives for growth and reinvestment
and into the supply of funds for per-
sonal spending,” Mr. Harper said a
10% cut in personal income taxes
“would add approximately $4 billion to
the after-tax income of consumers.”
Even if the immediate impact were ini-
tially modest, he said, “its cumulative
impact in time would far outweigh the
tax reduction itself.”

He further urged that leaders in
government, business and labor who are
responsible for creating a favorable
economic climate become “more keenly
aware of marketing as an economic
stimulant.” Manufacturing advances are
constantly winning attention while “mar-
keting hardly ever rates a mention in
contributing to productivity.”

Benefits = Advances in marketing,
he said, have resulted in better and
fuller use of our human resources and
thereby have increased productivity.’
Household innovations, for example,
have freed housewives from 12- and 16-
hour workdays and added them to the
labor force in larger numbers than men
in the past decade, he said.

“Appliances, convenience foods, new.’»
cleaning aids are all products of manu-
facturing,” he noted, “but almost all of
them have been conceived and devel-
oped within the area of marketing.
They have come about through inten-
sified concern with the changing needs
and wants of the consumer. We have
no measurement of this total contribu-
tion to the national product, but we
can judge it to be considerable.”

New products are a primary stimulus
of economic growth, Mr. Harper con-
tinued, and their successful marketing
raises total production and living stand-
ards. He said government can best
“help marketing help national growth”
by insuring free competition and effec-
tive communications. He called for
re-examination of legislation that has
protected individual segments of in-
dustry or sought to preserve a status
quo “‘under the name of stability.” He
questioned whether fair trade laws and
fixed prices “penalize the efficient for
the sake of the inefficient.”

Mr. Harper said, “We are experi-
encing what I might call the marketing
frustration of 1961. Like all frustra-
tions, it can best be relieved by deter-
mination to do something about it.”

His talk was made before a joint
luncheon meeting of the Chicago Fed-
erated Advertising Club, Sales Market-
ing Executive Clubs and American Mar-
keting Assn.
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LONGER LIFE
EXPECTANGY

~ THAN EVER
BEFORE!

RCA-6166-A/700
To replace RCA 616

3
g

First there was the RCA-6166. It gave, and is still

giving, outstanding service. But an exploding-growth ¥

technology demanded more:

— It demanded more rugged construction ADVANTAGES
® Easily broad-banded

® Improved life expectancy

® Ceramic-metal construction

provides extra safety factor
during set-up and tune-up
@ Has a higher voltage and plate
dxssnpanon rating (with lower
drive)} than 6166
® Wide terminal contact surface
® Silver plating for superior rf
conductivity
For more information, contact
your RCA Broadcast Tube
Distributor, or write Com-
mercial Engineering, RCA
Electron Tube Division,
Harrison, N. J.

— It demanded longer life expectancy
— It demanded higher voltage and plate dissipation ratings

To meet these demands—to fill these needs—we proudly an-
nounce the new RCA-6166-A/7007, a forced-air-cooled beam
power tube.

Designed for vhf service in television and as an rf power ampli-
fier in cw applications, this new tube features: Maximum plate
dissipation of 12KW ¢ Coaxial-electrode construction + Large-
area, low-inductance rf electrode terminals + And efficient
external radiator for forced-air cooling.

The RCA-6166-A /7007 can deliver a synchronizing-level
power output of 14KW in broad-banded television serv-
ice at 216 Mc; a carrier power output of 6KW in plate-
modulated telephony service using conventional grid-
drive circuits operating at 60 Mc; and a power
output of 12KW in class C telegraphy service
using grid-drive circuits operating at 216 Mc.

The Most Trusted Name in Electronics
RADIO CORPORATION OF AMERICA




CBS-TV looks hungrily at two ABC-TV shows

NETWORK COVETS ‘PETER GUNN,’ P&G'S ‘RIFLEMAN’

CBS-TV drew a bead on two spots on
the ABC-TV night schedule as the
competitive battle line for next fall’s
network programming sweepstakes in
prime-time began to take shape last
week.

The two programs CBS-TV report-
edly aims to corral are The Rifleman
and Peter Gunn. Both are among the
few which are advertiser-controlled on
ABC-TV. A spokesman for Procter &
Gamble, sponsor and controlling ad-
vertiser of Rifleman (now slotted in the
Tuesday, 8-8:30 p. m. period), said the
matter was being discussed. But there
was no indication that P&G is ready to
move the show (it would be placed by
CBS-TV in the same Tuesday period).

There also were reports P&G might
expect CBS-TV, along with Rifleman,
to take The Law and Mr. Jones (also
P&G-controlled and currently in the
Friday night ABC-TV lineup at 10:30
p- m.). Bristol-Myers has been con-
trolling advertiser (R. J. Reynolds now
alternates) on Peter Gunn, which at the
beginning of this season was moved by
the advertiser from NBC-TV to ABC-
TV.

While CBS-TV eyed P&G and other
blue-chip business on ABC-TV, Revlon,

Ford and NBC-TV were in the talking
stage on Revlon's anticipated move into
regular tv series sponsorship next sea-
son. Revlon during this season has
been picking up sponsorships along the
way, mostly specials, but says it needs
regular bread-and-butter exposure on
network tv to add to Splash product’s
promotion via one-time shot produc-
tions. The two possibilities on NBC-TV
are Alfred Hitchcock (Tuesday, 8:30-9
p- m.) and Wagon Train (Wednesday,
7:30-8:30 p. m.) in which Ford al-
ready participates.

Revlon seeks to obtain half of Ford’s
sponsorships in both shows: giving
Revlon one-fourth of hour-long Wagon
Train and half of the 30-minute weekly
Hitchcock.

Agency planners, heads
now deal in time buys

Agency media people at the planning
and supervisory levels now deal also
with broadcast time salesmen—it’s no
longer a matter of the salesman making
contact with just the timebuyer.

This fact of agency life came last
week from Herbert Zeltner, vice presi-

dent and media director, Lennen &
Newell, at a timebuying and selling
seminar held in New York under aus-
pices of the Radio & Television Execu-
tives Society.

Mr. Zeltner also had two important
pieces of advice: (1) salesmen ought to
tailor their presentations to specific
agency contacts and thus eliminate un-
necessary effort and time; (2) they
should concentrate on faster servicing,
now more important than in the past
because agencies are finding it increas-
ingly necessary to speed up account
servicing, and buyers are becoming
more market-knowledgable.

The Lennon & Newell media head
also discussed possible sources of new
personnel, suggesting that media people
might expedite plans to obtain new
blood from colleges, universities and
from formal training programs instituted
within the agencies themselves. As sev-
eral other media executives in the past
few weeks have done, Mr. Zeltner urged
that agencies eliminate “haphazard job-
hopping and talent raiding.”

Mr. Zeltner also recommended a
harder agency look at available rating
and audience research, warning that the
point has been reached where there’s
too much to be understood and properly
used, and the total cost of these to an
agency is becoming excessive.

Agriculture & farming

Apparel, footwear & accessories

Automotive, automotive accessories & equip.
Beer, wine

Building materials, equipment & fixtures
Confectionery & soft drinks

Consumer services

Drugs & remedies

Entertainment & amusement

Food & food products

Freight, industrial & agricultural development
Gasoline, lubricants & other fuels
Horticulture .

Household equipment & supplies

Household furnishings

Industrial materials

Insurance

Jewelry, optical goods & cameras

Political
Publishing & media
Radio, tv sets, phonographs, musical

instruments, accessories
Retail or direct by mail
Smoking materials
Soaps, cleansers & polishes
Sporting goods & toys
Toiletries & toilet goods
Travel hotels & resorts
Miscellaneous

TOTAL

Office equipment, stationery & writing supplies

The top spenders in network television

ESTIMATED EXPENDITURES OF
NETWORK TELEVISION ADVERTISERS
BY PRODUCT CLASSIFICATION

Source: TvB/LNA-BAR

October Jan.-Oct. Jan.-Oct.
1960 1960 1959
$ 157,193 § 1,663,456 §$ 1,497,287
877,720 749,447 4,981,339
7,176,596 45,013,630 37,857,558
785,913 6,846,061 5,445,281
114,473 1,850,591 2,633,477
1,309,589 11,911,926 9,867,941
387,930 2,987,941 2,673,420
7,925,860 68,204,355 60,017,763
24,840 867,307 383,278
10,582,460 93,205,047 93,166,675
49,270 296,800 63,377
1,295,635 12,725,425 7,081,940

371,250 249,608
2,556,983 25,241,594 25,147,965
301,475 ,643,754 3,190,405
1,901,144 19,436,713 16,956,539
988,397 10,796,454 8,477,567
1,816,937 9,751,660 9,466,295
476,063 2,896,537 3,492,078
839,128 906,268
93,047 1,798,256 5,261
555,496 4,513,909 4,420,591
56,609 401
6,148,353 63,632,607 62,484,911
6,224,557 58,003,324 56,181,359
407,768 2,234,060 1,871,646
9,459,147 93,054,518 84,827,329

765,173 879,795
751,497 7,157,062 6,793,795

$63,264,080 $557,618,526 $510,314,480

TOP 15 NETWORK COMPANY ADVERTISERS

Source: TvB/LNA-BAR
October 1960

1. Procter & Gamble $3,602,798
2. General Motors 3,581,302
3. American Home Products 2,695,535
4. Lever Brothers 2,143,068
5. General Mills 1,936,185
6. Gillette 1,736,693
7. Colgate-Palmolive 1,621,495
8. General Foods 1,548,876
9. R. J. Reynolds 1,442,976
10. Sterling Drug ,254,849
11. Texaco 1,019,554
12, E. 1. duPont de Nemours 1,017,677
13. Liggett & Myers 966,611
14. Philip Morris 957,799
15. Kellogg 934,356

TOP 15 NETWORK BRAND ADVERTISERS
Source: TvB/LNA-BAR
October 1960

1. Anacin tablets 867,238
2. Gillette razors & blades 789,792
3. Winston cigarettes 656,434
4. Oldsmobile passenger cars 646,746
5. Prestone anti-freeze 579,848
6. Betty Crocker cake mix 557,625
7. Bayer aspirin 557,500
8. L & M cigarettes 555,091
9. Chevrolet passenger cars 542,009
10. Salem cigarettes 513,590
11. Longines watches 507,098

12. Texaco, Inc. (general promotion) 485,550

13. Commander cigarettes 483,057
14. Dristan tablets 443,100
15. Pontiac passenger cars 439,790
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Baton Rouge, La.
is the 4th market
in the Gulf South!*

We've given birth to a new statistical fact . . . Baton Rouge
as a market ranks just below Ft. Worth-Dallas, Houston
and New Orleans. It's the 4th largest market in the Gulf South-an
area made up of the states of Louisiana, Texas and Mississippi.
The Baton Rouge market, with a population of 1,561,000 and
retail sales of $1,285,000,000.00, is served completely by
television station WBRZ. Baton Rouge is truly too BIG a market
to be overlooked on any list. Call your Hollingbery man.

—— W B R Z Gl 2——
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Suit Yourself

Every advertiser wants to look his best
on television, for he knows that how he
looks to his vast audience can greatly af-
fect his sales. And how he looks often de-
pends onthe kind of program he sponsors.

For instance, a western or a mystery
may be tailor-made for one advertiser
while a comedy or drama may bring the
best results for another. In short, different
advertisers require different types of pro-
grams —depending on their products and
their marketing objectives.

But to any advertiser, the crucial test of
a network’s performance is: How well is
the network doing with the type of pro-
gramming he wants to sponsor?

The advertiser who applies this test
will find that the CBS Television Net-
work attracts the biggest average audi-
eince in every category of entertainment—
as shown by these nationwide Nielsen
ratings for all regularly scheduled night-
time programs (6-11 pm,Oct.-Dec. 1960):
s @ NETB NETC
g COMEDY . suigesscssvmameznet 199 .... 181 .... 170
DRAMA ........ccvviiiiinnns 159 ....NONE.... 138
VARIETY & PERSONALITY..... 201 ... 148 .... 185
|] WESTERN . ... ................ 282 ... 207 .... 224
¥ MYSTERY & ADVENTURE..... 196 .... 183 .... 145
NEWS, PUB. AFFAIRS,SPORTS.. 135 .... 96 .... 138

TOTAL NIGHTTIME . ...... 193 .... 180 .... 176
The CBS Television Network also wins
the biggest average audience for all night-
time programs with the most evenly bal-
anced schedule in network television — as
shown by these percentages of network
time devoted to various types of programs:’

CRS® NETB NETC

CONMEDNE 5 W8 oL crre o mvremer 25% ... 19% .... 9%
DRAMA s dteimes & vibanh it aomn m 13 suses 0 gean 8
VARIETY & PERSONALITY..... 19 6 21
WESTHERN comiguretigtiet g frseesilaiin o 416 1z 21 ... 27
MYSTERY & ADVENTURE .. ... 20 ewn WY ooy 125
NEWS, PUB, AFFAIRS,SPORTS.. 11 .... 7 .... 10
TOTAL ssddbacccon 100% . ... 100% ....100%

This unique achievement of audience
leadership and program balance gives
advertisers their greatest assurance of
success with the kind of program that
suits them best. It also explains why for
the past six years advertisers have com-
mitted more of their budgets to this
network than to any other single adver-
tising medium. They like our styles.

CBS TELEVISION NETWORK

*Program litles on request.

COMEDY



MYSTERY & ADVENTURE

AN PERSONALITY WESTERN




Gillette adds million
to network tv output

Gillette Safety Razor Co., Boston, is
putting an extra $1 million in network
tv before next spring. This is on top
of the regular boxing, bowling, baseball
and football budget and should bring
the total somewhere near $13 million
for the year that started last fall.

The new money is divided among
eight nighttime shows on three net-
works, a total order that calls for 106
minute commercials for the period cul-
minating on Father’s Day, June 18.
Augmenting the year-around Friday
fights and bowling on ABC will be The
Roaring 20’s, Stagecoach, and The
Islanders (and the new Asphalt Jungle
which replaces The Islanders in April).
On CBS Gillette will have minutes in
the new Gunslingers, which replaces
The Witness this week, and on NBC
The Americans, Michael Shayne, The
Outlaws, and Laramie.

A. Craig Smith, vice president and
advertising director, said the extra tv
would give the company exposure dur-
ing the first half of the year comparable
to that in the second half when Gillette
sponsors the All Star baseball games,
World Series (both on NBC, tv and
radio), NCAA football (ABC-TV) and
year-end football specials (NBC, tv
and radio), all in addition to the con-
tinuing boxing-bowling Saturday hour
on ABC-TV.

Informed outside estimates are that
the new winter-spring package brings
the Gillette yearly tv billing above the
record level reported last spring, when
Gillette contracted for an $8.5 million
fight-baseball-football package on ABC-
TV (BroabpcastiNg, March 21, 1960).

Schick moves to NC&K
as A.S.R. appoints B&B

The second stage of a chain reaction
conflict of product interests occurred
last week when broadcast-heavy Schick
Inc. took its electric razor account (it
billed more than $3 million in 1960,
half of which was spent in broadcast-
ing) from Benton & Bowles to Norman,
Craig & Kummel.

Earlier this month, B& B was ap-
pointed to handle the Gem safety razors
and blades, Pal injector zi:d Personna
blades account (BROADCASTING, Jan. 23,
1961) for A.S.R. products, a division
of Philip Morris Inc. A.S. R. had bill-
ings of $1.6 million, or only one half
of the amount involved in the Schick
account, but B& B also handles the
advertising for Parliament cigarettes,
another Philip Morris product. It was
this conflict which is believed responsi-
ble for the agency accepting the A. S. R.
account, formerly handled by Kenyon
& Eckhardt.
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| Listed below are the highest-ranking
television shows for each day of the
week Jan. 19-25 as rated by the
multi-city Arbitron instant ratings of

Copyright 1961 American Research Bureau

ARBITRON’S DAILY CHOICES

Date Program and Time Network Rating
Thurs., Jan. 19 Untouchables (9:30 p.m.) ABC-TV 36.9
Fri., Jan. 20 Flintstones (8:30 p.m) ABC-TV 299
Sat., Jan. 21 Gunsmoke (10 p.m.) CBS-TV 28.7
Sun., Jan. 22 Candid Camera (10 p.m) CBS-TV 345
Mon., Jan. 23 Danny Thomas (9 p.m.) CBS-TV 23.0
Tue., Jan. 24 Garry Moore (10 p.m.) CBS-TV 24.8
Wed., Jan. 25 Perrv Como (9 p.m) NBC-TV 253

the American Research Bureau. These
ratings are taken in Baltimore, Chi-
cago, Cleveland, Detroit, New York,
Philadelphia and Washington, D. C.

Hamms signs contract
for baseball colorcasts

Theo. Hamm Brewing Co., St. Paul,
Minn., signed a $1.5 million two year
contract with WGN-TV Chicago last
Wednesday for the colorcasting of the
daytime home games of the Chicago
Cubs and White Sox. Hamm's will be
half-sponsor of the games.

The rapidly growing beer firm has
sponsored baseball on WGN-TV for
the past eight years, with last year the
first in color. Night games are in black-
and-white. Campbell-Mithun, Minne-
apolis, is Hamm’s agency.

A heavy broadcast advertiser that is
aiming for eventual full national distri-
bution, Hamm’s this season will spon-
sor the new Minnesota Twins (formerly
the Washington Senators) at home and
on the road on radio and tv. Hamm’s
will use a regional radio network of
some 40 stations in five states and a
tv network in that area of 10 to 12
stations. Key outlets have not yet been
selected. Hamms owns the radio-tv
rights to the Twins.

The brewing company this season
will be in the second year of its two-
year contract for sponsorship of the
Baltimore Orioles on WBAL Baltimore
and a regional radio network of 40
stations and on WIJZ-TV, that city, and
a regional tv network of four stations.
Hamm’s owns radio-tv rights to the
Orioles. The firm took over the Gun-
ther Brewing Co., Baltimore, in 1959.

Business briefly...

Procter & Gamble Co. Cincinnati,
through Benton & Bowles, N. Y., will
sponsor three special programs on
NBC-TV this spring—How Tall Is a
Giant, a repeat presentation of a drama
presented under P & G auspices last
June and now scheduled for March 23
(7:30-8:30 p.m. EST); the annual pres-
entation of the television industry’s
“Emmy” awards on a date still undeter-
mined, and The Square World of Jack
Paar, consisting of filmed sequences of
Mr. Paar’s various trips abroad, which

is set for Jan. 31 (10-11 p.m. EST).

Carling Brewing Co., Carling’s Black
Label beer, Cleveland, and The Men-
nen Co., Morristown, N. J., signed co-
sponsorship of the Patterson-Johansson
heavyweight championship fight March
13 (Monday) on ABC Radio. There
will be no home tv coverage of the fight,
which will originate in Miami. The
entire radio package for the fight is
valued at over $350,000, according to
Robert R. Pauley, ABC vice president
in charge of the radio network. Agen-
cies: For Carling—Lang, Fisher &
Stashower, Cleveland; for Mennen—
Warwick & Legler Inc., N. Y.

Red L Foods Corp., frozen seafood din-
ners, Great Neck, N. Y., plans a majb
Lenten season advertising drive on spot
tv. Starting the first week in February,
Red L will blanket 13 major markets
with a series of nine different one-min-
ute, 20-second and 10-second commer-
cials in prime tv spots. All the commer-
cials star Edward Everett Horton, Holly-
wood actor. The market list: New
York, Syracuse, Buffalo, Albany-Troy-
Schenectady, Boston, Hartford, Provi-
dence, Portland (Me.), Pittsburgh,
Cleveland, Detroit, Grand Rapids and
Minneapolis-St. Paul. Agency: Smith/
Greenland Co., N. Y.

Parker Brothers Inc., games, Salem,
Mass., has launched a four-week spot
radio campaign, reportedly the most in-
tensive in the company’s 78-year his-
tory, in 23 southern cities. More than
1,500 one-minute spots for the game
of “Rook” will be aired in the eight-
state campaign that ends in mid-Feb-
ruary. Agency: Badger & Browning &
Parcher Inc., Boston.

Rep appointments...

s XTEN (TV) and KADA Ada, and
KWSH Wewoka, both Oklahoma:
Weed as national representative. Clarke
Brown Co. remains south and southwest
regional representative.

= WRIM Pahokee, Fla.: Breen & Ward
as national representative.
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“More than 33000 a week 11 blling o amouncement and

program — dependent on one Ampex tape machine. That’s a typical week here at Channel 5,”
says Fred Flatcher. “Wa've been in Lhusiness with Videotape* for slightly over two years and our
one machine shows 2272 hours of use and service... Ninety percent of our political business
last fall was o tame I don't sayv we wouldn't have gotten it on a live basis, but it was easier,
lesscost!y ans morchinore convenient o caadidates, having the busy grass roots schedules they
do...Sur= wor s aveiy i easen fov getiing a second machine — and we shall eventually, but we’ve
done z phencr=. o joh with one for (wo vea:.. There’s no question about our choice of Ampex.
They are TV fape recording. no douh” ahout 1. @ » « « To get an informative file of reports from
your associate TV broadcasters showing how an Ampex VTR fitsin as a basic, pay-its-own-way
component of any complete TV facility, write to Ampex today. Department BF.

\[ T .m_: N
g
AMPEX PROFESSIONAL PRODUCTS COMPANY - 934 CHARTER ST., REOWDOD CITY, CALIF. - AMPEX OF CANADA LTD., REXDALE, ONTARIO

ot  S—

MR. FRED FLETCHER,
EXECUTIVE VICE PRESIDENT,
WRAL.TV, RALEIGH. NORTH CAROLINA

“TM AMPEX CORP.
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PROGRAMMING

New Goodson-Todman game: diversify

FOOT SOLIDLY IN NON-GAME TV SHOWS; EYE ON STATIONS, SYNDICATION

Program packagers Mark Goodson
and William Todman, whose abilities
in establishing television’s top quiz-
and-game-show attractions have made
them the kingpins in that category, are
well on the way to diversification into
other types of programs—Ilive and
filmed.

And Goodson-Todman Productions,
New York, also has an eye out for a
possible move into station ownership
and the syndication field.

Though only one of the three Good-
son-Todman programs to start on the
networks in January is of the non-game
variety (One Happy Family, a situation
comedy, on NBC-TV), G-T has a half-
dozen other non-game shows, all ad-
venture series, in various stages of de-
velopment: The Yank, Las Vegas,
U.S. Secret Service, Medical Detectives,
Tigerero and The Cop. Las Vegas, an
hour-long series starring Peter Graves,
starts next season on. NBC-TV.

Bud Austin, executive vice president
of the company, needed few words to
tell exactly why Goodson-Todman is
diversifying: “To keep growing, it’s an
economic advantage not to have all
your proverbial eggs in one basket.”
Besides program development, there is
talk at G-T of expansion into station
ownership and the syndication field. He

AT&T's “Speak-A-Phone” system (note
small speaker box on the telephone
stand) are a daily routine between New
York and Hollywood offices of Goodson-

4

said various station properties have been
“looked at,” and “we think we can bring
great creativity to a network affiliate.”

First Winner = Goodson-Todman is
building on a firm foundation. In 1946,
a $15 investment in a demonstration
record launched a CBS Radio quiz
show titled Winner Take All, set off a
long string of audience participation
programs. Although earlier program
ideas had failed to sell, Mr. Goodson,
as an announcer, and Mr. Todman, a
writer-director, were earning in the five-
figure bracket and could take some
risks.

Programs produced by the company
last year represented more than $20
million in gross time and talent costs
and the gross total accruing to the com-
pany exceeded $5 million. The tv pack-
agers recently announced that 1960
represented a 25% increase over 1959,
and they predicted a 30% increase in
1961, “when we expect to achieve a 50-
50 ratio between live and film shows
without any loss of the former.”

The shop produced a succession of
long-lived programs based on the for-
mula that people like to play simple,
uncomplicated games and make guesses:
What's My Line?, the oldest half-hour
on network tv (11 years), Beat the
Clock (10 years), I've Got a Secret

Todman Productions. Harris Katleman
(inset,r), west coast executive vice
president, is shown here in a typical
script consultation with (| to r): Bill
Todman, Bud Austin, Mark Goodson.

(10 years), The Price Is Right (5
years), To Tell the Truth (4 years) and
Play Your Hunch (2 years). The pre-
mieres this month of Say When on
NBC-TV (Jan. 2) and Number Please
on ABC-TV, which replaces Beat the
Clock today (Jan. 30), indicate no loss
of interest in tv games and panel quizzes
by Goodson-Todman, the networks or
advertisers. “In fact, advertisers are
more interested than ever in sponsoring
them,” according to Mr. Austin.

Altogether, including a situation com-
edy, One Happy Family, which started
Jan. 13 on NBC-TV, G-T's share of
network programming stands at a highly
respectable total of 25 half-hour seg-
ments per week.

Wet Feet = Mr. Austin, who joined
the company five years ago as assist-
ant to Mr. Todman, expressed G-T’s
approach to filmed shows this way:
“We're in the film business to stay.
The tempo is being stepped up and
we hope to bring the kind of imagina-
tion to films that has been demonstrated
in our live programming. We’re gettin
our feet wet slowly because we ar&.q
methodical and thorough. Much time,
energy, and money goes into our re-
searching and development of new pro-
grams . . . to the point of abandoning
many projects after we have gotten
quite far into them. We seek built-in
longevity through uniqueness and audi-
ence empathy.”

In 1959, he continued, “we had two
pilots—Rebel and Philip Marlowe—and
we sold both. Rebel was renewed by
Proctor & Gamble and Liggett & Myers
long before their options were up. In
1960, we also offered two pilots, One
Happy Family and The Yank. Yank is
under option to ABC-TV and may get
an April start. We've never shown a
property we didn’t honestly think would
be a smash hit.”

Though they normally wet their toes
slowly, they can jump in fast when
necessary. To illustrate, Mr. Austin
said the U.S. Secret Service project was
started when Harris Katleman, execu-
tive vice president of G-T’s film arm in
Hollywood, called Mr. Todman to tell
him he had just finished reading a book
about the government service and he
went on to describe how a film series
could dramatize its work. Within 10
minutes after the call, Messrs. Todman
and Austin were on their way to Wash-
ington to start the ball rolling. They
received promises of cooperation and
access to files. Mr. Katleman was called

BROADCASTING, January 390, l@p



to assign writers, and the first scripts
now are nearing completion.

The work of the U.S. Public Health
Service will be treated in Medical De-
tectives, a series derived from New
Yorker magazine articles later published
in book form. The program fits G-T’s
requirements for uniqueness, Mr. Aus-
tin explained, because it informs as
well as entertains. Dealing with myste-
rious diseases that strike individuals or
communities, Medical Detectives, he
said, “is really like a mystery when you
watch these public servants as they
uncover the problems and find the nec-
essary remedies.”

‘Marriage’ Plan = New ideas in live
series are being generated at G-T, too.

Without going into specifics, Mr. Austin
indicated that “genuine public affairs
shows with strong emphasis on enter-
tainment” are in the developmental
stage. He refers to these plans as a
“marriage of public affairs shows and
game shows.” In the syndication area,
Mr. Austin said, “there is nothing defi-
nite yet regarding Goodson-Todman’s
plunge into it, but there are plans afoot
to organize a syndication operation.”

Long, thoughtful consideration goes
into a G-T game show, with most of
them taking a year to make ready. One
example: The Price is Right cost $50-
60,000 by the time it was up for sale.
“It turned out to be a smash daytime
show,” Mr. Austin said, “and when it

moved to a 7:30-8 p.m. slot on NBC-
TV it clobbered the competition imme-
diately. It’s been in the top 15 rated
shows list ever since its inception and
every time it has changed time periods.”

Is Goodson-Todman bored with panels
and games? Far from it. “We feel a
special thrill every time we see one of
them start on the air,” asserts Mr. Aus-
tin. “Every opening for us has the same
magic and excitement that an opening
night has for a Broadway producer.”
Networks and sponsors, however, main-
tain a more nervous attitude. Mr. Aus-
tin claims game shows build audiences
slowly. The networks and sponsors
“have a tendency to cancel them too
quickly,” he says, as in the case of

The Texas Optical Co., Houston,
can say with reason that “the eyes
of Texas” are on television. It has
the sales charts to prove it.

Back in 1956, Texas Optical dipped
into tv for the first time, using Ziv
TV’s Boston Blackie series in five
markets in the state. In subsequent
years, it poured more and more
money into the medium, sponsoring
Ziv-UA programs largely, and now
spends almost $500,000 in tv.

In the past four-and-a-half years,
the company has had a Texas-sized
growth, more than doubling the num-
ber of offices to a present total of
82 in 44 cities. And television is
credited with playing a most sig-
nificant role in this expansion pro-
gram. Ed Allen, advertising-public
relations manager for Texas Optical,
points out that each customer is re-
quired to fill out a form, including

Tv film shows do big job for Texas Optical Co.

one question on the source of his
recommendation to the optical house.

“It is out of this ‘depth research,’
Mr. Allen observes, “that we have
been able to compute reliably that
three-quarters of our clients have
been attracted to the company by
tv, with another one-quarter listing
radio and newspapers as the trigger
of their interest” in the firm.

Texas Optical’'s most recent pur-
chase has been Ziv-UA's Miami Un-
dercover, starring Lee Bowman and
Rocky Graziano, in three Texas mar-
kets. The company plans to add
more markets throughout the state
by March 1. In addition, Texas Op-
tical is currently using spot tv gen-
erally and sponsoring three other
Ziv-UA programs—Sea Hunt star-
ring Lloyd Bridges; Tombstone Ter-
ritory, with Pat Conway and Rich-
ard Eastham and Lock Up, starring

S

Employe fits former Miss Texas (1) with glasses on tv spot. Texas Optical sponsors

Macdonald Carey. The company’s
agency is Erwin Wasey, Ruthrauff &
Ryan, Houston.

Mr. Allen cited his company’s
continuous reliance on Ziv-UA shows
for its regional exploitation in these
words: ‘““We have great success with
them.” He gave one dramatic ex-
ample of tv’s sales-pulling power.
During the past year, the company
advertised its contact lenses exclu-
sively on tv—and sold more than
25,000 pair during that period, said
to be about 10% of all the contact
lenses sold in America.

Texas Optical was founded in
Beaumont, Tex., in 1905 by Dr.
S. J. Rogers. At the inception, the
company consisted of Dr. Roberts
and one girl. Today the company
has more than 600 employes and
two laboratories for its 82 offices
in 44 cities throughout Texas.

Ziv-UA's ‘Miami Undercover',

BEBFADBASHNG, January 30, 1961
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Play Your Hunch, which started on
CBS-TV, moved to ABC-TV and finally
settled at NBC-TV,

He says‘the fact game shows present
no special production problems is one
reason why the networks like them.
But a major obstacle G-T has faced
through the years has been the lack of
trained people in this program category.
Since there is no other training ground,
G-T has been developing its own people
-——from producers on down. To name
one: Jean Xopelman, producer of Beat
the Clock and Number Please, who
started as a secretary and was Messrs.
Goodson and Todman’s first employe.
(G-T's current staff totals 100, while

A BILLIONe

some 350 others work on the actual
physical production of programs.)

Another bane of the company is the
job of finding skilled m.c’s for game
shows. These have the difficult role of
being “on-air producers,” according to
Mr. Austin, and they are “rare fellows.”
He said more than 100 personalities
from all over the country were inter-
viewed before Art James of NBC-TV
was named m.c. of the new Say Whenr
show.

So Little Time » “The big problem with
tv today, and it’s true of everyone in it,”
asserts Mr. Austin, *is that there is no
time for anything. Networks and agen-
cies do not fully recognize the need for

It's true. In Montgomery and Central-
Souvth Alabhama, o million people
spend over « billion dollars every
year. How to reach them? Eosy.
WSFA-TV. It covers the area like
nohaody else.

WSFA-TV

NBC / ABC MONTGOMERY-CHANNEL 12

B
mLE

__ Represented by Peters, Griffin, Woodward, Inc.

The Broadcasting Co. of the South
WIS-TV Columbia, South Carolina
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enough time to prevent mistakes. When
you stop to consider that a tv series is
shot in 15 weeks, which is the average
amount of time it takes to film one
feature-length movie, you have to ad-
mit the idea is preposterous.” G-T joins
many other producers in dreaming of
the day when an agency or a network
says: “Here's the money, take a year
and come up with something good.”
He said G-T allows enough time to
prevent errors in production. Writers,
he said, “also must have time and that
is a reason why we develop our own.”
He criticized the writers of “cold, cal-
culated hokum in the script factories of
Hollywood, where they hit upon a for-
mula and from then on merely reassign
roles, change the stars and shift the
locale.” It's his understated observation
that “great writers don’t work that way.”
Goodson-Todman’s pride in “being
different” sometimes goes beyond the
production effort. No one is more
aware of this than the management of
New York’s Seagram Building. When
Messrs. Goodson and Todman negoti-
ated their lease for space in the bronze
skyscraper they were against a central
lighting system that would keep their
ceiling fixtures illuminated throughout
the night. Both men insisted they could
not work at night, as they frequently
do, with uncontrolled lights. The spe-
cial alteration work was done, and their
darkened windows are the only flaw in
an otherwise perfect plan to make tlﬁ
building a nighttime landmark.

NETRC makes appeal
to industry for funds

In an unusual and first public appeal
for financial support from industry, the
National Educational Television & Radio
Center, New York, last week distributed
a booklet, “The Fourth Network,” to
more than 2,000 business organizations
throughout the country.

The booklet describes the activities of
National Educational Television (NET),
the tv arm of NETRC, which provides
programming to 49 educational tv sta-
tions throughout the U. S., and suggests
that industrial organizations consider
supporting NET programming as a pub-
lic service-public relations effort.

The work of the center has been sup-
ported largely by various foundations,
but contact with individual business
organizations has resulted in financial
aid from such companies as Internation-
al Business Machines, Mead Johnson
Labs., Eli Lilly & Co., American Cyana-
mid Co. and Field Enterprises. Compan-
ies receive a brief credit mention on
each program.

This initial success has prompted the
center to make a more direct and public
appeal for broadened financial support
from industry.

BROADCASTING, Januaty 30, 1961
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ARB LAYS IT ON THE LINE FOR YOU!

A

KELO-LAND TV Swamps America’s
103-County Market More than 3 to 1

Your new ARB Television Audience Report gives you the incredible
story of KELO-LAND'’S rating superiority in every page of the report,
every hour of the broadcast day, every day of the year!

i " o 2 . 4 - 2 i . . -
R T o i i 2 . % :

|- AVERAGE QUARTER HOUR HOMES REACHED SUMMARY

| KED
| (_as80) _| @ _
MONDAY THRU FRIDAY

& [6:00 P.M. to Midnight 47,800 10,900
e e e

o .
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| | {_(cBS-ABC)_~ _(otharsy |
SUNOAY Q Q

ARB Television e

. =& | Sign-on to 6:00 P.M. 17.400 5,000

Audience Report 2 % | 6:00 P.M. to 10:00 P.M. 60,500 19,500

Nov. 1960 4 1000 P M. to Micnight | 29700 _ 6,500

Covering S
KELO-LAND'S S =g R : :
tv qudience in South e T
Dakota, Minnesofa, P [ _ METRO AREA SHARE OF AUDITNCE SUMMARY
lowa, Nebraska, s (7#

North Dakota. 5 (cns Asc) s 2 Sﬁzh

market-by-market comparisons of ARB TV Audience Summaries show
that KELO-TV SIQUX FALLS with its KELO-LAND booster hookups gives you —

24.8% more viewers than the highest rated Omaha station.
27.7% more viewers than the highest rated Des Moines station.
93.0% more viewers than the highest rated North Dakota station.
51.6% more viewers than the highest rated Duluth-Superior station.

KELOLAND

CBS ¢ ABC

‘wkerov § worow § xPLOTV
- FrOUX FALLS : bnmnl-m-m-wirﬂlhw . rlrlrf-rqw'll!--thilli'.ly_ll_l-.

5, ol bowyglras®

RS

&

General Offices: SIOUX FALLS, §.D, o JOE FLOYD, President ® Evans Nord, Gen. Mgr. ® larry Bentson, Vice-Pres,
Represented nationally by H-R In Minneapolis by Wagne Evans & Associatcs

B Midcontinent Broadcasting Group —— —
KELO-LAND/tv & radio Sioux Fails, S.D.; WLOL/am, fm Minneapolis-St. Paul; WKOW/am & tv Madison, Wis.; KSO Des Moines
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NBC-TV rushes news
on Portuguese pirates

With the aid of remote audio pick-
ups, still photos, sketches, library films
and rear screen projections, NBC-TV
news produced a half-hour, special
news report in less than 48 hours on the
disappearance of a Portuguese cruise
ship Monday morning (Jan. 23). En-
titled Piracy in the Caribbean, the spe-
cial (Tuesday, Jan. 24, NBC-TV, 10-
10:30 p.m., EST) climaxed a whirl-
wind day of network activity.

After conferring with Julian Good-
man, vice president for news and public
affairs, and William R. McAndrew,
executive vice president for news, NBC
President Robert E. Kintner decided
at 10 a.m. Tuesday to present a special
news report on the missing ship Santa
Maria at 10 p.m. EST that evening.
It was to pre-empt the first half-hour
of a scheduled repeat of Life in the
Thirties, and gave NBC news 12 hours
to get the show on the air.

The Gulf Oil Corp. (Young & Rubi-
cam) immediately agreed to buy the
program as part of the arrangement
under which the company sponsors
NBC Special News Reports (BROAD-
CASTING, Dec. 12, 1960), which may
be scheduled only hours before air time.
Chet Hagan, appointed to produce the
special, chose Robert Priaulz to direct,
Robert Sorenson as film editor and
Frank McGee (flown in from Pitts-
burgh where he was addressing a sales
meeting) to narrate.

With a minimum of visual material
available, NBC supplemented its cover-
age with special visual and aundio effects
that included sketches of the Portuguese
rebels who seized the ship and remote
audio inserts from San Juan, P. R,
Washington and St. Lucia.

CBS-TV programmed its missing
ship report on Eyewitness to History
(Friday, Jan. 27, 10:30-11 p.m., EST).
News correspondent Walter Cronkite
narrated the report, which inchided a
study of the political events in Portugal
which led to the vessel’s takeover. The
material was gathered by camera crews
and correspondents dispatched to San
Juan, Lisbon, Guatemala and Brazil.

ABC-TV gives up ‘Game,’
may set sports special

ABC-TV has given up on a baseball
Garme of the Week and is showing pros-
pects a tentative sports special for
Saturdays.

With addition of two more major-
league cities, the network has stopped
trying to piece together a network un-
der the baseball blackout requirement
that in effect eliminates prime markets
from a network. ABC tried the Game
of the Week last season as part of the
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big Gillette package of fights, bowling,
football and baseball. The games were
scheduled 4-6:30 p.m. (EST) Satur-
days, after the CBS-TV Game of the
Week.

Now ABC is considering a flexible
two-hour Saturday special that would
move around the country covering a
variety of events. The program switch
was learned after announcement of new
winter-spring plans for Gillette, which
has revealed no baseball plans for this
summer beyond its traditional All-Star
Games and World Series, both on NBC
(for Gillette plans, see page 42).

Union talks accelerated

With the end of contract deadline at
midnight tomorrow (Jan. 31), negotia-
tions between the Alliance of Television
Film Producers and the Assn. of Motion
Picture Producers with IATSE and the
so-called “basic crafts” unions acceler-
ated to three sessions last Wednesday.

An evening session added to the pre-
vious daytime and afternoon schedule
ran until 1 a.m. as representatives of
producers and unions attempted to
reach an agreement on a new contract
before the expiration of the present one.
Company presidents Dick Powell of
Four Star Television and Taft Schreiber
of Revue Productions, as well as Joseph
Vogel of MGM and Barney Balaban of
Paramount, attended Wednesday’s meet-
ings, first time any top company execu-
tives had been present.

Program notes...

Midas touch = Lyricist Alan J. Lerner,
who has the Midas touch—Broadway’s
Camelot is his latest gold mine—has
been named executive producer of the
new MGM-TV series, Harry's Girls.
The show, a romantic comedy, is based
on the adventures of an American song-
and-dance troupe travelling through
Europe. Larry Blyden stars in the series
with Ralph Levy producing and Joseph
Stein as head writer and script super-
visor. The first three episodes have al-
ready been filmed on the Riviera, with
additional scripts to be shot in Rome,
the Mediterranean area, Paris and Lon-
don.

Extra mileage = Highlights of the 1960
Winter and Summer Olympic Games
will be presented Feb. 12 on CBS-TV’s
The Sunday Sports Spectacular (Sun.
2:30-4 p.m. EST). CBS-TV, which had
exclusive coverage of the games, will re-
view 26 of the events in the special pro-
gram, which will be produced by Peter
Molnar and narrated by sportscaster
Bud Palmer.

Total of 39 = Carlton Fredericks Liv-
ing Should Be Fun radio show has been
sold to WFLA Tampa; WIMX Flor-
ence, S. C.; WSOR Windsor, Conn., and

Here are the ne 10 ds of netwok
ﬁolgr ns’hows (all times are EST).

B
Jan. 30-Feb. 3, 6-8 (6-6:30 am) Con-
tinental Classroom (modern chemistry),

sust.
Jan. 30-Feb. 3, 6-8 (6:30-7 am) Con-
tinental Classroom (contemporary math),

sust.

Jan. 30-Feb. 3, 6-8 (10:30-11 am)
Play Your Hunch, part.

Jan, 30-Feb. 3, 68 (11-11:30 a.m)
The Price Is Right, part.

Jan. 30-Feb, 3, 6-8 (12:30-12:55 p.m)
It Could Be You, part.

Jan. 30-Feb. 3, 6-8 {11:15-1 a.m) The
Jan Murray Show, part.

Jan. 30-Feb. 2, 6-8 (11:15 a.m.) The
Jack Paar Show, part.

Feb. 1, 8 (8:309 pm) The Price
Is Right, Lever through Ogilvy, Benson &
Mather; Speidel through Norman, Craig &
Kummel.

Feb. 1, 8 (910 p.m) Perry Como's
Kraft Music Hall, Kraft through ). Walter
Thompson.

Feb. 2 (9:30-10 p.m.) The Ford Show,
Ford through J. Walter Thompson.

Feb. 3 (9-10 p.m.) The Bell Telephone
Hour, AT&T through N. W, Ayer.

Feb. 4 {(10-10:30 a.m.) The Shari Lewls
Show, Nabisco through Kenyon & Eck-

hardt.

Feb. 4 (10:30-11 a.m.) King Leonardo
and His Short Subjects, General Mills
through Dancer-Fitzgerald-Sample.

Feb. 4 (7:30-8:30 p.m.) Bonanza, RCA
through J. Walter Thompson.

Feb. 5 (3-5 p.m.) NBC Opera, sust.

Feb. 5 (6-6:30 p.m.) Meet the Press,

sust.

Feb. 5 (7-8 p.m) The Shirley Temple
Show, RCA through J. Walter Thompson,
Beech-Nut through Young & Rubicam. o

Feb, 5 (8-10 p.m) The Chevy Show,
Chevrolet through Campbell-Ewald.

Feb. 7 (7:30-9 p.m.) The Halimark Hall
of Fame, Hallmark through Foote, Cone &
Belding.

Feb. 7 (10-11 p.m) Stur‘ of Love,
Whitman Chocolates through N. W. Ayer.

S

WAGQE Baltimore. This brings the pro-
gram’s total markets to 39.

Gratis = Alice in Washington, a travel
motion picture that takes Lewis Car-
roll’s character to Washington, D. C.
via jet plane, is available for free-loan
to television stations, clubs, churches
and community organizations from As-
sociation Films Inc., N. Y. The 19-
minute color film, presented by Ameri-
can Airlines, shows many Washington
sights and includes side-trips to Mt.
Vernon, Williamsburg, and Jamestown.

Korea closeup = A full-hour Project 20
treatment of the Korean War will be
produced for presentation on NBC-TV
next season, according to David Levey,
vice president, programs and talent.
Donald B. Hyatt, NBC director of spe-
cial projects and producer-director of
Project 20, will be in charge of the new
program, tentatively titled The Korean
War.

English series » An NBC-TV task force
flew to England last week to tape a
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TT-11AH TRANSMITTER

Features of the RCA 11 KW VHF Transmitter that
have clicked with engineers and managers

(features that make it easy to operate and improve performance)

1.

4,

5.

™

UP TO 180,000 WATTS E.R.P.—when combined with an
RCA high-gain antenna. Channels 7-13. Or can be used as a
driver to obtain higher power.

WALK-IN DESIGN ACCESSIBILITY — Improved walk-in
design, introduced with the TT-2BL and TT-6AL Trans-
mitters, is' an invaluable feature of the TT-11AH. A wide
aisle is provided inside the enclosure between the front-line
racks and power supply components to the rear. All com-
ponents are readily accessible from this aisle.

TUNING SIMPLICITY —All tuning adjustments can be made
from the front of the transmitter with power applied. Power
amplifier cavity has been greatly simplified, and no change
in frequency-determining components is required to tune to
any high-band VHF channel.

WIDE AMBIENT TEMPERATURE RANGE— Operation over
a wide ambient temperature range is provided by thermo-
statically controlled cooling of all mercury-vapor recti-
fier tubes.

QUIET OPERATION—AIl tubes and components, other
than the mercury-vapor rectifier tubes, are cooled by one
main blower in a sound-insulated enclosure.

6.

7.

8.

9.

10.

OVERLOAD PROTECTION prevents extensive damage in
case of cireuit fault. If overload is momentary, operation is
immediately restored while light remains on to indicate
point of overload.

DESIGNED FOR REMOTE CONTROL—Provisions have
been made for remote metering and control of all necessary
functions from a remote point. These facilities may also be
used to control the transmitter from a central point in the
transmitter building.

FEWER TUBES AND COMPONENTS TO STOCK —Fewer
spare tubes and components need be stocked since the same
tube types are used in both aural and visual rf chains.

ILLUMINATED METERS — A row of large illuminated meters,
mounted on a sloping-front panel for ease of reading, shows
all important currents and voltages.

IMPROVED COLOR PERFORMANCE—Built-in linearity
correction, accurate intercarrier frequency control, and de
on power amplifier filaments are features included for out-
standing color performance.

Get the complete story from your RCA Droadeast representative; or wrile for descriptive literature to
RCA, Dept. PE-22, Building 15-1, Camden, N. J. In Canada: RCA VICTOR Company Limited, Montreal

!

RCA Broadcast and Television Equipment, Camden, N. J.

@

The Most Trusted Name in Television

RADIO CORPORATION OF AMERICA
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What they see on

WJAC-TV

You won't find a better showcase
for your -product in the Johnstown-
Altoona Marketthan WJAC-TV. Both
ARB and Nielsen rate WJAC-TV the
Number One station in this area.
But even more significant than

statistics are sales results--and
happy advertisers, in every prod-
uct category, attest to the sell-
ing power of WJAC-TV. Why not put
your advertising on the station that
turns statistics into sales!

For Complete Details, Contact:

HARRINGTON, RIGHTER
"AND PARSONS, INC.

New York Boston Chicago Detroit
Atlanta Los Angeles San Froncisco

JOHNSTOWN - CHANNEL D -
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series of four religious programs at Ox-
ford U. with the National Council of
Catholic Men, The series, titled Eng-
land Revisited, will be presented on the
Catholic Hour in August (Sun., 1:30-
2:30 p.m. EST).

Cronkite re-anchors = CBS News cor-
respondent Walter Cronkite has re-
turned to the Eyewitness to History
series (Fri, 10:30-11 p.m. EST) as
anchor man, a position he left early last
year. Charles Kuralt, who has been the
program'’s narrator, becomes in-the-field
correspondent for the series.

Mental health award = ABC-TV’s day-
time series, Road to Reality, has been
commended by the Assn. for Improve-
ment of Mental Health for “bringing
.« . a broader understanding of the
field of mental health.”

BMI! honors 164 = Broadcast Music
Inc., N. Y., reported last week it has
presented Certificates of Achievement
in the field of popular music during
1960 to 101 writers and 63 publishers.
The BMI awards are presented annually
to writers and publishers of songs which
have won public acceptance measured
by radio and tv performances, phono-
graph record and sheet music sales and
by coin machine plays.

CBS repeats aid « CBS Inc., which

gave financial assistance to the New b

York Philharmonic’s seven-week U.S.-
Canadian tour last summer, has an-
nounced a second grant to the sym-
phony orchestra. CBS said last week it
will help pay for the orchestra’s first
visit to the Orient during April and
May, an itinerary that includes a two-
week concert tour in Japan and concerts
in Anchorage, Alaska, Winnipeg and
Toronto on the return trip. CBS Radio
has broadcast the Philharmonic’s week-
ly concerts for 31 years; CBS-TV has
featured the orchestra for the past four
years.

MGM's tv income increases

MGM’s television business is better
than ever, the firm's quarterly report to
stockholders disclosed. Gross tv income
for the 12 weeks ending Nov. 24, 1960
was $4.1 million up $915,000 over the
same period the previous year. The
breakdown of tv revenues shows li-
censing of pre-1949 feature films and
shorts to tv stations providing $2.6
million with filmed series and commer-
cials produced for tv bringing in an
additional $1.5 million. The report also
indicates that the firm has contracts
outstanding as of Nov. 24, 1960, which
will provide for a gross income of ap-
proximately $19.3 million to be earned
after that date.

A 78-minute taped version of Gil-
bert and Sullivan’s “H.M.S. Pina-
fore” is headed for distribution
throughout the United States by
Richard B. Morros Inc., New York.
The production was taped in a spe-
cial theater constructed in the CBC
studios in Toronto before a live
audience and made use of theatrical,
rather than television, techniques in

Theatre-style ‘Pinafore’ taped for tv

the staging, including long camera
shots and booming voices. It was
directed by Dr. Tyrone Guthrie and
Norman Campbell for a single show-
ing on the CBC last October. Mr.
Morros indicated that the “Pina-
fore” tape will be available for both
an evening and afternoon showing
by tv stations so that both adults
and children may view it.
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THIS WAS SOURDIKARNICHIFF

Jawohl, this was der Soundsmanschiff in a lager
parlor 100 years ago. Strictly oompah. Wouldn’t do
today. SOUNDSMANSHIP 1961 is so much moreexcit-
ing. SOUNDSMANSHIP 1961 is that distinct, unique
sound-image your radio station must have.

SOUNDSMANSHIP 1961 means you need radio's
most complete, most diversified station jingle librar-
ies, IMN JINGLES and target jingles.
Jingle libraries-in-depth. Created for every station
format. Top 40 stations. C 'n’ W. Good music. Negro

stations. Middle-of-the-road stations. Over 16 differ- -

ent packages, and we're scoring more every day.

RICHARD H. ULLMAN, INC., EXCLUSIVE DISTRIBUTOR OF
IMN JINGLES, target jingles AND THE BIG SOUND
IS A DIVISION OF

BROADCASTING, January 30, 1981

Created and performed by top talent, customized
exclusively for you.

Don't go oompah. Go SOUNDSMANSHIP 1961.
It's easy. Call your Ullman-man. He'll give you the .
gee-whiz facts. He'll also tell you about THE BIG
SCUND, radio's one-of-a-kind program service...and
Spotmaster equipment, too. He'll even tell you about
the military gentleman above, astride the horse.
Ullman service.

RICHARD () ULLMAN, INC.

1271 Avenue of the Americas, N.Y., PL 7-2197

HOLLYWOOD, CALIF.

\(T

' HE PETER FRANK ORGANIZATION, INC.

NEW YORK, N.Y.
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‘New look in presidential news sessions

" LIVE MIKES, CAMERAS, PROVIDE ‘INSTANTANEOUS' COVERAGE TO WORLD

Instantaneous reporting of presiden-
tial news conferences by radio and tele-
vision is here to stay, judging by the
success of last week’s live coverage of
President Kennedy’s initial appearance
before newsmen.

The historic “first” occurred last
Wednesday as all major networks fed
a live account of the conference to the
nation, and to the world as well. A
smoothly produced broadcast provided
listeners and viewers with a better ver-
sion of this important news event than
was available to 400-0dd newsmen who
attended in person.

All the fears and dire predictions of
print media reporters were dispelled as
the new President faced newsmen in
the recently built auditorium in the
State Dept. Ham acting by reporters
was practically nonexistent, aided by a
new rule eliminating the requirement
they identify themselves when asking
questions.

The spectre of a major presidential
blunder that couldn’t be corrected be-
cause the broadcast was live didn’t seem
to concern Mr. Kennedy as he fenced
with questioners who asked penetrating
questions involving Soviet relations.

In fact, the President himself took
care of this spectre during the 40 min-
utes of news announcements and ques-
tion-answer exchanges, responding to a
newsman’s query (see box this page).

A technical innovation at news con-
ferences led to near-perfection in the
audio version, considering the difficulty

of picking up the questions asked from
points all over the 800-seat auditorium.
Two “Kennedy Special” microphones
flanking the President on the stage were
installed by CBS, which provided the
pooled broadcast. These rifle-like mikes
aimed at questioners proved to be high-
ly directional and efficient.

Reporters in the auditorium could
not hear many of the questions because
the directional mikes were not tied into
the public address system.

Facilities = Besides on-stage camera
pickups, several live and tv newsreel
cameras were set up across the center
of the auditorium. A number of hand
newsreel cameras were used. The 12th
and 13th rows of seats had been re-
moved for a camera platform. Some
two dozen still cameramen worked from
the platform and from stations against
the walls.

J. Leonard Reinsch, communications
advisor to President Kennedy, partici-
pated in the technical arrangements.
Bob Wilson, tv consultant to Pierre
Salinger, presidential news secretary,
was in charge of the installations. Lew
Shollenberger, CBS News, produced the
pooled telecast for all networks. Bill
Linden, WTOP-TV Washington, was
director. Mr. Shollenberger was sta-
tioned at a mixing panel off stage.

Broadcast on-the-scene reporting of
White House news conferences was first
permitted by President Eisenhower
early in his administration, with James
C. Hagerty, his news secretary and now

Will live broadcasting of Presi-
dent Kennedy’s news conferences
lead to presidential goofs and inter-
national complications?

The President himself isn't con-
vinced the hazard should prevent live
pickups. He made this clear at his
Jan. 25 news conference, the first
ever reported instantaneously by ra-
dio and television. Here is the ques-
tion-answer exchange in which his
views were expressed to the news
gathering.

Q.—MTr. President, there has been
some. apprehension about the instan-
taneous broadcast of presidential
press conferences such as this one,
the contention being that an inad-
vertent statement no longer correct-
ible as in the old days could possibly

There weren’t any goofs last Wednesday

cause some grave consequences. Do
you feel there is any risk or could
you give us some thought on that
subject?

A.—Well, it was my understand-
ing that the statements made by the,
by President Eisenhower, were on
the record. There may have been a
clarification that could have been
issued afterwards but it still would
have demonstrated, it still would
have been on the record as a clarifi-
cation, so that I don’t think that the
interests of our country are—it seems
to me they’re as well protected under
this system as they were under the
system followed by President Eisen-
hower. And this system has the ad-
vantage of providing more direct
communication.

ABC news vice president, receiving
much of the credit for this innovation.
The conferences were recorded on au-
dio tape and 16 mm film. This per-
mitted editing before the recordings
were made available to radio and tele-
vision, a privilege Mr. Hagerty seldom
used.

Mr. Salinger told a National Press
Club luncheon a few hours before Pres-
ident Kennedy’s conference that he had
first suggested live broadcasts some time
ago. Mr. Kennedy approved the plan,
believing advantages of better public
contact would more than outweigh the
danger of a mistake.

Since the President and Mr. Salinger
thought it would be desirable to hold
occasional conferences at the dinner
hour because of the large audience
available, they suggested a period be-
tween 6-7 p.m. to the networks. For
the first live broadcast the networks
offered 6-6:30 p.m., indicating they
would stay to the end. The conference
lasted 40 minutes.

Frequency = Mr. Salinger said cop-
ferences will be held “weekly or oftee‘l
er, more frequently than during the
last administration.” Dinnertime con-
ferences will be held about every other
month unless special news developments
warrant more frequent scheduling.
Present planning leans toward alternate
morning and afternoon conferences to
give newspapers in each class an even
break.

During the luncheon Mr. Salinger
took occasion to comment on the feud-
ing between print media and broadcast-
ing. “Newspapers must realize that
television is here to stay,” he observed.
“All of you should get along together.”
But he still shows no indication he will
adopt the modern term *“news confer-
ence” to replace the outmoded “press
conference.”

He said he is setting up machinery
to coordinate the flow of news from
federal agencies. This is designed to
improve accessibility and not to serve
as a censorship device, he said. On the
other hand he insisted careful attention
will be given the problem of protecting
national security. In addition he plans
to meet soon with Rep. John E. Moss
(D-Calif.), chairman of the House Sub-
committee on Freedom of Information.

Mr. Salinger indicated he may liberal-
ize rules for accreditation of corre-
spondents who cover presidential con-
ferences. He proposed as a general rule
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HENRY WATTERSON
could have been the"Col Henry"of WPTR

Because WPTR creates the kind of exciting, independent
radio that would have fit Watterson's temperament like a
glove. The “Colonel”, as he was affecrionately called, saw
the news not as news alone but as an obligation to take a
position on it as well. In the process, like WPTR, he lit a lot
of fires. g

Yert this very dissemination of news (48 broadcasts every
day) and the independent thinking about that news (edi-
torials whenever and as often as necessary) has made WPTR
the outstanding radio voice it is today . ..and the Number 1
public service station in its area as well.

In the process WPTR has lit a lot of fires with both audience
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and clients, too. According to Pulse it is the dominant station
in this 2,000,000 plus marker. Local sponsors give it more
local advertising than the next three stations combined. At
the national level it carries more total advertising than the
next two stations put togethet. In every way—people buy
what it has to sell.

Represented nationally by Robert E. Eastman & Co. In New
England—by Foster and Creed.

W EEL' R 50000 wars

ALBANY-TROY-SCHENECTADY
Buncan Mounsey, Exec. V.P.—A division of SCHINE ENTERPRISES.



the admission of newsmen accredited
to the House and Senate news galleries.

While all networks carried full cov-
erage of the first Kennedy conference,
the Salinger procedure provides that
those desiring live coverage in the fu-
ture must clear with him. It was rec-
ognized that networks and stations
might prefer to use clips of more news-
worthy segments when news interest in
conferences is not running at a high
pitch. In any case, they will have the
right to do live reporting if they desire.

Spacious facilities » In a story dealing
with broadcast aspects of the confer-
ence the New York Times said, “There
is some speculation here (in Washing-
ton) that eventually the reporters will
simply stay by screenside to do their
stories and that the President will have
to rely on the cameramen and sundry
frustrated hams among the press corps
for questions.” But the Times added,
“If this is what the future holds there
was no hint of it tonight.”

From an industry standpoint the spa-
cious facilities of the State Dept. audi-
torium permitted effective use of equip-
ment, in contrast to the crowded little
room used by President Eisenhower.
The main camera platform was about
55 feet from the stage. Circular in
shape, it accommodated live cameras
over a width of more than 75 feet. This
permitted several camera angles, since
side shots of the President were made
onstage and reporters also were picked
up from the stage.

Worldwide coverage was given the
first Kennedy conference by the Voice
of America, radio network of U. S. In-
formation Agency. USIA’s film service
recorded the entire conference, shipping
prints to 100 overseas posts. British
Broadcasting Corp. broadcast the audio
live, 11-11:40 p.m. United Kingdom
time.

Watchdog group ready

to issue JFK rundown

The first volume of the Senate Watch-
dog Subcommittee’s exhaustive record
of last fall's presidential campaign is
scheduled to begin rolling off the
presses this week.

The work—which may well become
a best seller for the government—con-
tains virtually every speech and news
conference comment made by President
Kennedy in his successful contest with
former Vice President Nixon.

It’s title—The Speeches, Remarks,
Press Conferences and Statements of
Senator John F. Kennedy, August 1
through November 7, 1960. Its length
—over 1,000 pages.

Volume II, which will contain all
of Mr. Nixon’s statements and remarks,
will follow shortly and is expected to
be even longer. Four succeeding vol-
umes will be published in the next few
weeks.
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COURT OK’S FCC IN BOSTON

Agency told to re-evaluate ch., 5 applicants
with three-year-old grant to WHDH-TV revoked

In the first court ruling on the no-
torious ex parte cases, the FCC was
vindicated last week by the U. 8. Court
of Appeals in Washington. A three-
judge court approved the commission’s
plan to revoke the 1957 grant of Bos-
ton ch. 5 to the Bosion Herald-Traveler.

The court decision, in a per curiam
unsigned order, approved the FCC pro-
posals to rehear the Boston ch. 5 case,
and vacated the three-year-old grant.

The FCC's decision to revoke the.

ch. 5 grant and to reopen the Boston
ch. 5 case was made originally last
July (BroADCASTING, July 18, 1960).
The commission decision followed a full
hearing before Special Examiner Horace
Stern, retired chief justice of the Penn-
sylvania Supreme Court. WHDH Inc.,
the licensee of the cancelled tv station,
was found guilty of engaging in “a
pattern” of off-the-record contacts with
FCC commissioners. The commission
also found that a second applicant,
Massachusetts Bay Telecasters Inc., had
had improper contacts with members
of the FCC.

The court told the FCC to “re-
evaluate” the contestants for the Bos-
ton vhf frequency.

The third applicant is Greater Bos-
ton Television Inc.

Meanwhile, two of the four appli-
cants in the Miami ch. 10 case—also
up for review because of alleged off-
the-record contacts—filed briefs before
the same court. These were filed by
Public Service Television Inc., National
Airlines’ subsidiary, the present grantee
of ch. 10 there, and North Dade Video
Inc., one of the applicants.

Meanwhile in Miami » In the Miami
ch. 10 case, the FCC found that three
applicants—National Airlines, WKAT
and North Dade—had engaged in extra-
legal representations to former Com-
missioner Richard A. Mack and others.
It ordered Public Service off the air,
and awarded the channel to L. B. Wil-
son Inc., the only one of the four appli-
cants found innocent of off-the-record
activity.

Public Service charged the FCC erred
in disqualifying it from reconsideration.
It also claimed that the commission
made a mistake in issuing the grant
to L. B. Wilson.

In the course of the Public Service
brief, the claim is made that it had
followed “‘well established” practice and
should not be penalized for this. The
point was made in these words:

“It is an acknowledged, well-recog-
nized fact, as we will show, that the

commission has condoned, accepted and
even encouraged ex parte communica-
tions as Commission practice. Indeed
this seemed the usual mode of proce-
dure in cases involving important tele-
vision licenses. No statute, decision or
administrative rule, published or un-
published, forbade such communica-
tions. No one condones the commis-
sion’s judicial laxity or questions the
need for the establishment of clear and
definite procedural standards in adjudi-
catory proceedings. We contend, how-
ever, that it was unfair, arbitrary and
capricious for the Commission to im-
pose a new-found standard of conduct
upon an applicant who followed the
former accepted practice. We submit
that the Commission in judging Public
Service cannot ignore a quarter-century
of institutional custom and usage.”

North Dade opposed the commis-
sion’s finding that it too was guilty of
off-the-record activity in hiring former
congressman and former FCC commis-
sioner Robert F. Jones to attempt to
sway Congress to prohibit a tv grant
to an airline.

North Dade claimed that there isﬁ
nothing in the record to indicate that
Mr. Jones was hired for or engaged in
“political and extra-judiciary pressures.”
The applicant claimed that the commis-
sion had applied a more rigid standard
to it than it applied to WHDH Inc. in
the Boston ch. 5 case.

Under the expedited procedure set
up by the appeals court, briefs by the
FCC, L. B. Wilson and the Dept. of
Justice are scheduled to be filed Feb. 6.
Reply briefs are due Feb. 16 from
all parties. WKAT Inc., the original
applicant appealing for review, has
dropped out of the case.

FCC asks Congress
for tall towers bill

The FCC has asked Congress to re-
quire owners of abandoned radio tow-
ers to continue to paint and illuminate
them to prevent their becoming a haz-
ard to aircraft.

The commission last week also re-
quested legislation that would eliminate
the requirement of an oath on certain
FCC forms. Both requests were ac-
companied by suggested bills in the
form of amendments to the Communi-
cations Act.

In proposing legislation to require
the painting of abandoned towers, the
commission said both government and
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Campaign coverage impressed Hill—Hartke

The broadcasting industry’s “out-
standing service” as the result of
Sec. 315 relaxation during the 1960
political campaign will have great
bearing on efforts in Congress to
provide greater freedom, according
to Sen. Vance Hartke (D-Ind.), a
member of the Senate Commerce
Committee.

As author of bills to provide Sec.
315 relief, Sen. Hartke told the Na-
tional Religious Broadcasters con-
vention Jan. 25 in Washington that
exclusion of news and public affairs
programming from equal-time pro-
visions of Sec. 315 *has allowed
more realistic coverage of political
figures.”

And he added that suspension of
equal-time requirements for the pres-
idential campaign “paved the way
for the finest coverage provided, and
for the innovation of the so-called

campaigns exhibited the value of
these great communicators in our
democratic society. The general at-
mosphere of increased interest on
the part of broadcasters in the pub-
lic welfare has been significant.”

Kept the Trust » Most radio and
tv stations, he observed, “have used
these new freedoms well. Their re-
action has been consistent with the
trust placed in them by those of us
who sponsored and fought for the
enabling legislation in the Congress.
The additional service provided to
the American people by virtue of
these bills is truly outstanding.” He
said he believed these developments
in the broadcast industry “have had
a beneficial effect on those who take
so much enjoyment and information
from radio and television.”

Sen. Hartke noted wide accept-
ance of the added information and

debates.”

Sen. Hartke
said “the in-
creased quan-
tity and qual-
ity of public af-
fairs and pub-
lic information
programs both
on a network
and local sta-
tion level has
been encour-
aging. The ex-
tensive and
comprehensive

Sen. Hartke

coverage of the important political

public affairs programming appear-
ing “in depth and regularity” on
nearly every station. “The non-en-
tertainment program is enjoying un-
precedented success,” he said. “Some
have commendable ratings and many
are commercial. Who could ask for
anything more, Programmers have
awakened to the fact that there is
a market for information. . . .”
Commenting on the study of inde-
pendent agencies by James M. Lan-
dis, special assistant to President
Kennedy, as well as the report of
the House Legislative Oversight Sub-
committee, Sen. Hartke pointed out
they do not agree on recommenda-

tions though both criticize the func-
tions of governmental control.

He noted he had introduced a
resolution calling for a commission
to study the FCC, spectrum alloca-
tions and the full scope of govern-
mental supervision and control of
broadcasting.

“It is important that the govern-
ment have control and supervision.
over certain areas of broadcasting,”
he said. “And it is important that
the limited resource of the spectrum
be used to the best advantage for
our nation’s future. But there is
room for governmental centrol only
in certain areas, most of them tech-
nical and engineering.

“Expression of thought and ideas
has long been a constitutional guar-
antee in our country. Yet, to a de-
gree, many of these liberties of free
speech have been denied to the
broadcasters of our nation. These
are denied in order that the radio
and television spectrum be used care-
fully and in the public interest.”

Record Speaks » Sen. Hartke
praised use of the right to editorialize.
Liberalization of Sec. 315 will depend
on the way broadcasters themselves
have used the freedoms they have
been given with actions have spoken™
louder than any words could on their”
behalf, he said.

He suggested religious broadcasters
take advantage of technical skills and
new broadcast freedoms in spreading
their message, mentioning debates on
moral and theological issues as ex-

v

private flying interests have expressed
concern over the increasing number of
tall towers, particularly those over 1,000
feet. The commission said owners of
the towers should be required to paint
and illuminate them until they are
dismantled.

The commission said that the oath
requirement should be eliminated be-
cause it creates a burden on the public
and the FCC. The FCC suggests sub-
stituting for the oath a warning that
false statements are punishable by fine
and imprisonment.

Legislation to carry out both of the
FCC’s suggestions were passed by the
Senate last year but died in the House.

Jerrold appeals catv
case to Supreme Court

Jerrold Electronics Corp., Philadel-
phia, has asked the U. S. Supreme Court
to reverse a lower court decision that
it violated the antitrust laws in selling
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equipment to community tv systems and
requiring that Jerrold be exclusively
hired to service this apparatus. The U.S.
District Court’s decision was issued last
July (BROADCASTING, August 1, 1960).
It also forbade Jerrold from acquiring
any new catv properties without court
approval.

In its petition for review, Jerrold
asked the Supreme Court to determine
“whether a small manufacturer, with
limited capital, launching a new specu-
lative industry and in competition with
multi-million dollar giants, violated Sec.
1 of the Sherman Antitrust Act by fol-
lowing a general policy, started in late
1951 and ended in 1954, of selling
newly developed, sensitive, unstable and
highly complex electronic equipment
for a catv system, only in conjunction
with a contract for servicing the system?”

Jerrold also questioned the lower
court’s injunction against acquiring any
new catv systems if the companies are
operating companies which “consume

rather than resell in any form” the prod-
ucts of the manufacturer.

Jerrold owned nine catv systems at
the time of the trial. Late last year it
sold these to H&B American Corp., Los
Angeles, for $5 million. It is installing
a new catv system, in partnership with
Alliance Amusement Co. theatre chain,
in Ottawa, IlIl. Earlier this month citi-
zens of Ottumwa, Iowa, turned down a
bid for a catv franchise from Jerrold
(BROADCASTING, Jan. 23).

NLRB to hear charges
against AFTRA by KXTV

The National Labor Relations Board
has ordered a hearing Feb. 13 in Sac-
ramento, Calif., on a charge American
Federation of Television & Radio Art-
ists is engaging in secondary boycott ac-
tivities against KXTV(TV) Sacramento.

AFTRA and National Assn. of Broad-
cast Employes & Technicians struck at
the station last September. KXTV has
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amples. He observed that broad-
casting commands “improved re-
spect” as a result of performance
since it was bombarded with charges
of corruption, deceit and mediocrity.
“A great change has taken place in
broadcasting,” he asserted.

Rep. Walter H. Moeller (D-Ohio)
told NRB that freedom of broad-
casting “stems from the very tap-
roots of American democracy and
embraces not only freedom of the
listener from paying a license tax
on receivers but—and perhaps of
even greater importance—the free-
dom from government-controlled-
and-administered broadcasting.” He
noted that recent history is replete
with examples of loss of freedom
where the right of free expression
has been stifled. He reminded broad-
casters they must guard their free-
dom by exercising *“a responsibility
of recasonable use.”

Sen. Karl E. Mundt (R-N.D.)
joined Sen. Hartke in lauding broad-
casting for its public service program-
ming. He said tv and radio “have
a tremendous impact and a great
value at hearings in Congress.”

Touching the controversial issue of
commercial religious time, he said,
“Your desire to buy time on radio
and television is going to be rewarded
by acceptance.” Stations in some
cities and the NAB television code
are opposed to the sale of time for
religious programming.

Sen. Mundt said he is a firm be-
liever “in the value of permitting
radio and television access to com-
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Rigid 3-year holding plan opposed

BROADCASTERS HIT FCC “ANTI-TRAFFICKING” PROPOSAL

Broadcasters and their legal advisers
were almost unanimous in their con-
demnation of an FCC proposal to se-
verely curtail the sale of stations which
have been owned by the selling licensee
for less than three years.-

The gist of the objections, in com-
ments filed last week, argued that the
proposals espoused by the FCC are
unnecessary, illegal, were never intended
by Congress, would stifle free enter-
prise, would add cumbersome burdens
to the already overloaded commission
and would not touch the principal tar-
get—trafficking in licenses.

In the few cases where trafficking
is suspected, the respondents said, the
commission has ample authority to deal
with them under existing statutes. Any
further rules would only mean intrusion
of the government into private enter-
prise where it does not belong, accord-
ing to many of the comments.

By a 5-2 vote, the commission asked
for comments on its plan to curb traf-
ficking (BROADCASTING, Dec. 12, 1960).
The proposed rules would require an
automatic hearing on a proposed sale

if (1) the seller had operated the sta-
tion for less than three years or (2) a
major change in the station’s facilities
had been approved within the past
three years. Exempted from the hear-
ing would be pro forma assignments
and sales due to inadequacy of opera-
ting funds, death or disability of station
principals.

Practically all the parties commenting
said that they were in favor of the
principle involved but that the FCC was
trying to cure the evil in the wrong
way. Only one broadcasting entity—
Westinghouse Broadcasting Co. — fa-
vored any part of the proposed new
rules. Multiple-owner Westinghouse
said that a hearing in the sale of sta-
tions held less than three years would
“serve the public interest.” However,
the respondent said that applying the
rule to changes in facilities would work
to the detriment of the industry.

NAB Speaks = The FCC always
has had the authority to designate a sale
application for hearing, NAB stated in
its comment, and therefore “the imposi-
tion_of a time limit as the determining

N\
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28.8% more SNIFFLES

—and gargle, gurgle and swallow 28.8 %
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That’s because WAVE-TV has 28.8% more
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average week. Source: N.S.I., Dec., 1960.

CHANNEL 3 ® MAXIMUM POWER
NBC

LOUISVILLE
NBC SPOT SALES, National Representatives

58 (GOVERNMENT)

factor as to whether a hearing should be
held is both artificial and unnecessary.
. . . There is no magic in numbers. The
public interest may well be served by
a transfer within six months or may not
be served by a transfer after three years.”

Each sale application should be con-
sidered on its own specific set of facts,
NAB said, with any hearing to be
scheduled after the commission has been
unable to determine from such review
that approval would be in the public in-
terest.

If, NAB continued, the commission
finds that some rule-of-thumb is neces-
sary for administrative convenience,
then additional exceptions to the rules
should be made. This should include,
among others, licensees operating at a
substantial loss.

Pierson, Ball & Dowd = “Any pro-
posal such as the instant rule is per-
force artificial and arbitrary in that it
will of necessity automatically place
the same requirements of a hearing
upon the obviously innocent as well as
the obviously guilty,” the Washington
law firm of Pierson, Ball & Dowd said
in a statement filed for its station clients.

Also, the firm stated, the proposed
rule “involves clear distortions of both
the language and the purpose” of Sec.
310(b) of the Communications Act
and is “based upon factual premises
which are unwarranted.” Underlying
the proposal is an “implicit and ex-
plicit assumption” that there is some-
thing inherently contrary to the public
interest in selling a station at a profit,
the lawyers said. Such an assumption
“. . . has serious regulatory implica-
tions which go considerably beyond a
narrow consideration of the proposed
rule.”

After considering the question many
times as to whether it can control or
limit the profit involved in the sale of
a station, Pierson, Ball & Dowd pointed
out that the FCC determined in the
AVCO case that it did not have such
power. “If licensees were deprived of
their right to sell their stations at a
profit, there would be a danger that the
licensees would attempt to milk all
possible profit from their day-to-day
operations at the expense of sound de-
velopment of their stations,” the at-
torneys stated.

Based on “many years” of experience
in appraising, financing and negotiating
sales of radio and tv stations, station
broker Blackburn & Co. told the com-
mission that the proposed amendment
“would change the whole nature of
American broadcasting, making it less
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attractive to owners and reducing its
ability to operate in the public interest.”

Blackburn said that it will not handle
a station which is being resold after a
few months’ ownership with a big profit
and, consequently, its business would
not be materially affected by the three-
year rule. “But we do feel that any
further rigid rules and restrictions are
not only unnecessary but dangerous,”
Blackburn said. “We submit that this
rule would result in less radio, not
more.”

Another broker, Paul H. Chapman
Co., opposed the rules in comments
filed before the original Jan. 16 dead-
line was extended (BROADCASTING, Jan.
9).

A Legal Opinion = Smith & Pepper,
Washington law firm, told the commis-
sion that it should issue a general policy
statement concerning trafficking and,
thereafter, should review each case in-
dividually. The new rules would limit
sales where profits are not involved—
necessary for trafficking to be consid-
ered according to the FCC’s own defi-
nition in the WMIE-TV case, Smith &
Pepper said.

Sam J. Albritton, president of WSMT
Sparta, Tenn., pretty well summed up
industry sentiment when he stated:
“I wish to advise that I am opposed to
the FCC’s proposed rulemaking. . .”
Followed by the title and docket num-
ber, this was the full extent of Mr.
Albritton’s comment.

Commenting for some 20 station
clients, the Washington law firm of
Haley, Wollenberg & Bader said that
abuses in the past cannot be avoided
in the future by a “purely mechanical
three-year rule.” The firm recom-
mended that the commission “review
closely” questionable sales and “act
vigorously against any proposal which
is found to constitute unlawful or un-
desirable trafficking.”

R. W. Burden Jr., president of KEEP
Twin Falls, Idaho, said that he pur-
chased 50% of that station in 1959,
plans to buy more broadcast properties,
and that it is his right “. . . to operate
and sell any radio station that I may
have an interest in as the market con-
ditions so warrant.”

Jointly-owned WARN-AM-FM Ft.
Pierce, Fla, and WKDN-AM-FM
Camden, N. J., charged the FCC does
not effectively utilize the powers it now
has. *“Since the commission is already
under congressional criticism for de-
lays in its functions, it would be unwise
to add to the duties of the agency fur-
ther time consuming decisions . . .”
caused by the proposed hearings, the
stations commented.

Disarming Simplicity = Muitiple-
owner Storer Broadcasting Co. ex-
pressed the opinion that the commis-
sion’s proposal is “disarming in its
simplicity. . . . This simple proposal,
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however, is drastic and far-reaching
in its consequences—results which the
commission well may not intend.”
The mandatory hearing would re-
quire an 18-month to 2-year delay in
a proposed transfer, Storer said, thus
working to the detriment of the trans-
feror. “The transferor’s staff would be
demoralized, advertising sales and rev-
enues would be damaged, programming
would be impaired and in most cases
the transferor would be forced to with-
draw his application to avoid complete
distruption of his station,” Storer told
the commission., “By delaying agency
action, the agency would deny justice.”
KING-AM-FM-TV Seattle charged
that the undue restrictions proposed on
sales are contrary to sound public policy
and would discourage sales to highly
desirable applicants, KING praised

Commissioner Rosel Hyde for his dis-
sent (to which Commissioner T. A. M.
Craven concurred) and said that his
views deserve “thoughtful considera-
tion.” The station said that it “deplores
the present proposal [and] is particu-
larly concerned by the dangerous trend
it appears to reflect.”

Echoing the sentiments of many
others, KHVH-TV Honolulu said that
the commission now has all the powers
it needs to curb trafficking.

At the request of NAB and Storer,
deadline for commenting on the pro-
posal was extended to last Thursday
(Jan. 26), (BROADCASTING, Jan. 16).
However, with FCC business hours cur-
tailed that day because of a second
heavy snow storm in eight days, respond-
ents were given until the “next full FCC
working day” to comment—Friday.

SEC. 315 DUE HILL EXPOSURE

Senate Commerce Committee approves double take
by communications and watchdog subcommittees

The Senate Commerce Committee, at
its organization meeting last week, in
effect gave the go-ahead to a two-
pronged look into Sec. 315 of the
Communications Act and the effects of
its suspension last year.

It approved the plans of the Com-
munications Subcommittee for hearings
tomorrow (Jan. 31) and Wednesday on
how the suspension served the public
interest. In addition, it gave its watch-
dog unit a new, if temporary, lease on
life. This three-man group—created to
watch for abuses of the freedom broad-
casters had last year in political report-
ing—had been scheduled to die tomor-
Tow.

The Communications Subcommittee,
headed by Sen. John O. Pastore (D-
R. 1), will hear a preliminary report
by the FCC on the study it is making
of the equal-time provision and the
results of its suspension. In addition to
FCC Chairman Frederick Ford, wit-
nesses at the hearing tomorrow will in-
clude LeRoy Collins, NAB president;
Frank Stanton, president of CBS; and
Robert Kintner, president of NBC.
Robert Hurleigh, president of Mutual,
Alfred Beckman, ABC Washington vice
president, will testify Wednesday.

Sen. Warren G. Magnuson (D-
Wash.), Commerce Committee chair-
man, has introduced legislation to make
permanent the temporary suspension,
which applied only to the presidential
and vice presidential candidates. Sen.
Pastore, however, has indicated he
favors broadening the exemption to
candidates for lesser offices.

The preliminary appraisal of the
effects of last year’s suspension is de-

signed to provide the subcommittee
with an idea of how far Congress should
go in modifying Sec. 315.

In breathing new life into the watch-
dog subcommittee, the parent Com-
merce Committee gave it additional
time to complete its study and make i}
report. The subcommittee, either dif
rectly or through the FCC and other
sources, has received “thousands” of
complaints from viewers charging bias
on the part of broadcasters in their
coverage of last fall's campaign.

The three-man subcommittee plans to
hold hearings on several of the com-
plaints that are “illustrative” of most
of those received. The watchdog staff
is scheduled to start preparing this
week for the hearings.

Among other matters at its organiza-
tion meeting, the Commerce Committee
voted to ask Congress for an appropri-
ation of $315,000 to conduct its activ-
ities for the year beginning Feb. 1.

Mansfield bill in House too

Rep. John S. Monagan (D-Conn.)
has introduced a House version of
Sen. Mike Mansfield’s {D-Mont.) bill
(S 227) to reimburse political parties
for radio-tv time purchased for their
presidential and vice presidential candi-
dates. Like the Mansfield bill, Mona-
gan’s measure would provide Federal
payments for this expense of up to $1
million to major parties (those receiv-
ing over 10% of the vote) and up to
$100,000 to minor parties (those receiv-
ing between 1 and 10% of the vote).
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How are you going to tell when
a “contact” is for the purpose of
off-the-record representation or whe-
ther the guy is just being nice?

This is the question which is
troubling James M. Landis, special
assistant to President Kennedy in
charge of reorganizing the federal
administrative agencies. The sub-
ject came up in Mr. Landis' appear-
ance on Meet the Press Jan. 22
(NBC-TV, 6 p.m. EST).

Mr. Landis stated baldly that he
was much concerned with the ques-
tion of ex parte representations, but
he feared there was no quick an-
swer. He said that it would be
very questionable whether a require-
ment that all ex parte occurrences
be put on the record would cure
the problem, because, he asked, how
is a commissioner to know whether
a contact was for ulterior purposes?
This might defame an innocent
person, he pointed out.

President Kennedy, meanwhile,
appointed a three-man task force
to look into drawing up a code of
ethics for government employes.
Named to the committee were Prof.
Baelis Manning, Yale Law; Jefferson
Fordham, U. of Pennsylvania Law,
and former chief Judge Calvert Ma-
gruder, 1st Federal Circuit, chair-
man.

Among other highlights of Mr.
Landis’ interview (he was questioned
by Anthony Lewis, New York Times,
Sander Vanocur, NBC News; David
Wise, New York Herald-Triburne,
and Lawrence E. Spivak, program
producer and regular panel member):

» The President’s responsibility re-
quires that he see that the laws are

Is he being a nice guy or peddling influence?

carried out efficiently and with dis-
patch. A strong tie to the White
House does not mean White House
influence on individual cases; it
could mean better administration.

» There’s no desire to increase
regulation for the sake of regula-
tion. The reorganization plan would
give the President more power to
revise agencies, but this is for the
purpose of increasing efficiency. If
this is accomplished it might be
beneficial to the regulated industries;
it might result in less regulation.

» Opposition on the part of some
congressmen to the bill to give
President Kennedy reorganization
powers will tend to disappear when
it is made clear that the authority
will be used to make government
more efficient. The proposed legis-
lation, similar to authority given to
President Truman and President
Eisenhower, would permit the Presi-
dent to reorganize any government
agency or department unless specific-
ally vetoed by either house of Con-
gress.

s The so-called “independent
agencies” are supposed to be in-
dependent in the sense that the com-
missioners are to decide things as
they think wise and not as some
member of the Executive Branch
may tell them.

Mr. Landis was disturbed by some
instances where congressmen have
financial interests in industries whose
regulatory policies are set by these
same men. “It is hard to put down
any flat rule,” Mr. Landis said,
because some of these committees
“have such a large jurisdiction.”

Two more outlets
get short-terms

Lashing out once again with its re-
cent authority granted by Congress, the
FCC last week issued two more short-
term license renewals. The 15-month
renewals were granted WITT Lewis-
burg and WKVA Lewiston, both Penn-
sylvania.

In addition to setting renewals short-
er than the customary three-year period,
the stations were admonished by the
commission about previously indicated
“unauthorized transfer of control of
WITT to WKVA.” That application
was subsequently dismissed.

WITT's sale to WKVA was dismissed
June 16, 1960, at request of the parties
involved. The commission has charged
that a transfer of control took place
without due FCC authorization.

Robert L. Wilson is sole owner,

BROADCASTINE, January 30, 1961

G

president and general manager of
WKVA. WITT has over 60 stockhold-
ers. Majority interest is held by Warren
and Jeanne Fisher, who own 600 shares
of the 4,000 shares outstanding.
Previously the commission issued
short-term licenses to five stations
owned by Richard Eaton (BROADCAST-
ING, Dec. 12, 1960) and to WSTS Mas-
sena, N. Y. (BROADCASTING, Jan. 23).

Give up withheld data,
FCC orders witnesses

Three tv programming talent organi-
zations and their officers were ordered
by the FCC last week to appear at a
commission hearing with records sub-
poenaed last October, but which have
refused to produce (BROADCASTING,
Oct. 24, 1960).

The commission ordered MCA Inc.
and its vice president, Taft Schreiber,

and Dick Fishell & Assoc. and Promo-
tions Unlimited and their executives—
Dick Fishell, Betty Langley and Mary
Rothschild—to testify and produce the
documents. The FCC thus affirmed an
order by its chief hearing examiner,
James D. Cunningham (BROADCASTING,
Dec. 5, 1960).

The matter arose during hearings
held by Mr. Cunningham in Los An-
geles as part of the commission’s over-
all programming inquiry. Mr. Schreiber
refused to produce a list of the tv pro-
grams MCA 1Inc. packages without
prior commission agreement to treat it
as confidential and walked out when his
counsel was refused permission to make
a statement for the record.

Promotions Unlimited and Dick
Fischell & Assoc. spokesmen also left
the witness stand without being ex-
cused, claiming they were denied due
process. All parties asked the FCC to
reverse Mr. Cunningham’s November
ruling.

Last week, the commission dismissed
the petitions for reconsideration and
ordered the parties to appear at a hear-
ing to be set by the chief hearing ex-
aminer. If they fail to do so, the FCC
warned, action will be instituted in
federal court.

‘Payoff’ rule invoked
in Laurel application

FCC Chief Hearing Examiner James
D. Cunningham turned thumbs down
on a petition to dismiss an am applica-
tion—filed by Milton Grant and James
R. Bonfils—in exchange for $10,010
from the remaining applicant to cover
costs (BROADCASTING, Dec. 19, 1960,
and Oct. 24, 15960).

Authority for the decision was an
amendment to the Communications
Act, effective last September, which re-
quires parties dropping out of a hear-
ing to prove in detail that their ex-

penditures were both “prudent and
legitimate.”
Mr. Cunningham dismissed the

Grant-Bonfils application—with preju-
dice—but did not sanction the proposed
$10,000 payment to Mr. Grant and
$10 to Mr. Bonfils by Interurban Broad-
casting' Co., the remaining applicant for
900 kc at Laurel, Md. The hearing
examiner agreed that Mr. Grant had
listed expenses in excess of the $10,000
recompense, but stated that he had not
produced evidence to show that these
expenses were “prudent and legitimate.”

Among expenses listed by Mr. Grant:
$2,354 paid to his attorneys, Dow,
Lohnes & Albertson (the firm has ren-
dered a further bill for $6,250); $4,034
to his engineer, George W, Davis (who
has filed suit for further payment of
$6,765); rent payments for site, an
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aggregate of some $3,000; out-of-pocket
expenses and for transcript of hearing,
some $1,000.

Mr. Grant is an air personality with
WTTG (TV) and WWDC Washington.
Some time after he proceeded to apply
for the Laurel frequency, his parent
company Metropolitan Broadcasting
Co., issued a rule stating that employes
could not own or hold substantial in-
terest in other broadcast stations. The
rule specifically exempted Mr. Grant,
but in his petition for dismissal of his
application he explained that owning
the Laurel station might prejudice his
future with Metropolitan.

In his memorandum opinion and
order, Mr. Cunningham said that Mr.
Grant had not provided the FCC with a
sufficiently detailed breakdown of what
his expense money had gone for. For
example, the examiner stated, Mr.
Grant’s rent arrangement ($2,957) was
not presented with full details.

Mr. Cunningham expressed the opin-
ion that the two had had “every oppor-
tunity to make the necessary showing
but had failed to do so.”

Westinghouse buy
protested by WHYN

WHYN Springfield, Mass., last week
asked the FCC to put the brakes on the
proposed purchase of KLAC Los An-
geles for $4.25 million by Westinghouse
Broadcasting Co. Westinghouse, WHYN
maintains, already owns its allowable
quota of seven am stations and there-
fore cannot add another without dis-
posing of one.

The question before the commission is
whether Westinghouse’s WBZA Spring-
field is a “standard broadcast station,”
WHYN said. “There can be little ques-
tion . . .” that it is, the protestant stated,
in that it has a separate transmitter,
antenna and other broadcast equipment
from WBZ Boston, the station which it
repeats, Also, WHYN pointed out,
WBZA is licensed separately from WBZ.

The protesting outlet said that the
WBZA operation provides no local
service for Springfield and “no longer
fills any needs of the community”;
that WBZA was first licensed in 1925
and has repeated WBZ programs since.

WHYN asked the FCC to set the
WBZA renewal application for hearing.
If such renewal is denied, the station
said, then the FCC could approve the
Westinghouse purchase of KLAC
(BROADCASTING, Dec. 12, 1960). How-
ever, it was maintained, if WBZA is
renewed then Westinghouse must be
required to dispose of one of its radio
stations., In addition to WBZ-WBZA,
Westinghouse also owns am outlets
WOWO Ft. Wayne, Ind., KYW Cleve-
land, KEX Portland, Ore., WIND Chi-
cago and KDKA Pittsburgh.
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MOVIE CENSORSHIP UPHELD

Supreme Court, in upholding Chicago ordinance,
strikes strong blow at communications freedom

The spectre of prior censorship of
communication faced the nation last
week as the result of a Jan. 23 U. S.
Supreme Court decision that ran con-
trary to past rulings of the court.

In a 5-4 decision that drew one of
the most violent dissenting opinion’s in
history, Justice Tom C. Clark wrote a
majority opinion which upheld the right
to censor but withheld an opinion as to
the methods by which it should be ac-
complished. The ruling was handed
down in the Chicago case of Times Film
Corp. vs the City of Chicago.

First to rise in protest was President
Eric Johnston of the Motion Picture
Assn. of America. He said the ruling
“should be a trumpet call to all believers
in free expression.”

The highest court rejected an appeal
to strike down the half-century-old Chi-
cago ordinance providing for film cen-
sorship. Justice Clark held that states
should be free to select the best method
of preventing the showing of obscene
movies. This beat down the Times Film
claim that pornography laws should be
invoked after a film had been shown.
At issue in the case was refusal of the
petitioner to submit its “Don Juan”
foreign film for review by the Chicago
police commissioner, issuer of exhibi-
tion permits.

Joining Justice Clark in the decision
were Justices Felix Frankfurter, John
Marshall Harlan, Charles E. Whitaker
and Potter Stewart. Chief Justice Earl
Warren was flanked in his dissent by
Justices Hugo L. Black, William O.
Douglas and William J. Brennan. Justice
Douglas also wrote a dissent in which
Chief Justice Warren and Justice Black
joined.

Not Absolute = Basic censorship
authority was at issue in the case. Just-
ice Clark wrote, noting that “it has
never been held that liberty of speech is
absolute.” He refused to accept the
claim that previous restraint cannot be
justified regardless of the capacity for
or extent of evil.

In dissenting, Chief Justice Warren
wrote: “This case clearly presents the
question of our approval of unlimited
censorship of motion pictures before
exhibition through a system of admini-
strative licensing. Moreover, the deci-
sion presents a real danger of eventual
censorship for every form of communi-
cation be it newspapers, journals, books,
magazines, television, radio or public
speeches.” He added it has “endan-
gered” the first and 14th Amendment

rights of all others engaged in the dis-
semination of ideas.

The Chief Justice’s dissent noted the
decision “gives official license to the
censor, approving a grant of power to
city officials to prevent the showing of
any moving picture these officials deem
unworthy of a license. It thus gives
formal sanction to censorship in its pur-
est and most far-reaching form, to a
classical plan of licensing that, in our
country, most closely approaches the
English licensing laws of the 17th cen-
tury which were commonly used to sup-
press dissent in the mother country and
in the colonies.” He added, “Aithough
it is an open question whether the im-
pact of motion pictures is greater or less
than that of other media, there is not
much doubt that the exposure of tele-
vision far exceeds that of the motion
picture.”

The dissent of Justice Douglas said in
part: “As long as the First Amendment
survives, the censor, no matter how re-
spectable his cause, cannot have the
support of government. It is not for
government to pick and choose accord-
ing to the standards of any religious,
political or philosophical group. It is
not permissible, as I read the Constitu-
tion, for government to release one
movie and refuse to release another be-
cause of an official’s concept of the pre-
vailing need or the public good.” He
added that the First Amendment was
designed “to enlarge, not to limit, free-
dom in literature and in the arts as well
as in politics, economics, law, and other
fields. . . . Its aim was to unlock all
ideas for argument, debate and dissemi-
nation.”

Still some holes in
the ‘New Frontier’

Several key government posts of in-
terest to broadcasters remain to be
filled by President John F. Kennedy,
though most of the top spots are op-
erating under his appointees.

Last week the President named Frank
B. Ellis, New Orleans lawyer, as direc-
tor of the Office of Civil & Defense
Mobilization, and Wallace Turner,
KPTV (TV) Portland, Ore., as assistant
to the Secretary for Public Affairs,
Dept. of Health, Education & Welfare.

Among positions not taken care of
are assistant attorney general for the
antitrust division, Dept. of Justice, and
director of the U. S. Information
Agency.
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ANNOUNCING

=

(PUBLICATION DATE: MONDAY, FEBRUARY 20 ISSUE)

Now in intensive work is BROADCASTING's 4th annual business prognosis.
Not a special issue. Not a year-end review.

A staff-researched and staff-written project surveying business indicators in television and radio
as related to gross national product and consumer market developments.

Here's a quick index of special PERSPECTIVE features, exclusive of BROADCASTING’s normal
coverage of the week’s news:

Exclusive annual business index of tv-radio billings
(with a 12 year comparison)

Business outlook, based on authoritative research by leading economists

Status report on color tv Broadcasting and the
Kennedy Administration

Status report on fm
Station sales: 1960 Report

Programming review for 61

What's ahead in '61

These and other depth features, plus the week’s spot news budget, will
make the February 20 PERSPECTIVE '61 issue an exceptional oppor-
tunity for advertising, at regular rates.

FINAL DEADLINE: FEB. 10

26,000 circulation guarantee BROADCASTING

THE BUSINESSWEEKLY OF TELEVISION AND RADIO
1735 DaSales Street, N. W., Washington 6, D. C.
A member of the Audit Bureau of Circulalions

1lgR(lllI](b\STlN(:‘., January 30, 1961
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AVAILABLE TO
RADIO STATIONS

5 Standard Reels of taped

BIBLE SPOTS

as described in the article in
Broadcasting on November 7, 1960,

““THE BIBLE GETS HARD SELL
IN LOS ANGELES"

These dramatized spots from the
Bible are attracting wide attention
on KPOL in Los Angeles. Run five
times a day from early morning to
late night, they apply modern radio
techniques to persuade listeners to
go back to reading the Bible.

150 SPOTS AVAILABLE

Ranging from short to leng, and averag-
ing about 45 seconds in length. Over 100
stations have sent for these reels. Under
the direction of Hugh R. Murchison, presi-
dent of KPOL, who conceived the plan,
the format was developed by John Hart of
the KPOL news staff. The announcements
are read by Mr. Hart's father, a Bapfist
minister, and follow the sure-fire news bul-
letin approach.

Send us your check for $4 to cover the
physical cost of one reel or $14 for four
reels of 4" qudio fape filled with the
Bible spofs. No charge is made for dubbing
in the spots.

1"'{ ﬂ":r |ll 5 f:l. |"..| - Jr 'rilhr .I:j .J? - L

Coast Radio Broadcasting Corp.
4628 Wilshire Blvd.
Los Angeles 5, Calif.

Represented by Paul H. Raymer Co.

THE MEDIA

RADIO: A LONG-TERM RESPONSIBILITY

It's profit or prestige, survival or stature, Hayes says

Radio is a “tough business” which
“must strike a difficult and delicate
balance between profit and prestige,
between survival and stature,” Arthur
Hull Hayes, president of CBS Radio,
told the Georgia Radio & Television
Institute last week, in Athens.

“We all know that the rent must be
paid, and that secretaries, announcers,
engineers and the rest tend to want a
regular paycheck,” he asserted. “But
we all know also that any business con-
ducted with only profit in mind is
essentially a short-term affair. And we
also know that we’ve been assigned the
frequencies on which we operate, and
which we can lose. This creates a
built-in, never-ending responsibility.

“I fully believe that the more we
expand the remarkable medium of
radio—the more we explore the new
ways in which it can be useful and
meaningful to the public—the more

abundant the returns will be.”

More Emphasis on Who = Mr. Hayes
said the business of buying and selling
time should be conducted with less
emphasis on cost-per-thousand and
more on “cost-per-thousand who.” He
said: “Ask any salesman whether he'd
prefer to have a long list of names—or
a short list of prospects.” But to get
the qualitative information needed to
locate a product’s best prospects in the
audiences of mass media, he cautioned,
will require “more thoughtful, more
imaginative, more precise research
than we have developed as yet.”

It is up to broadcasters, he con-
tinued, to prod researchers by asking
for these “fine tools, the precision in-
struments with which to increase our
areas of certainty in this uncertain and
exciting business.”

He traced the steady growth of
radio, its format changes and its con-

A look into the next 10 years in
the development of educational tele-
vision is being taken by the Educa-
tional Media Study Panel, set up by
the U. S. Office of Education under
Title VII of the National Defense
Education Act. This act provides
for more effective use of tv, radio,
motion pictures and related media
for educational purposes.

Five meetings have been held by
the panel since last June 30. At a
session Jan. 13 the panel heard the
views of Dr. Frank Stanton, presi-
dent of CBS Inc., and John F. White,
president of National Educational Tv
& Radio Center, New York, among
others.

A series of research projects fi-
nanced by defense act funds has
been started under panel direction.
Dr. Wilbur Schramm, director of
the Stanford U. communications di-
vision, is directing studies into the
teaching value of tv, the role of tv
in informing people about public af-
fairs and the fine arts, and ways to
finance educational tv.

A study at U. of Nebraska, far-
thest advanced of panel research
projects, deals with the availability’
of recorded material, how it is ex-
changed and the need for more pro-
gramming. National Assn. of Edu-
cational Broadcasters, Washington,
is directing research into the needs
of stations for channels and the po-

Etv's future is under study

tential of airborne tv. William Har-
ley is NAEB president.

Depth research into the audiences
of six different types of etv stations
(open circuit) is under the direction
of NETRC and Mr. White.

Dr. John W. Meaney, on leave as
director of the U. of Houston radio-
tv-film center and KUHT (TV),
educational station, is serving as tv
consultant to the panel and Office
of Education liaison. Also active in
the project are Dr. C. Walter Stone,
director of educational media for
Office of Education, and Dr. Frank-
lin Donham, specialist for radio-tv
education.

Members of the panel are C. M.
Braum, engineering consultant, Joint
Council on Educational Television;
LeRoy Collins, ex-Governor of Flor-
ida and now president of NAB;
Leland Hazard, vice president, Pitts-
burgh Plate Glass Co.; Richard B.
Hull, director of broadcasting, Ohio
State U.; Herold C. Hunt, professor
of education, Harvard; Kenneth
Oberholtzer, Denver superintendent
of schools; John Richards, chancel-
lor, Oregon Board of Education;
Graham T. Winslow, Massachusetts
Council for Public Schools, and Wil-
liam E. Spaulding, Houghton Mift-
lin Co. The co-chairmen are Mr.
Hull and Roy M. Hall, who has
just resigned as assistant commis-
sioner, Office of Education.

.
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More stations rely on Collins Automatic Tape Control
than any other two makes combined. Why? Its quality
is superior to any other. © Ask for a demonstration.
You'll agree with the 600 U.S. radio stations using Collins
Automatic Tape Control that it gives better, tighter

programming than any other tape unit on the market.

(A

COLLINS
N4

@OLLINS RADIO COMPANY . CEDAR RAPIDS, IOWA 9 DALLAS, TEXAS . BURBANK, CALIFORNIA




tinuing popular appeal in the face of
television’s expansion, and cited low-
cost frequency, mass audiences, flexi-
bility and sales impact among the ad-
vantages it offers to advertisers whether
it is used alone or in combination with
television or other media.

Robert F. Hurleigh, president of
Mutual, had some direct talk for the
U. of Georgia’s Henry W. Grady
School of Journalism, one of the spon-
sors of the Institute. He suggested
that the philosophy of the George Fos-
ter Peabody broadcasting awards,
handled through the Grady School, be
revised to recognize “daily” instead of
“annual” achievements and meritorious
public service by radio and tv stations.

Daily Accomplishments = Broadcast
journalism has reached the point where
it can count its accomplishments daily,
Mr. Hurleigh observed. He said rec-
ognition of this fact by the Peabody
group—and other awards group—
would encourage greater year-round
efforts rather than spasmodic special
efforts made with a specific award in
mind.

He suggested that awards groups
limit entries to programming presented
within a certain time period—say two
weeks—which would not be specified
until the period had passed. This would
be a variation on the way FCC picks

for $10.25 million.

the days of the “composite week” for
which it requires stations to submit
logs.

Such a philosophy, he said, “simply
by recognizing daily rather than an-
nual services, would motivate more
journalistic efforts, would prompt more
scheduling than is even now being
done in the broadcasting field.”

Mr. Hurleigh said broadcasting’s
journalistic contributions over the years
have whetted the public appetite to a
point where newspapers, magazines
and non-fiction books have all bene-
fited along with radio and tv. But, he
noted, “efforts broadcasters make them-
selves to foster their own activities in
news and journalism fields continually
find roadblocks that must be hurdled”
in order to get equal access with other
media.

Changing hands

ANNOUNCED = The following sales of

“siation interests were reported last week,

subject to FCC approval:

» KFRM Concordia, Kan.: Sold to
Norman E. Kightlinger and associates
for $201,000. This is part of two step
transaction = whereby  Metropolitan
Broadcasting Corp. is buying Cook
Broadcasting Co. radio and tv stations
These include

Outstanding Values in

Broadcast Properties

Get into one of the top twenty markets
with this fulltime station on terms of
$100,000 down, balance over ten years.

MIDWEST

$350,000

terms.

Good fulltime station

Major market fulltime station. Good
management and personnel. Available
due to tax situation. 29% down, liberal

in farm belt.
Single station market, profitable for
many years. 29% down, balance 6 years.

SOUTHWEST

| $385,000

MIDWEST

- $135,000 i

WASHINGTON, D. C. MIDWEST

Jomes W. Blackburn H. W. Cassill

Jock V. Horvey William B, Ryan
Joseph M. Sitrick 333 N. Michigon Ave.
Washington Building Chicego, lllinois

Flnancie! 6-6460

\ $Terking 3-4341

BLACKBURN & Company, Inc.

RADIO « TV «+ NEWSPAPER BROKERS
NEGOTIATIONS * FINANCING = APPRAISALS

ATLANTA

Clifford B, Mershoil
Stanley Whitaker
Robert M. Beird
Healey Building
JAcksan 5-1576

WEST COAST

Colin M. Selph
Colif. Benk 8idg.
P44) Wilshire Bivd.
Eeverly Hills, Colif,

CRestview 4:2770 _/
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KMBC-AM-TV Kansas City, Mo.;
KMOS-TV Sedalia, Mo., and KFRM
(BrOADCASTING, Dec. 26, 1960).
KMOS-TV is being sold to Jefferson
Television Co., owner of KRCG-TV
Jefferson City, Mo., for $200,000. Both
KFRM and KMOS-TV have been op-
erated mainly as satellites of KMBC
stations. Mr. Kightlinger is in furniture
business. KFRM operates on 550 kc
with 5 kw daytime only.

= WBOX Bogalusa, La.: Sold by Joseph
A. Oswald to Magic City Corp. for
$80,000. Magic City is composed of a
group of St. Louis businessmen. Station
is 1 kw daytimer on 920 kc. Broker
was Hamilton, Landis & Assoc.

APPROVED = The following transfer
of station interests was among those
approved by the FCC last week (for
other commission activities see For
THE RECORD, page 79).

= WOHI-AM-FM East Liverpool, Ohio:
Sold by Richard V. Beatty, George T.
Farrell and Michael Turk to Con-
strander Corp. for $175,000 and agree-
ment not to compete in area for five
years. Constrander Corp. is headed by
Joseph D. Coons as president.

Network-union talks
g0 on; no strike seen

o

Present ABC and NBC contracts with“

the National Assn. of Broadcast Em-
ployes & Technicians and CBS contracts
with the International Brotherhood of
Electrical Workers are scheduled to
expire tomorrow (Jan. 31) but indica-
tions are that negotiations will continue
beyond.

Neither management nor union
sources would comment on the two
negotiations, held since early this
month, but the consensus seemed to be
there was no imminent threat of a
strike. CBS talks with IBEW began in
New York and shifted last week to
union headquarters at Washington,
D. C. NBC-ABC negotiations with
NABET are in Cincinnati.

The issue of job security appears to
be paramount in both negotiations. The
networks are reported to be pressing
for a reduction in the number of tech-
nicians they employ, claiming their
present method of operations do not
require all the employes now on staff.

The unions are seeking higher wages
and asked initially for a reported 25%
increase. Management is said to have
countered with a modest rise. At ABC,
NABET seeks to establish a pension
and welfare plan already in existence
at NBC.

The networks, as is customary, have
continued training non-union personnel
for stand-by duties to replace tech-
nicians, if a strike begins.
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Religious group
wants code enforced

NAB and related industry groups
were urged Jan. 25 by the National
Religious Broadcasters to implement
and enforce code provisions to eliminate
“all immoral or obscene shows which
portray depravity or lack of virtue and
which contain lewd, obscene, profane
and libelous language.”

At its three-day meeting in Wash-
ington, NRB also called on the in-
dustry to eliminate “all shows which
represent excessive violence bordering
on sadism.” The association opposed
presentation “of film clips of the most
immoral and violent scenes in these
reprehensible shows for advertising pur-
poses.” While stating the association
abhorred “dangerous aspects of licensing
or censorship,” it pointed to increasing
danger that regulative legislation and
judicial action might result. It pointed
to a purported increase in juvenile de-
linquency and crime and said young
people are being exposed “to more
crime and brutality on television than
ever before.”

The list of speakers included several
legislators from Capitol Hill (see page
56).

Dr. Eugene R. Bertermann, Lutheran
Church-Missouri Synod Foundation,
was re-elected NRB president, along
with other executive officers.

LeRoy Collins, NAB president,
pointed to the need for action as well
as faith and reaffirmed the industry’s
interest in cooperating with religious
broadcasters. Bruce Wallace, public
service manager of WTMIJ-AM-FM-TV
Milwaukee, said industry and religious
groups should hold more frequent meet-
ings to eliminate misunderstanding. He
said that stations have a responsibility
to all denominations and emphasized
the value of all broadcast hours for
religious programming, including Sun-
day mornings and daytime periods.

Ford Speaks s In a Wednesday lunch-
eon address to the religious broad-
casters, FCC Chairman Frederick W.
Ford outlined the methods of opera-
tions of the commission and the prin-
cipal problems and possible solutions
facing the agency. He said that he
personally was against “excessive vio-
lence” on tv but that this anti-feeling
did not include “all violence.”

He noted that without violence, most
of the stories of the Bible would be
banned from television. On program-
ming, Commissioner Ford said that
stations must determine the needs of
their communities and program to meet
those needs. By requiring narrative ex-
planations of steps taken to meet these
needs, he said, the FCC can meet its
“public interest” mandate without the
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“stigma” of censorship being attached
to its actions.

In answering those critics who claim
the FCC is controlled by the networks,
Chairman Ford listed five recent steps
taken by the commission to which the
networks objected. These included a
reduction in option time, prohibiting
networks to represent stations in spot
sales, recommendation to Congress that
networks be regulated and the current
investigation into network programming.

Fire levels WWTV;
may be off 3 weeks

Although the suburban transmitter
studio plant of WWTV (TV) Cadillac,
Mich., burned to the ground early
Tuesday morning (Jan. 24) in a $400,-
000 fire, the John Fetzer station is
working almost around the clock to
rebuild and expects to resume operation
within two to three weeks, according
to Rene Ellerman, vice president and
general manager. A new RCA trans-
mitter was to arrive last Thursday.

The remarkable thing, Mr. Ellerman
said, is that agencies and advertisers
have been calling constantly to offer
help in supplying new copy and film
materials. “They have been very under-
standing, God bless them,” Mr. Eller-

man said. “They have been the ones
most interested in getting us back on
the air.”

Had it not been for the twelve degree
below zero weather and the 20-30 mile
winds the station might have been
saved, but the fire engine pumps froze
and could not deliver water to the fire.
Engineers Norman Bradshaw and Rich-
ard Zakrajsek were doing maintenance
work on equipment at 5 a.m. Tuesday
when they smelled faint smoke. They
immediately checked all equipment but
found no trouble. They expanded their
search throughout the building and
found smoke in the overhead ducts
apparently issuing from the one horse-
power motor of a 20-inch circulating
fan. The fire department was called
but the wind and temperature proved
too difficult.

Soon all the carbon dioxide fire
extinguishers at WWTV were exhausted.
They shoveled snow into the ducts. It
wasn't enough.

Because of the high wind, the flames
were deflected and heat did not affect
the tower or a small new addition under
construction adjoining the plant. Work-
men are rushing to finish this small
building for temporary operation.

The sales offices are functioning as
usual at 417 North Mitchell.

STATIONS

FOR SALE

B-R-R-R-R! COLD?

FLORIDA DAYTIMER

Small market, with good potential
for owner-operator. Total price $50,-
000.00. Terms to be negotiated.

WASHINGTON D. C.

1737 DE SALES STREET, N.w.
EXECUTIVE 3-345¢

RAY V. HAMILTON

JOHN D. STEBBINS

MIDWEST

Mountain States VHF—NBC Net-
work. Grossing over quarter million,
excellent film contracts, making money
and growing—$350,000.00 cash or
$400,000.00 terms 29%, down.

CHICAGO

1714 TRIBUNE TOWER
DELAWARE 7-2754
RICHARD A. SHAHEEN

<§{£Hfﬁﬁﬁ ’-T s & Sisoociatos

et

APPRAISALS =

Do you want a property in the Southland? Hereare two.

DISTRESSED PROPERTY

Daytimer in lower Mississippi River
area in market of over 225,000, good
facility, This station needs strong,
aggressive ownership. Very, very low
down payment.

DALLAS

1511 BRYAN STREET
RIVERSIDE 8-1175

H. DEWITT 'JUDGE' LANDIS
JOE A. OSWALD

WEST COAST

Excellent power, good frequency,

fulltime radio station in warm western

state. This single station market fa-

cility will gross $80,000.00 this year.

Can be purchased for $i05,000.00

cash or $135,000.00 on terms of 29%

down and balance out at ${,000.00
monthly.

SAN FRANCISCO

111 SUTTER STREET

EXBROOK 2.-5671

JOHN F. HARDESTY

NATIONWIDE BROKERS
RADIO & TELEVISION STATIONS e NEWSPAPERS

! NECOTIATIONS

FINANCING
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WIBG to emphasize

“Determined,” as WIBG manag-
ing director John Moler puts it, “to
be an exemplary Philadelphia citi-
zen,” the Storer station has launched
a ‘“Young-at-heart” fund campaign
to help the city’s youth recreational
facilities combat juvenile delinquency.

Realizing the 35-year-old outlet’s
potential to be a powerful, construc-
tive force in the community, station
executives did considerable research
before selecting a cause to support.
The station has a long history of
successful service and this model
project promises to be one of the
most outstanding.

A questionnaire prepared by Mr.
Moler and his colleagues, program
managet Roy Schwartz and news
director Jerry Grove, was submitted
to 104 community leaders. It asked
which of 16 problems they consid-
ered most pressing, what could be
done to alleviate it, what use the
station could put its facilities to to
provide solutions. Juvenile delin-
quency was selected as the most
critical. Philadelphia health com-
missioner John J. Hanlon summed
it up: “The problem (of juvenile de-
linquency) involves everyone. There
is no single answer. One suggestion
is to publicize the contributions and
successes of young people . . . not
just those who get into trouble. Ba-
sically, (young people) are search-
ing for a reason for existence, for
recognition, praise and admiration.”

To help decide exactly what could
be done, the station turned to pro-
fessionals. Recreation commissioner
Robert Crawford urged aid be given
to volunteer groups who are moti-
vated to improve the opportunities
in their neighborhoods. He provided
the station with a list of groups need-
ing assistance.

Long Study = Others were asked
for their views. Out of the five-
month study a plan was created.
First step is the Young-at-heart cam-
paign to raise funds for recreation
facilities and equipment.

Arthur Kaufmann, a retired de-
partment store executive (executive
head, Gimbel's) and a community

positive in

- |

Guiding “Young-at-heart” campaign
are {l. to r.) WIBG managing direc-
tor John Moler; Arthur Kaufmann,
Philadelphia management consuli-

leader, agreed to serve as chairman
of the trustee committee for the
fund. As a staff Mr. Kaufmann and
the station will have Frank Mc-
Glinn, vice president of Fidelity-
Philadelphia Bank; Clif Harbough,
vice president Liberty Real Estate
Bank, recreation commissioner Craw-
ford and Mr. Moler.

Two clever promotions were agreed
on to raise the money needed. Big-
gest is a 45 rpm dream record fea-
turing a duet between Fabian Forte
and Frankie Avalon, Philadelphians
who are authentic stars in their field.
Robert Marcucci, president of Chan-
cellor Records ,a local firm under
whose label both youngsters sing,
volunteered to supply 5,000 free
discs. To avoid royalties the stars
sang the public domain song When
the Saints Go Marchin’ In. Made
as a “Golden Record” (actually am-
ber colored), it will be sold for a
$2 contribution to the fund. On
the reverse side five station person-

‘Ybung-at-heart’ campaign

ant and retired executive head of
Gimbel's Department Store, and
Robert Crawford, city recreation
comrmissioner.

alities parody FPve Been Working on
the Railroad with I’ve Been Working
on the Radio.

As a second fund raiser the sta-
tion has offered its disc jockeys for
family dance parties to be sponsored
by school, church, civic and other
groups which pguarantee a sizable
donation to the fund. Supplementing
the fund-raising campaign will be
other activities to fight juvenile de-
linquency. A series of discussion
programs, station editorials and sto-
ries on young people’s leadership in
fields of juvenile activity are being
set up.

WIBG and its trustee committee
look for big results—not only in
money but in public awareness.
Committee chairman Kaufmann
says: “There has been a great deal of
emphasis on causes of juvenile de-
linquency and not enough on juve-
nile decency. We are particularly
anxious to help those who want to
help themselves.”

WUSN-TV joins ABC-TV

ABC-TV and WUSN-TV Charleston,
S. C., have announced a primary affilia-
tion agreement, in effect now. WUSN-
TV, ch. 2 facility in two-station market,
had been a primary affiliate of NBC,
with secondary ABC tie. The station
is owned by Reeves Broadcasting &
Developing Corp., J. Drayton Hastie,
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president. (The other local station,
WCSC-TV, is on ch. 5 and affiliated
with CBS.) WCIV (TV) has a permit
for ch. 4 but is not on the air yet. ABC
said that the new affiliation brings pri-
maries on network to 116. NBC officials
said they had terminated the WUSN-TV
affiliation and had arranged clearance
of some programs on WCSC-TV pend-
ing permanent arrangements.

WVNJ Newark joins Mutual

A New Jersey station serving the
metropolitan New York area becomes
an affiliate of Mutual today (Jan. 30).
WYVNIJ Newark, owned and operated by
the Newark Evening News, will initiate
its MBS service by integrating 10 of
the network’s 36 five-minute newscasts
into its 6 a.m.-midnight schedule.
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INTERNATIONAL

OVERSEAS TV FILM MARKET

Its potential's great, Hollywood group is told,
but U.S. producers must overcome some obstacles

The foreign market for American-
made filmed tv programs is a shimmer-
ing rainbow of potential profits, a panel
of experts told last Tuesday’s (Jan. 24)
meeting of the Los Angeles chapter of
the National Academy of Television
Arts & Sciences. But, they warned,
there are many pitfalls in the path to
the pot of gold across the seas.

The panel members were Richard
Dinsmore, west coast sales manager of
Screen Gems, who reported that already
one-sixth of his company’s total sale
of tv films is made outside the U.S.;
Robert F. Lewine, CBS Films vice pres-
ident for programs, who cited statistics
predicting that before the end of next
year there will be more tv sets in use
in the Free World outside the U.S.
than within this country, and Henry S.
White, general manager of National
Telefilm Assoc., who noted that with
the increase in tv homes abroad there
has come a concurrent increase in the
volume of good tv programs being pro-
duced in foreign countries.

Among the problems they said must
be solved, before U.S. producers of tv
films can cash in on a world market,
were these:

» Import limitations such as that of
Great Britain, where only 14% of all
films shown on tv may be brought in
from abroad.

= Money restrictions such as in Japan,
where the maximum price for a half-
hour imported tv show is pegged at
$500, a recent increase from a top
price of $300.

a The dubbing problem, which has
already arisen in Latin America, where
a number of countries insist that Amer-
ican films cannct be shown on tv unless
the dubbing from English to Spanish is
done inside that country.

n The feeling that the physical con-
flict, a basic ingredient of a large part
of the American tv film output, is
too violent for foreign audiences—ex-
pressed by many broadcasters in other
countries who, as a result, are encour-
aging domestic production of programs
expressly designed for the tastes of
their own people.

The panel members agreed, however,
that the Hollywood motion picture in-
dustry has done a tremendous job for
American tv films by years of educating
people all over the world in American-
style entertainment, creating a desire
for U.S. programs in tv as well, which
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is proved by the top popularity of
American programs in many foreign
lands.

On the other hand, the panel con-
curred, most foreign tv programs are
made for local consumption and are
not readily acceptable by American
audiences. Of many British-produced tv
series brought to America, only Robin
Hood scored a major success, they
noted. Mr. White felt foreign producers
may be more successful in the Ameri-
can market with documentary programs
than with tv films of pure entertain-
ment. He cited the Churchill series
currently broadcast on ABC-TV as an
example and said he has recently seen
a British-made series of medical docu-
mentaries which he is thinking of im-
porting because “they are far superior
to anything I've seen before.”

The panel session followed an exhi-
bition of films from England (a well-
done, but depressing documentary on
slum life in a northern English city);
France (a children’s program of a boy
and his pet baboon and their adventures
in the French farm country, strikingly
dissimilar to Lassie in treatment despite
the resemblance in basic theme); Japan
(a Grimm’s fairy tale acted by puppets
and delightfully photographed in vivid
color), and collections of British and
Japanese tv commercials. The British
spots were much like our own, the most
noticable difference being the English
pronunciation. The Japanese commer-
cials were more artistic than the usual
U.S. spots, presenting their sales mes-
sages in settings of striking design.
Somewhat surprisingly, the Japanese
programs and commercials both made
extensive use of music in the modern
American idiom rather than the tradi-
tional Oriental scoring.

BBC buys air rights
to heavyweight bout

TelePrompTer Corp.’s ancillary sales
of radio-tv coverage of the March 13
Floyd Patterson - Ingemar Johansson
heavyweight title fight in Miami rose by
another $50,000 last week with the pur-
chase by the British Broadcasting Corp.
of broadcast rights in the British Isles.
TelePrompTer said the record purchase
price is in addition to $300,000 already
paid by ABC Radio for U. S. and Ca-
nadian radio rights.

BBC will carry a live radio broadcast
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of the bout followed by a taped repeat
the following night. A kinescope of the
fight will be flown to London for later
viewing. Irving B. Kahn, president of
TelePrompTer, said agreements are ex-
pected soon for other foreign radio and
television rights and motion picture dis-
tribution. He said the bout is certain
to have more money committed from
ancillary sources than any fight in his-
tory (on tv in the U. S., the fight will
be seen in theatres via closed circuit).

CBS-TV Stations
signs with RAI

In an international move of major
scope, CBS Television Stations Div. last
week signed a mutual assistance pact
with RAI Corp., the Italian radio-tv
system which operates one of the largest
tv networks outside the U. S. The
agreement calls for an exchange of
broadcasting information between the
two companies which will include tech-
nical developments, program produc-
tion, news and public affairs and pro-
motional techniques. There also will be
an exchange of technical personnel and
equipment.

The agreement marks the third im-
portant international step by the CBS
Television Stations Div. within the past
eight months. The division completed
a pact last June with an organization
which will operate a second tv network
in West Germany, and at the same time
it announced the founding, together
with Argentine interests, of Proartel, a
program production company in Buenos
Aires which will service Argentine tv.

New Toronto firm

Standard Broadcast Sales Ltd. has
been formed at Toronto to represent
Canadian stations featuring “quality
programming” in major markets. The
new firm is affiliated with Standard Ra-
dio Ltd., Toronto, which owns CFRB
Toronto and CJAD Montreal, and will
represent these two stations.

Waldo Holden, vice president and
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MOSCOW,/USSR/

The Soviet Union has its eyes on
contemporary radio procedures, or
as The Katz Agency, station repre-
sentative, would put it, on “The Nuts
and Bolts of Radio.” More than a
year ago, Katz issued a manual by
that name authored by its director of
radio programming services, George
Skinner. The manual listed do’s and
don’t’s for radio formats and was

NUTS AND BOLTS OF RADIO.
A Manual of Contemporary

THE KATZ AGENCY,666,5 Ave,

‘Nuts & Bolts’ goes abroad

based on Mr. Skinner’s work and
analyses in the field.

An article was printed on Mr.
Skinner’s manual in the Sept. 21,
1959, issue of BROADCASTING. Katz
last week reported a request for a
copy of the manual from the Infor-
mation Bureau in Moscow (see cut).
Similar requests have come from
such points abroad as Australia and
Israel.

"

sales director of CFRB, is president of
Standard Broadcast Sales Ltd. Ralph J.
Judge is vice president at Montreal,
William M. Brennan at Toronto. Each
formerly was in charge of a Radio Time
Sales office in these cities.

TV'S FESTIVAL BINGE
ATAS plans fall U. S. event
as first Monaco gala begins

In the rash of international television
festivals this year in Monaco, Switzer-
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land and the USA, the fall event planned
by the U. S. National Academy of Tele-
vision Arts & Sciences is bidding to be-
come the most enduring and broadly
based. The “First International As-
sembly of Television Arts & Sciences”
will take place in New York and Wash-
ington Nov. 4-11. (An International
ATAS organization will be proposed.)

ATAS is planning ahead and has in-
vited other nations to share festival
sponsorship. Plans are to get it out of
this country by 1963 with the site mov-
ing around the world thereafter. Tex
McCrary, chairman of the event, speak-
ing to foreign broadcasters in New York
earlier this month told them the Ameri-
can academy wants only to nurse the
festival along its first few years. He
invited them (27 representatives of 47
countries were there) to serve on all
festival committees and the ATAS has
sent letters outlining the project to more
than 60 countries that have television.
Others that have no tv but are interested
will also be invited to participate.

Next fall’s festival will be in Los
Angeles, the 1963 festival in some other
country, ATAS hopes, and it returns
to New York in 1964 to coincide with
the World’s Fair. Planners are looking
to this date for operation of global
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satellite tclevision and an opportunity
to show the role of American tv in a
presidential campaign. This year’s event
was planned for the eve of the New
York mayoralty election, showing visi-
tors tv political coverage on a local
level.

To insure continuity, cach year's co-
chairman will represent the following
year’s festival city, The academy has
appointed John K. West, NBC Pacific
Div. vice president, to serve as Mr.
McCrary's co-chairman.

One World Prize = Program awards
for the first International Festival of
Tv Arts & Sciences will be limited to
one, that best illustrating the theme,
“Greater World Understanding Through
International Television.” Talks arc
underway now with some weil known
tv figure to donate the prize. Planners
cnvisage an eventual total of 10 to 12
award categories for programs but want
to let this evolve slowly, Mr. McCrary
said, referring to ATAS “Emmy” his-
tory of a varying award structure. Rom-
ney Wheeler, director of international
tv services of the U. S. Information
Agency, who has joined the festival
committee, told the foreign group he
hoped the festival would stimulate a
greater flow of overseas programs to
this country.

The award telecast—it could turn out
to be more than one, Henry S. White,
vice president of WNTA-AM-FM-TV
New York who is serving as festival
treasurer and program chairman, told
foreign broadcasters—is planned as a
high point of the festival, but should not
detract from other features. These will
include panels and seminars to spotlight
the role of commercials in television,
toll television, government regulation,
investment opportunities around the
world and other questions. Techno-
logical displays and broadcast demon-
strations are supposed to get equal play
at the festival.

The United States and Talent Assoc.,
New York producer, dominated a list
of eight awards of the International
Television Festival at Monte-Carlo Sat-
urday (Jan. 28). “Sylphe” statucitcs
went to these American winners:

w “Medea,” NTA Play of the Week
produced by Talent Assoc., best single
drama,

» V[P (with Art Carney), NBC,
produced by Talent Assoc., best single
entertainment program,

» Laurence Olivier in “The Moon
and Sixpence,” NBC, produced by Tal-
ent Assoc., best single performance by
an actor, and

= “Rescuc with Yul Brynner,” CBS
Reports, special award for news cover-
age .

The other winners were Violetta An-
tier in “Judith,” telecast in Argentina,
best single performance by an actress;
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Mynao  Yoshida, “The Underground
Passage,” Japan, best direction of a
dramatic work; Sosuke Pugi, “The Last
30 Minutes,” Japan, best dramatic writ-
ing, ahd a special award to “Choreo-
graphic Miniatures,” Russia, for con-
tribution to the art of television.

Special mentions went to “The En-
counter of Tancrede and Clorinda,”
France; “Judged by Night,” Germany;
“The Fishing Rod,” Canada, and Soviet
actors B. Livanov and A. Gribov in the
play, “Dead Souls.”

These were chosen from more than
40 hours of programming submitted.
The jury gave no awards in two “op-
tional” categorics, furthering interna-

tional understanding and scientific con-
tribution to tv development. Tv Guide
editor Merrill Panitt and writer Gore
Vidal represented this country on a
jury headed by French writer Marcel
Pagnol.

The statuettes, Cartier miniatures of
Bosio’s “Nymphe” in the Louvre, were
awarded at a gala Saturday night hosted
by Prince Rainier and Princess Grace
of Monaco. Gene Kelly staged the
evening’s entertainment. As the festi-
val closed, Monaco authorities were re-
ported ready to undertake the festival
again next year in spite of failure to
get official support by some European
broadcasting authorities.
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FORTUNES

BROADCAST ADVERTISING

Stever Aubrey and John R. Rockwell,
vps at Doherty, Clifford, Steers & Shen-
field, N. Y., elected to agency’s board
of directors.

Donald E. Gehring, formerly with
Honig-Cooper & Harrington, Los An-
geles, to Donahue & Coe, that city, as
vp in charge of client relations, effective
Feb. 1.

Carl H. Rush, Ph.D., vp in research
department of Ted Bates & Co., N, Y.,
and member of agency’s research policy
committee, appointed vp and director
of research. Dr. Rush, holder of Ohio
State U. psychology degree, formerly
was research adviser with Standard Oil
of New Jersey and joined Bates in 1959.

Norval LaVene, vp and manager of
Los Angeles office of Fuller & Smith &
Ross, elected to board of governors of
Southern California Council of AAAA,
filling vacancy created by move of T. L.
Stromberger who becomes senior vp in
F&S&R’s New York office.

Frank Horsley, vp and secretary of
Pacific National Adv., Seattle, Wash.,
named office manager.

Mr. Griggs Mr. Goldsmith

M. Michael Griggs and Jack Gold-
smith elected vps of BBDO, N. Y. Mr.
Griggs joined agency in 1946 as trainee.
He was appointed assistant account ex-
ecutive following year, account éxecu-
tive in 1957, and group head last year.
Mr. Goldsmith joined BBDQO’s Buffalo,
N. Y. office in 1949 as print artist. He
was appointed art director in that office
in 1951. In 1956, he was transferred
to N. Y, as tv art director, and ap-
pointed tv art supervisor in 1958.

Richard P. Monley, assistant group
head of consumer products division,
Mac Manus, John & Adams, Bloomfield
Hills, Mich., named account group su-
pervisor on American Oil Co.-Standard
Oil Co. (Indiana) account. MJA was
named after reorganization of Ameri-
can and Standard (Indiana) last month
for institutional-financial-corporate ad-
vertising.

Norman K. Saxer Jr., formerly as-
sistant to vp of Comet Rice Mills,
Houston, to Gardner Adv., St. Louis,
as creative-contact executive.

Roger D. Stake, pr director of Louis
Benito Adv., Tampa, Fla,, elected vp.

12
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Donald F. Mahl-
meister appointed
group supervisor of
commercial products
division at MacManus,
John & Adams,
Bloomfield Hills,
Mich. Dale Brubaker
and Roy M. Marshall,
account  executives,

Mr. Mahlmeister

advanced to account supervisors in
same group.

James C. Lewis, formerly with
CKLW-AM-TV Windsor, Ont.-Detroit,
to Stockwell & Marcuse, Detroit adver-
tising agency.

Douglas P. Walker, formerly with Er-
win Wasey, Ruthrauff & Ryan to Holly-
wood office of N. W. Ayer & Son as
assistant representative for Plymouth
Dealers Assn., L.A. Region. Walter J.
Wilcox to Ayer’s New York service de-
partment after two years as sales pro-
motion manager of Sanforized Div. of
Cluett, Peabody & Co., N. Y. Gerald
Popper and Harvey A. Pool to Chicago
copy department of Ayer. Mr. Popper
was advertising-sales promotion-research
director for WBBM Chicago and. Mr.
Pool was in catalog and retail advertis-
ing departments of Montgomery Ward
& Co., Chicago.

Valton G. Holley named assistant ac-
count executive at Tracy-Locke Co.,
Dallas.

Stanton Kramer, formerly director of
advertising and pr for ABC-TV Net-
work western division, to The Goodman
Organization, Los Angeles, as executive
vp.

Richard Goebel, formerly advertis-
ing director at The Nestle Co.,, N. Y.,
joins Dancer-Fitzgerald-Sample, that
city, as account supervisor. Martin J.
Friedman appointed merchandising di-
rector.

Hal Thompson, tv producer at Fuller
& Smith & Ross, N. Y., joins Lambert
& Feasley, that city, as tv producer on

Hudnut-DuBarry, Pro Tooth Brush and
Fizzies instant drink accounts.

Louis Stark, formerly department
manager at R. H. Macy Co.,, N. Y.,
joins Doyle Dane Bernbach, that city,
as marketing executive.

Marv Rubin appointed advertising
and merchandising manager of Beltone
Hearing Aid Co., Chicago. Move is in
conjunction with firm’s expanded radio-
tv advertising.

Robert J. Probst jeins Needham,
Louis & Brorby, New York, as account
executive. Lawrence Hotchkiss and
Emery T. Smyth join agency as copy-
writers.

Walter H. Nelson and Morton H.
Kaplan appointed vps of Herbert M.
Kraus & Co., Chicago pr firm. They
are director of operations and assistant
to president, respectively.

Rupert Witalis, for six years an art
director with Compton Adv., N. Y.,
appointed to head art department. Mr.
Witalis, who was named art supervisor
in 1955 and vp in 1960, came to Comp-
ton from Robert W. Orr, where he
served as art director.

Mr. Sapan

Mr. Davis
Herman Davis and Maxwell Sapan

named vps in creative department,
Compton Adv., N. Y. Mr. Sapan was
formerly vp and copy chief at Fletcher
Richards, as well as vp and creative
director at Bryan Houston. Mr. Davis
has served as vp in charge of art, mem-
ber of creative plans boards, and art di-
rector, at such agencies as Doherty,
Clifford, Steers & Shenfield, Doyle Dane
Bernbach, and Grey.

Nat Kameny, president of Kameny
Assoc.,, N. Y., elected president of
League of Advertising Agencies, suc-
ceeding Alfred Siesel of H, J. Siesel
Co., N. Y. New league vps: Mel
Rubin of Shaller-Rubin Co., William
G. Seidenbaum of firm under his
name and Leonard Stein of agency
bearing his name. Leonard Janklow
of Dobbs Co. is new secretary and
Aaaron Holzman of Monitor Adv. is
treasurer. Elected to board: Arthur
Bandman (Arthur Bandman Adv.),
William Barber (William J. Barber

LAA elects Siese president

Assoc.), Ben Bliss (Ben Bliss Co.),
Hy Blumberg (Blumberg & Cla-
rich), Jack Gilbert (Jack Gilbert
Assoc.), Myron Jonas (Myron Jonas
Co.), Martin Landy (Altman-Stroller
Adv.), Lester Loeb (Byrde-Richard
& Pound), Mel Mohr (Mohr & Ei-
coff), David Rothschild (David E.
Rothschild Adv.), Ysobel Sandler
(Ysobel Sandler Adv.), Max Sino-
witz (Chelsea Adv.), Arthur Sudler
(Sudler & Hennessey) and Joseph I.
Sonnenreich. LAA elections were
held in New York.
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Warren W. Schwed,
vp in charge of pub-
licity-promotion activ-
ities at Grey Adv.,
N. Y., named director
of newly-formed mer-
chandising services de-

T partment. New divi-
Mr Sche d sion combines mer-

’ chandising, sales pro-
motion and publicity, and offers these
functions to agency clients. Before join-
ing Grey in 1959, Mr. Schwed was
director of advertising and pr at Eureka
Williams.

Thomas Aitken Jr., vp and general
manager of McCann-Erickson Corp.
(International), Buenos Aires, assigned
to agency’s N. Y. headquarters, to di-
rect and coordinate activities of offices
in southern Latin America.

Robert Dolobowsky, formerly of
Grey Adv., N. Y., joins Doherty, Clif-
ford, Steers & Shenfield, that city, as
vp in charge of art.

John F. W. McClure, formerly vp and
account director at McCann-Erickson,
N. Y., joins J. M. Mathes, that city, as
vp and account supervisor.

Margaret Cahill Frampton, formerly
of Personal Products Co., division of
Johnson & Johnson, joins Ted Bates &
Co., N. Y., as assistant account execu-
tive on International Latex.

Alfred W. de Jonge, formerly Euro-
pean liaison for BBDO, joins Benton &
Bowles, N.Y., as deputy in international
area, reporting to Charles A. Pooler,
senior vp in charge of administration
and international operations.

Wanted For
Television Station

Qualified technicians
looking for top
employment with good
future to replace
present technicians on
strike. Top salary

for good men.

Box 826D,
BROADCASTING
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John W. Herdegen,
formerly of Lennen
& Newell, N. Y., joins
creative department of
Geyer, Morey, Mad-
den & Ballard, that
city. Mr. Herdegen,
who was vp and group
copy supervisor at
L & N, was also asso-
ciate copy director at Young & Rubi-
cam when he left after 14-year associa-
tion.

Martin C. Rifkin promoted to opera-
tions manager, Hicks & Greist, N. Y.
Mr. Rifkin, who will now be in charge
of all art, copy and traffic, joined
agency in 1955 as production manager.

A. 0. Buckingham, managing direc-
tor of Young & Rubicam Ltd., London,
returns to N. Y. as senior vp and mem-
ber of plans board. James P. Wilker-
son, senior vp, succeeds Mr. Bucking-
ham in London.

Joseph G. Mohl, vp of Ross Roy-
Brooke, Smith, French & Dorrance,
Detroit, joins Hixson & Jorgensen, Los
Angeles as account executive. Before
going to Detroit 2% years age, Mr.
Mohl had been head of Ross Roy office
in Hollywood.

Jack Page, formerly account execu-
tive with Robinson, Fenwick & Haynes,
Los Angeles, joins Hollywood office of
Grant Adv. in the same capacity.

Edward Vallanti, formerly copy chief
at Maxon Adv., N. Y., and Rudy Fiala,
of Grishwold-Eshleman, Cleveland, join
copy staff, Doyle Dane Bernbach, N. Y,

William G. Kay Jr., frozen foods prod-
uct advertising manager at Campbell
Soup Co., Camden, N. J., named prod-
uct marketing manager for Franco-
American preducts, succeeding Richard
L. Baird, named assistant to director-
industrial engineering. Robert L. Kress
named to new position of assistant to
vp-marketing.

James A. Ketchum, formerly regional
sales manager for WICU-TV Erie, Pa.,
to Lando Adv., Pittsburgh as account
manager. He will headquarter in agen-
cy’s Erie office.

Lewis E. Pierce Jr. joins Charles F.
Hutchinson Adv., Boston, as account
executive.

Paul H. Willis, vp in charge of adver-
tising for The Carnation Co., Los An-
geles, chosen as “Advertising Citizen of
1960” by Western States Advertising
Agencies Assn., which will formally
present award Feb. 18 at its annual
dinner dance.

Edward E. Keeler joins Anderson-
McConnell Adv., Hollywood, as indus-
trial advertising director. He had been
vp with Compton Adv. Don Ross
named radio-tv director.

Margaret Rudkin, founder and presi-
dent of Pepperidge Farm Products, and

Mr. Hérdegen
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Thomas S. Gates, former Secretary of
Defense, elected to board of directors
of Campbell Soup Co., Camden, N. J.

Eugene Tashoff, formerly of Law-
rence Fertig & Co., N. Y., joins Fuller
& Smith & Ross, that city, as copy-
writer. lan M. Keown also named copy-
writer at agency .

Dick Perkins joins Carson/Roberts/
Adv., Los Angeles, as tv director. Ed-
ward Gottlieb and Guy Day join C/R
as member of market research staff and
account executive, respectively.

THE MEDIA

¥ Frank E. Koehler,
7 manager of WDBIJ
Roanoke, Va., elected
vp for radio of Times-
World Corp., licensee
of WDBI-AM-TV,
that city. He is for-
mer past president of
Virginia Assn. of
Broadcasters and Ro-

Mr. Koehler
anoke ad club.

Roger W. LeGrand, formerly vp and
director of radio and tv at Cramer-
Krasselt Co., Milwaukee, named man-
ager of WITL-TV, that city, effective
Feb. 1. He succeeds Joseph W. Evans
Jr. who shifts to WSPD-TV Toledo,
Ohio, in similar capacity. William
Flynn, formerly general sales manager
of WAGA-TV Atlanta, to WITI-TV in
similar capacity. E. Dean McCarthy re-
joins WITI-TV as program operations
manager after year absence as director
of quality control for Storer Broadcast-
ing. Mr. Flynn and Mr. McCarthy re-
place Emmett A. Hassett and Glenn G.
Boundy Jr., respectively, whose assign-
ments will be announced shortly. All
stations are part of Storer organization.

Howard D. Duncan Jr., general sales
manager of WEHT (TV) Evansville,
Ind., promoted to general manager,
succeeding Edwin G. Richter Jr. who
moves to KGUN-TV Tuscon, Ariz., in
similar capacity. Both stations are
owned by WEHT Inc., of which Mr.

Richter is president. James H. Manion
succeeds Mr. Duncan as general sales
manager. Robert East, account execu-
tive at WEHT (TV), appointed man-
ager of WEOA Evansville, also owned
by WEHT Inc.

Maurie Webster, general manager of
KCBS, elected president of San Fran-
cisco Radio Broadcasters Assn. Homer
Odom, general manager of KABL,
named vp.

Floyd Bartlett, chief engineer of
KDLS Perry, Iowa, also assumes duties
of general manager. Station will make
air debut in near future.

A. B. (Tony) Valencia named man-
ager of KIJCK Junction City, Kan.
Bruce Karns named program director
and Pat Powers sales manager.

Charles Van, formerly of KONO and
KTSA, both San Antonio, Tex., to KOL
Seattle, Wash., as program director.
Jim Hammer named assistant program
director. George Lester joins station’s
d.j. staff.

Ray VanHooser, KNED McAlester,
elected president of Oklahoma Broad-
casters Assn. succeeding Tom Johnson,
KTOK Oklahoma City. Other officers
elected: William S. Morgan, KNOR
Norman, vp; C. Hewell Jones, KIEM
Oklahoma City, sec-treas.

Steve Crowley, gen-
eral sales manager of
KVI Seaitle, Wash,,
named eastern sales
representative for
Golden West Broad-
casters, owner of KVI
Ty and KSFO San Fran-

" cisco and KMPC Los
Mr. Crowley A ngeles. He will head-
quarter in New York. Randy Archer
succeeds Mr. Crowley at KVI.

Henry H. Franz named station man-
ager of WFBM Indianapolis. He had
been station’s sales manager.

Louis M. Neale Jr, WBEU Beaufort,
elected president of South Carolina
Broadcasters Assn., succeeding Edward
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L, B. Osborne, WBCI Union. Othersg
elected: W. Frank Harden, WIS Colum-
bia, radio vp; Wilson G, Wearn, WFBC-
TV Greenville, tv vp.

Charles W. Purcell appointed man-
aging director of WCAO-FM Baltimore.

Don French, formerly program direc-
tor of KDWB Minneapolis-St. Paul, to
WMGM New York in similar capacity.
Ted Randal, formerly of KEWB San
Francisco, succeeds Mr. French at
KDWB. All are Crowell-Collier sta-
tions.

Milton Rich, edi-
torial associate, CBS-
TV’s Person to Per-
son series, appointed
press liaison executive
for CBS News Dept.
Mr. Rich, who held
his previous post for

i two years, was, before

il LR that, director of press
relations at WCBS New York, and pro-
ducer of station’s Let's Find Out public
affairs series

Todd Gaulocher, formerly eastern
division radio sales manager of Crosley
Broadcasting, N. Y., joins WCBS New
York, as sales account executive,

David Woodward joins KEZI-TV Eu-
gene, Ore., as film director.

Dennis McGuire named producer-
director for KYW-TV Cleveland.

Les Parsons, formerly of KTUL
Tulsa, Okla., appointed production man-
ager of KISN Portland, Ore.

Joel D. Lasky appointed sales repre-
sentative for WROC-TV Rochester,
N. Y. He has been head of own adver-
tising agency in that city.

Kenneth F. Campbell, formerly of
The Branham Co., N. Y., joins H-R
Representatives, that city, as account
executive.

Michael Sklar, formerly of CBS
News and Public Affairs Dept., named
executive producer of American wing,
International Television Federation,
N. Y. As U. S. participants in Intertel,
National Educational Television & Ra-
dio Center, Westinghouse Broadcasting
will produce A Study of the United
Kingdom, with staff headed by Mr.
Sklar.

Vener 0. J. Barnes appointed man-
ager of KBCL Shreveport, La.

Irv  Trachtenberg, formerly group
sales manager at Radio Advertising
Bureau, appointed assistant manager of
KTIX Seattle, Wash.

J. C. Dowell, vp and director of na-
tional sales for Public Radio Corp.
(KIOA Des Moines, Iowa, KAKC
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Tulsa, Okla., and KBEA and KBEY-
FM Kansas City) also assumes general
managership of KIOA.

Jack Drucker, formerly with WLOF
Oriando, to WSFR Sanford, both Flor-
ida, as general manger.

Donald V. Lindsey named regional
sales manager of WTVP (TV) Decatur,
1.

George A. Meyers named regional
sales manager of Intermountain Net-
work, Denver.

Edward J. Love, formerly with
KOAM Pittsburg, Kan., to WCHD-
FM Detroit as announcer.

Ben McLaughlin, formerly vp and
general manager of WICU-TV Erie,
Pa., to KETV (TV) Omaha, Neb., as
sales manager, succeeding Robert Pax-
son, resigned.

william M. Scruggs Jr., formerly
southern sales representative for WSOC-
TV Charlotte, N, C., promoted to na-
tional sales manager. He retains re-
sponsibilities for regional sales in addi-
tion to new duties.

Ken Kampion appointed national sales
manager of WPTV (TV) Palm Beach,
Fla.,, in addition to current duties as
regional sales manager and film buyer.

Scott Eddy has been
given new assignment
on radio sales staff of
The Katz Agency Inc.,
N. Y. Mr. Scott has
been relieved of direct
selling activities, now
concentrates on devel-

o opment of more crea-
Mr. Eddy tive use of spot radio
to meet individual needs of selected
advertisers and prospects.

Pat Hodges joins KSFO San Fran-
cisco as mational sales service repre-
sentative,

Clinton C. Wells, formerly partner
and sales manager of WAFM Miami,
to The Bresnick Co., Boston, as account
executive.

H. Malcoim Stuart, formerly sales
account executive at Paul H. Raymer
Co., N. Y, joins Charles Bernard Co.,
that city, as sales manager. Mr. Stuart,
who has held sales executive positions
with Dumont Network and ABC as
well as with Raymer, is expected to
reshape Bernard Co. sales strategy, and
assist in expansion of branch operations
to Dallas, Portland-Seattle, New Eng-
land, and Detroit, in addition to their
present offices in Atlanta, Chicago, Los
Angeles, San Francisco and New York.

Robin Bonneau, program and air per-
sonality at WISV Portsmouth, N, H.,
promoted to account executive. Walter
Clancy named operations director and
Bill Fitzpatrick joins station as an-
nouncer.
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Orville J. Sather,
formerly director of
central technical op-
erations at CBS, joins
WOR Div. of RKO
General, N. Y., as
director of engineer-
ing. Mr. Sather, who
- has been in broadcast-
Mr. Sather ing. for 36 years, was
with CBS for 26 years. His first asso-
ciation with network was as engineer
at WCCO transmitter in Minneapolis.

Tom Calhoun, promotion and pr di-
rector of KOOL-AM-FM-TV Phoenix,
Ariz., resigns to join Electrical Products
Corp. (neon sign producer), that city.
Thomas King, free lance pr and promo-
tion man there, succeeds Mr. Calhoun.

Harriet Feinberg appointed executive
secretary of San Francisco Radio Broad-
casters Assn. with headquarters in
group’s new office at 420 Tyler St.,
San Francisco.

Arthur Gordon, general manager of
Broadcast Time Sales, New York, pro-
moted to vp. He has been with firm
since its establishment in 1950.

Jack F. Brembeck, promotion-pub-
licity director at KABC-TV Los An-
geles, assumes additional duties as di-
rector of community services for station.

Ken Owens named merchandising
manager of WSJV-TV Elkhart-South
Bend, Ind., and WTRC Elkhart. He
has been with stations in various ca-
pacities since 1955.

Bill LaDow, KTVK (TV), elected
president of Metropolitan Phoenix
Broadcasters, succeeding Richard Lewis.

Dan Ingram, production director at
WIL St. Louis, promoted to program
director.

Bob Russell, formerly production
manager and air personality at WAKY
Louisville, Ky., to WMAK Nashville,
Tenn., as program director.

Mark Harris, formerly air personality
at WGSM Huntington, N. Y., to WSOR
Windsor, Conn., as program director.

Pierce Allman named program man-
ager of WFAA Dallas. He has been
with station since 1958.

John T. Madigan, acting director of
ABC New York newsrooms (BROAD-
CASTING, Jan. 9), named director of
network’s news and public affairs.

Norman W. Smith, continuity editor
of KHJ Los Angeles, joins KGIL San
Fernando, Calif.,, as production man-
ager.

Perry Wolff, formerly producer-writer
of motion pictures in Paris, joins CBS
News Public Affairs Dept., in creative
programming capacity.

Dan Lawlor, formerly producer-di-
rector at KETC (TV) St. Louis, to
WTTW (TV) Chicago, educational tv
station, in similar capacity.

Bryce B. Bond and Peter Martin
promoted to program director and news
director, respectively, at WVOX-AM-
FM New Rochelle, N. Y. Both were
staff announcers,

Richard B. Belkin named production
manager of WAST (TV) Albany, N. Y.

Norman Flynn, on
sales staff of Broad-
cast Time Sales, N. Y.
radio representative,
named vp of firm. Be-
fore joining BTS three
years ago he served
oy variously with WENE

“H8  Binghamton, N. Y.,
Mr. Flynn Radio Advertising Bu-
reau and WABD-TV (now WNEW-
TV) New York.

Jack Erie appointed director of news
and special events at KDES Palm
Springs, Calif.

Olaf Soward, news
WIBW-AM-TV Topeka,

director for
Kans., re-
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elec-ted president of Kansas UPI Broad-
casters Assn.

Paul Ellison appointed local news
director for WBOY-AM-TV Clarks-
burg, W. Va.

Martin Weldon, former director of
news and special events for Metropoli-
tan Broadcasting Corp.’s WNEW New
York, named to direct similar activities
for all Metropolitan stations (BROAD-
CASTING, Jan. 23). Mr. Weldon joined
WNEW two years ago, after serving as
news producer-writer for WABC-TV
New York, and as writer-producer-
broadcaster at WCBS, that city. At
same time, Metropolitan announced ap-
pointments of Jack Lynn, WNEW pro-
gram manager, to additional responsi-
bilities as director of film programming
for all parent company’s tv stations, and
of Ted Yates, director of news and pub-
lic affairs, as director of creative pro-
gramming.

Naomi Newsom, former sales service
coordinator at WFGA Jacksonville,
Fla., joins WSJS-TV Winston-Salem,
N. C., program department.

John G. Connolly, CBS-TV press in-
formation, placed in charge of sports
publicity.

Raymond R. Kaelin, formerly ac-
count executive at Robert E. Eastman
Co., to radio staff of The Branham Co.,
New York.

Jim Early, formerly news director of
WATE-AM-TV Knoxviile, Tenn., to
WLOS-TV Asheville, N. C., as camera-
man-reporter in news department,

Maurie Robinson, formerly with
NBC-TV’s Dave Garroway Today
show joins WWLP (TV) Springfield,
Mass. He will write series of special
interest programs dealing with Massa-
chusetts history.

Mark Mandala joins KNXT (TV)
Los Angeles as on-the-air promotion
writer. Ed Crane joins station as ad-
ministrative assistant.

Wayne L. Anderson, formerly of The

Branham Co.’s Atlanta office, joins
Peters, Griffin, Woodward, that city, as
tv sales account executive.

Peter Mead Abel, senior attorney at
CBS-TV Legal Dept., joins CBS Cor-
porate Legal Dept. and Secretary’s
Office as assistant general attorney. At
same time, he was elected assistant sec-
retary of CBS.

Robert F. Nietman, group manager
of national sales department at Radio
Advertising Bureau, N. Y., named man-
ager of recorded services.

F. Robert Bauer, formerly in charge
of media research at Lennen & Newell,
N. Y., joins Blair-TV, that city, as op-
erations head of tv research.

Wes Hopkins, formerly of KYW
Cleveland, to WAKR Akron, Ohio, as
air personality.

Jay Gibian, formerly with WSOM-
FM Salem, to WITNS Coshocton, both
Ohio, as air personality and music di-
rector.

Sal Agovino, formerly of H-R Repre-
sentatives, N. Y., joins The Katz

Agency, that city, as member of sales
staff.

William 0. Mogge,
formerly general sales
manager and promo-
tion manager at
WBRC Birmingham,
Ala., to WYDE, that
city, as sales manager.
i "] Mr. Mogge, veteran
- =" sales executive in that

Mr. Mogge city, is member of
Birmingham Advertising Club and
Sales Executive Club.

George Cobb, formerly with WISH-
TV Indianapolis, to WLWC (TV) Co-
lumbus, Ohio, as member of news staff.

Stan Brown named assistant head of
news department at KTLN Denver.

Mrs. Roselyn Curtis joins KPHO
Phoenix, Ariz., as member of conti-
nuity department, succeeding Carol
Johnson who transfers to traffic depart-
ment of KPHO-TV.
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John A. Comas
elected vp for pro-
gramming of Triangle
Broadcasting  Corp.,
licensee of WSJIS-TV
Winston-Salem, N. C.
He formerly was ex-
ecutive director of
programming, position
he still holds with
affiliated WSJS-AM-FM, that city.

Jim Wooddell, assistant news direc-
tor of WSAJI Cincinnati, promoted to
news director.

Ernest Whitmeyer appointed produc-
tion manager of WIRT Flint, Mich. He
formerly was member of production-
direction staff. Don Kates named di-
rector.

Dr. Ciaye Frank of WHNC Hender-
son, N. C., elected president of North
Carolina AP Broadcasters Assn. Bud
Abbott, WWGP Sanford, elected first
vp; Ervin Meiton, WBTV (TV) Char-
lotte, second vp.

Arthur W. Carison appointed to new-
ly created position of general manager
of radio division of Susquehanna
Broadcasting Co. (WSBA York-Lan-
caster-Harrisburg;, WARM Scranton-
Wilkes-Barre, both Pennsylvania, and
WHLO Akron, Ohio. Before joining
SBC Mr. Carlson was with ABC, New
York.

James E. Wanke appointed sal
manager of KABR Aberdeen, S. D. He
has been with Padilla & Sarjeant, Min-
neapolis pr firm, affiliate of KABR.
Previously, he was with WCCQO Min-
neapolis.

Phil Brooks joins KMPC Los An-
geles as night news editor. He has been
with KSFO San Francisco.

Paul Jay, mobile news reporter for
KDWB Minneapolis, promoted to
morning editor. Doug Melges switches
to government after stint as feature re-
porter. Don DuChene becomes regular
member of station’s disc jockey staff.

Jack E. Carnegie, formerly program
director of KABL San Francisco, to
KBEA (formerly KBKC) Kansas City
as assistant genmeral manager in charge
of programming. Jock Laurence ap-
pointed news director.

John F. Mulcahy, account executive
and sports director at WESO South-
bridge, Mass., promoted to general man-
ager. Before joining WESO, Mr. Mul-
cahy was station manager of WRIV
Riverhead, N. Y.

Lewis Krone, formerly with ABC,
New York, joins The Long Island Net-
work (WGSM Huntington and WGBB
Freeport) as account executive.

John D. Kelly, formerly national sales
manager of WIW-TV Cleveland, joins
new Storer Sales organization in execu-
tive capacity.
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The big switch

In the years since she left Cin-
cinnati tv, singer-actress Barbara
Cameron has been busy in New
York with a free-lance career.
Hometown fans have been able
to tune her from time to time in
commercials (Tide, American
Doll & Toy, Amoco, others) but
last weekend she came back to
interpret something else, “The
Sound of Broadway.” Miss Cam-
eron was guest soloist with the
Cincinnati Symphony Orchestra
Saturday night (Jan. 28), in a
program that was a departure
from the symphony’s usual fare.
The singer was formerly on the
staff of Cincinnati stations WLWT
(TV) and WKRC-TV.

Irvine J. Vidacovich Jr. appointed
program director of WWL New Or-
leans.

Richard Brasie joins WIND Chicago
as member of news staff. He formerly
was with WNEM-TV Saginaw-Bay
City, Mich. Before that he was with
WOOD-TV Grand Rapids, Mich. Hc
will cover City Hall.

Hazel Burnett, home economist for
WSBT-TV South Bend, Ind., retires.
She is succeeded by Mrs, Ruth An-
derson.

Talbot Wright, director at WMAL-
TV Washington, named editorial and
production assistant. Henry Wilsen joins
news department as writer-reporter.

Clay J. Coury appointed traffic super-
visor at WBRC-TV Birmingham, Ala.,
succeeding Mrs. Carol Hennes.

Konnie G. Worth, hostess on Tele-
scope on KGW-TV Portland, Ore.,
named that city’s Woman of the Year
by Portland women's clubs.

Tom Bonner Jr, formerly with
WFAA Dallas, to announcing staff of
KARK Little Rock, Ark.

Stu Wilson, Jim Amache, Don Weage
and Donald Kahn all join KMLA (FM)
Los Angeles as air personalities. Boyd
Workhoven joins station as announcer.

Hal Lewis rejoins KORL Honolulu
as air personality, effective Feb. 6. He
began his career at station (then KPOA)
in 1947 before moving to KHVH, there.

John E. Ettelson, formerly of NBC
Films, joins WQXR New York, as ac-
count executive.

Arnold Starr and Robert V. Coppin-
ger join NBC Spot Sales, N. Y. Mr.
Starr was formerly on sales staff of
WNBC-TV New York. Mr. Coppinger
was automotive group sales manager at
Radio Advertising Bureau.

Gerald Blum joins WLEE Richmond,
Va., as commercial manager. Formerly
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he was national sales manager of Com-
mercial Recording Co., Dallas.

Buz Baxter, Larry Barwick and Bill
Adams all join KOMA Oklahoma City
as air personalities. They formerly were
with KIMA Des Moines, lowa, KEEP
Twin Falls, Idaho, and KGMS Sacra-
mento, Calif., respectively.

PROGRAMMING

William P. Andrews named vp in
charge of syndication for Independent
Television Corp., N. Y. Mr. Andrews,
who was formerly ITC's general sales
manager, joined company in July, 1958,
as western division manager. In June,
1959, he was named northeastern di-
vision manager. Before coming to ITC,
Mr. Andrews was spot sales manager
for Ziv Television Inc.,, N. Y., and
prior to that account executive for
KPTV (TV) Portland, Ore.

John P, Ballinger, Screen Gems, re-
clected president of Television Film
Assn. Jack M. Goetz, Consolidated
Film Industries, and Nichelas C. Mus-
key, Beskins Film Service Center, re-
elected vp and secretary-treasurer, re-
spectively.

Robert C. Mack,
formerly vp and na-
tional director of ra-
dio and tv for Grant
Adv., joins Era Pro-
ductions, Hollywood,
as vp and executive
producer. Era pro-
duces live and anima-
tion film for tv.

William C. O'Brien appointed gen-
cral manager of Video Recording Tape
Center, Hollywood, succeeding Alan
Lane. Val Lindberg, veteran film pro-
ducer, named to head new film divi-
sion of VRTC, with Clair Higgins,
former production director for Mobile
Video Tapes, in charge of video tape
production activities.

Mr. Mack

Neal Keehan appointed vp in charge
of sales for General Film Laboratories,
Hollywood. He has been regional vp in
firm’s Kansas City office.

Lester S. Ready, formerly director of
radio-tv advertising for Furr’s Super-
markets in Texas, New Mexico and
Colorado, joins United Artists Assoc.,
Dallas, as account executive.

Albert S. Goustin, formerly director
of sales for Paramount TV Productions,
N. Y., named general manager of Ziv-
United Artists newly-created special
plans division, designed to cope with
special problems of individual clients
and stations.

Jerry Bredouw, formerly with San
Francisco office of Young & Rubicam,
to 20th Century-Fox TV as executive
on production staff.

George Gilbert, formerly account ex-
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ecutive with Flamingo Telefilms and
Official Films, to eastern division ac-
count executive for United Artists
Assoc., N. Y.

Bob Ellenz, formerly with McCann-
Erickson, to Fred A. Niles Productions,
Chicago, as member of creative staff.

William Hooper, Al W. Godwin and
Frank L. Sheehan appointed district
managers for Television Personalities
Inc., Burbank, Calif. They will head
eastern, southern and western districts,
respectively.

Philip M. Keohane, manager of
Springfield, Mass.,, bureau of UPI,
named division representative with head-
quarters in Boston. He is succeeded
in Springfield by Thomas A. Crawford.
C. Robert Woodsum named executive
assistant to UPI Boston manager. B. F.
Middlebrooks named UPI business rep-
resentative for Virginia with headquar-
ters in Richmond.

Kirk Woodward, account executive,
and Ray Van Steen, production super-
visor, leave WIRL Peoria, Ill., to form
Station Services Ltd., that city. New
firm provides production, promotion
and programming aids to radio stations.
Address: 423 First National Bank Bldg.,
Peoria, Tll. Telephone: 674-5912.

Kent Paterson joins Depicto Corp.,
N. Y., as account executive for com-
pany’s film and depictorama divisions.
He formerly was in sales divisions of
both NBC and CBS.

EQUIPMENT & ENGINEERING

Frank A. Gunther, executive vp and
general manager of Radio Engineering
Labs Inc. (REL), N. Y., elected presi-
dent of Dynamics Corp. of America
subsidiary. Mr. Gunther, who first
joined REL in 1925, became vp in 1929.

Herbert T. Brunn, vp at RCA, pro-
moted to division vp, RCA Interna-
tional Operations. Max Lehrer, who last

served as member of President Ken-
nedy’s special task force on space, joins
RCA as director of defense business
development, defense electronic prod-
ucts, Washington, D. C. Raymond J.
Fichthorn named eastern sales repre-
sentative for microwave department.

Harold R. Terhune, manager of stand-
ards at ITT Federal Labs, Nutley, N. J.,
elected president, Standards Engineers
Society.

Dr. George F. Floyd elected vp, sys-
tems research, of The Bissett-Berman
Corp., Los Angeles research and devel-
opmeént organization engaged in infor-
mation electronics.

James K. Draper named manager of
engineering at International Electric In-
dustries, Nashville, Tenn. Firm is man-
ufacturer of capacitors. Joseph V. Ken-
nedy and James Center appointed as-
sistant sales managers.

Phillip N. Buford joins Page Com-
munications Engineers Inc.,, Washing-
ton, as senior staff engineer.

John Spitzer, advertising supervisor,
Semiconductor Div., Sylvania Electric
Products, Woburn, Mass., named man-
ager of advertising and sales promotion
for division.

George P. Lyon, administrative engi-
neer at Home Electronics Div., Sylvania
Electric Products, Batavia, N. Y.,
named marketing administrator, that
division,

F. W. Gutzwiller, former -consulting
engineer for rectifier applications, Gen-
eral Electric’s Semiconductor Products
Dept., Liverpool, N. Y., named man-
ager of application engineering for rec-
tifier components department.

Charles H. Belzer, Sylvania district
sales manager, Milwaukee, named gen-
eral manager of Chicago branch. Rob-
ert J. Flanagan, who was with Midwest
Timmerman & Co., Davenport, Towa,
succeeds Mr. Belzer in Milwaukee.
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Stuart L. Bailey, president of Jansky
& Bailey, Washington research and de-
velopment firm, elected treasurer of
IRE, filling vacancy created by death
of Dr. W. R. G. Baker, General Elec-
tric Co.

Warren L. George appointed man-
ager, Boston district, distributor sales
and dealer products for CBS Elec-
tronics, Danvers, Mass.

Robert E. Stewart named manager
of quality control at General Blectric
Co.’s electric tube plant at Palo Alto,
Calif.

Robert G. Lenox joins market re-
search group of Raytheon Co.’s semi-
conductor division, Needham, Mass.
Louis J. Depass named manager of
firm’s western regional servicing opera-
tions with headquarters in San Fran-
cisco.

Herman R. Henken, advertising di-
rector, RCA industrial electronic prod-
ucts, appointed to new post of adver~
tising and sales promotion manager for
RCA Electronic Data Processing Div.,
Camden, N. J.

Ludwig P. Reiche appointed manager
of newly established microwave com-
munications branch of Melabs, Palo
Alto, Calif., electronics firm.

INTERNATIONAL

Dick Lennie appointed general sales
manager of CKWX Vancouver, B.C.,
Canada. Garth Olmstead, senior ac-~
count executive, promoted to retail sales
manager. Neil Nisbet named pews
director.

Robert H. Quinn named general sales
manager of Radio & Television Repre-
sentatives Ltd., Toronto, succeeding Bab
Munro, who resigned. H. E. E. Pepler,
former partner of Trans-Ocean Radio
& Television Representatives Ltd., To-
ronto, to sales manager for radio, and
Eric Viccary to sales manager for tv
of Radio & Television Representatives
Ltd.

A. G. Gilmore appointed assistant
manager of CFAX Victoria, B.C. Reg
Carne, sales manager of CHEX Peter-
borough, Ont.,, to manager of CJKL
Kirkland Lake, Ont.

T. William Townsend, formerly ac-
count executive at All-Canada Radia
and Television Ltd.,, Montreal, to na-
tional sales manager of CICB-TV Syd-
ney, N.S,

Alex Bedard, sales manager of Radio
Times Sales (Ontario) Ltd., Toronto,
has started Audio Consolidated Ltd.,
at 137 Wellington St. West, Toronto.
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Bernard S. Redmont, chief corre-
spondent, Agence France-Presse (AFP),
named Paris correspondent for West-
inghouse Broadcasting.

ALLIED FIELDS

Frank Moreno, former faculty mem-
ber at Jose Marti U.,, Havana, Cuba,

joins Institute for Motivational Re-
search, Croton-On-Hudson, N. Y., as
coordinator of Institute’s Latin Ameri-
can division.

DEATHS

W. Robert Mitchell, 55, head of
agency bearing his name in New York,

FOR THE RECORD

died Jan. 16. Prior to starting his own
firm, Mr. Mitchell was vp of Grant
Adv. and before that was with McCann-
Erickson.

Carroll Marts, 54, ABC-TV sales ac-
count executive, died suddenly at his
home in Chicago Jan. 22.

STATION AUTHORIZATIONS, APPLICATIONS

As compiled by BROADCASTING: Jan. 19
through Jan. 25. Includes data on new
stations, changes in existing stations,
ownership changes, hearing cases, rules
& standards changes, routine roundup.

Abbreviations: DA—directional antenna. cp
—construction permit. ERP—effective radi-
ated power. vhf—very high frequency. uhf
—ultra high frequency. ant.—antenna. aur—
aural. vis—visual. kw—kilowatts, w—watts.
me—megacycles. D—day, N-—night., LS—
local sunset. mod.—modification. trans.—
transmitter. uni.—unlimited hours. ke—kilo-
cycles. SCA—subsidiary communications au-

orization. SSA—special service authoriza-
tion, STA—Special temporary authorization.
‘SH—specified hours. *—educational. Ann—
Announced.

New tv station

ACTION BY FCC

Flagstaff, Ariz—Coconino Telecasters Inc.
Granted vht ch. 9 (186-192 mc); ERP 28.8 kw
wvis,, 14.4 kw aur.; ant. height above average
terrain 2,240 ft., above ground 200 ft. Esti-
mated construction cost $100,990, first year
operating cost $150,757, revenue $186,004. P.O,
ddress Drawer 722, Flagstaff, Ariz. Studio
lcation 401 W. Santa Fe Ave., Rt, 68, Flag-
staff, Ariz. Trans. location atop Mt. Elden
near fire lookout tower, Flagstaff, Ariz. Geo-
graphic coordinates 35¢ 14 27 N, Lat.,
1110 35 48#» W. Long. Trans. Gates BT-5CH.
ant., Jampro JA-TV-6H. Legal counsel
James E. Greeley, Washington, D.C. Con-
sulting engineer Sillman, Moffet & Rohrer,
‘Washington, D.C. Principals include 1. W,
Burnham II, 51%, Allan J. Newmark and
Saul Newmark, 24.5% each. Messrs, Burn-
ham and Allan Newmark are in investment
’?ankilr;'g. Mr. Saul Newmark is retired. Ann.

an. 19.

Existing tv stations

ACTIONS BY FCC

KVAL-TY Eugene, Ore—Granted applica-
tion to change trans. site from Blanton
Road. 31 miles south of Eugene, to site 11.5
miles north northeast of that city: increase
wvis. ERP from 55 kw to 215 kw, aur. ERP
from 32.4 kw to 115 kw, increase ant. height
from 1,050 ft. to 2490 ft., and make equip-
'ment changes. Ann. Jan. 13.

WBAY-TV Green Bay, Wis. — Granted
waiver of Sec. 4.803 of rules to permit multi-
plexing fm program material to Dec. 1 over
tv STL station KSF-51 from WBAY-FM
studios, located at same place as WBAY-TV
studios, to fm trans. located at tv trans, site,
conditioned that addition of second sub-
carrier has no degrading effect on tv video
and sound channels. Ann. Jan. 25.

Tv translators

ACTIONS BY FCC

Grand Marais Lions Club, Grand Marais,
Minn.—Granted applications for two new
uhf tv translator stations to translate pro-
grams of Duluth stations—one on ch. 70 to
translate programs of KDAL (ch. 3) and
other on ch. 74 to translate programs on
WDSM ({(ch. 6). Ann. Jan, 13.

Esmeralda County Tv District, Fish Lake
Valley, Nev.—Granted application for new
uhf tv translator station on ch. 71 to trans-
late programs of KOLO-TV (ch. 8), Reno.
Ann. Jan, 19,

Blue Mountain Television Assn, Baker,
Elgin, La Grande and Union, all Oregon—
Granted application for new uhf tv transla-
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tor station on ch. 73 to translate programs of
£(5HQ-TV {ch. 6), Spokane. Wash. Ann. Jan.

Mid-Columbija Community Tv Corp., The
Dalles, Ore. and Goldendale, Wash.—Granted
application for new uhf tv translator station
on ch, 80 to translate programs of KOIN-TV
(ch. 8), Portland, Ore Ann Jan 19

Fort Mason Translator System, Mason,
Tex.—Granted application for new uhf tv
translator station on ch. 72 to translate pro-
grams of WOAI-TV (ch. 4) San Antonio.
Ann. Jan. 19.

Amarillo Bestg. Co., Pampa, Tex.—Granted
application for new vhf tv translator sta-
tion on c¢h. 6 to translate programs of
KFDA-TV (ch. 10), Amarillo; engineering
condition. Ann. Jan, 19,

Greenbelt Tv_ Translator System Inc.,
Wellington and Dodson, Tex.—Granted ap-
plications for three new uhf tv translator
stations to translate programs of Amarillo
stations—one on ch. 73 to translate programs
of KGNC-TV {ch. 4) via K7T1AW. Memphis,
Tex. another on ch. 75 to translate pro-
grams of KVII-TV (ch. 7) via K77AQ, Mem-
phis, and other on ch. 83 to translate pro-
grams of KFDA-TV (ch. 10) via KB80AU,
Memphis, Ann. Jan. 19.

New am stations

ACTIONS BY FCC

Bridgeport, Ala, — Bridgeport Bestg. Co.
Granted 1480 ke, 1 kw D. P.O. address Box
263. Estimated construction cost $14,898, first
year operating cost $32,000, revenue $38,500.
Sole owner is Roy C. McCloud, TVA elec-
trician. Ann. Jan. 19,

Gainesvllle, Fla. — Southern Broadcasting
of Marfanna Inc. Granted 1390 ke, 5 kw D,
P.O. address Box 519, Panama City, Fla.
Estimated construction cost $19,541, first year
operating cost $36,000, revenue $45,000. Ap-
plicants are Denver T. Brannon and John
A. Dowdy (49% each) and others. Mr. Bran-
non owns KCIL Houma, La., WCOA Pensa-
cola and WDLP-AM-FM Panama City, both
Florida. Mr. Dowdy has interet in WMGR
Bainbridge, Ga. Ann. Jan. 19.

Windermere, Fla—Windermere Radio Co.
Granted 1480 i(c, 1 kw D, P.O. address Box
77, Atlanta, Ga. Estimated construction cost
$18,415, first year operating cost $24,000, reve-
nue $30,000. Applicants are Lois E. Latham
and Jack L. Gibsen, 50% each. Mr. Latham
Is station manager of WAVQ Avondale
Estates, Ga. Mr. Gibson is in plas