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"WICHITA
is BIG BUSINESS

Scaring ever higher is Wichita’s daily re-
tail sales rate...now topping $1,000,000!
KTVH dominates this hub of the rich
Central Kansas area...a diversified area
with income derived from oil, cattle,
agriculture, and aircraft industry.

To sell in this thriving Kansas market,
buy KTV H with unduplicated
CBS-TV coverage.

K'1'VH

CBS-TV FOR CENTRAL KANSAS

Main office and studios in Hutchinson, Office and studig,
in Wichita (Hotel Lassen). Howard O. Peterson, General
Manager. Represented nationally by H-R Television, Inc.

CHANNEL 12 VHF — 240,000 WATTS



WIVR EXCELS

lN COVERAG Operating on CHANNEL 6 WTVR is the only station in the Richmond area author-
ized to operate in the PREFERRED LOW-END OF THE VHF BAND. No other station

in this area can equal WTVR's WIDE AREA COVERAGE.

WIVR EXCELS

|N FACI LITIES CHANNEL 6 with 100,000 WATTS is operated from one of the highest self-support-
ing antennas in America, 1049 FEET ABOVE SEA LEVEL. There is no higher elevation
in the Richmond area, and only WTVR can assure coverage from its antenna located in the heart of the City of Richmond.

WTVR is the only station in this area which has studio facilities in Richmond. [n short “The South’s First TV Station” is RICH-
MOND'S ONLY TV STATION WITH COMPLETE RICHMOND FACILITIES.

WIVR EXCELS

|N PROG RAM WTVR LEADS IN THE LATEST PULSE SURVEY ACROSS THE BOARD. No station

in this area equals it. In one day WTVYR produces more local programs, starting
at 7 a.m. each day, than all other stations in this area combined. And remember, WTVR programs require no antenna to be
received.

WIVR EXCELS

THROUGHOUT THE DAY--IN EVERY WAY

Represented Nationally by Blair Tv, Inc — Affiliated With ABC-TV Network.




Look at these commanding audience ratings!

337 FIRSTS

‘ in 462 quarter hours
surveyed
FULL POWER—-FULL COVERAGE
9 of top 10
- multi-weekly shows--
local news ratings up
to 35.4

FULL POWER—FULL COVERAGE

9 of top 10

once-a-week shows

SOURCE: LATEST A-R:B FOR
DES MOINES METROPOLITAN ARFA

Katz Has The Facts On That—

Very Highly Audience Rated,
Sales Results Premeditated,
(BS Affiliated

Station in Des Moines!

Published every Monday, with Yearbook Numbers (53rd and 54th issues) published iIn January and July by BROADCASTING PUBLICATIONS, INC., 1735
DeSales St, N.w., Washyr'xgton 6, D, C. Entered as second class matter Marcg 14, 1933, at Post Office at Washin,ygton. D. C, under act of March 3, 1878.
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KRLD-TV HAS THE GREATEST DALLAS
VIEWING AUDIENCE BY, FAR, OF ALL

DALLAS-FT. WORTH TV STATIONS
MONDAY THROUGH FRIDAY : .
7 AM - 12 MID.
STATION AYERAGE AUDIENCE
KRLD-TV 41 %
STATION B . 29%
STATION C . 22%
STATION D . 8%
KRLD-TV 48 %
STATION B . 31%
STATION C . 12%
STATION D . 9%
These averages have been determined by the use of
the Telepulse Report, Dallas Metropolitan Area, ]
April, 1956. ‘
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NO OTHER TV STATION IN TEXAS

GIVES YOU AS MUCH COVERAGE AS......

Channel /) | Tllna

MAXIMUM.

o+ « sPOWER

Owners and operators of KRLD — 50,000 Watts, The Dallas Times
Herald Station, Herald Square, Dallas 2, Texas.
JOHN W. RUNYON, Choirman of the Boord — CLYDE W. REMBERT, President

REPRESENTED BY THE BRANHAM COMPANY
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INSIDE, SENATE SIDE e Here's inside
on Senate Commerce Committee’s ap-
proach to tv problem: Committee is revis-
ing its planned interim report on allocations
in light of FCC allocations report last week
and hopes for full committee approval of
new draft. It would comment on FCC re-
port, praising FCC for finally acting and
expressing hope Commission is serious
about carrying through its proposals. Com-
ments would indicate approval of =zome
FCC proposals, doubt about others. Sen-
ate report would replace planned interim
reports by both majority and minority seg-
ments of the committee.

BeT

ORIGINAL majority report (before FCC
action) had recommended selective dein-
termixture on broad enough scale to sup-
port uhf and removal of 10% federal
excise tax on all-channel sets or at least
all-channrel eolor sets. Report asked “non-
disruptive” deintermixture: (1) keep vhf
out of all-uhf markets; (2) hold back vhfs
where wnat pranted or not on air in uhf
markess: (3) delete single on-air vhfs in uhf
marketx unless vhf provides only service for
“subsiantial” number of homes, except for
keeping halance between sole service to cer-
taln remote areas and multiple service to
wmare people in center of market area; (4)
subsiiiuie vhf if possible for uhfs in two-
vhij markets; (5) try to provide vhfs for
areai overshadowed by big-city vhfs and
where geographic and physical conditions
argue for utilizing advantages of vhf.

BeT

MEW BRICKER APPROACH e Minority
report urged FCC to declare ‘policy to (1)
move all tv to uhf in major part of country
after finding uhf is technically mature
gnough to support tv system; (2) find gaps
in uhf technology and sponsor crash pro-
gram to fill them; (3) hold continuing pro-
ceedings with comments during move; (4)
authorize 5,000 kw for uhfs; (5) grant
temporary “stop-gap” deintermixture to
strengthen competition; (6) continue grant-
ing uhfs and vhf consistent with (5). Re-
port called for 5-8-year transition period
and simultaneous uhf-vhf transmission to
amortize equipment and sets and use of
vhf-only for certain geographical condi-
tions. Plan would turn remaining vhf band
over to non-broadcast services. Both ma-
jority and minority reports favored giving
existing outlets priority at new grants.

BeT

WCAO Baltimore, acquired by Plough Inc.
for $590,710 [BeT, March 26], has noti-
fied CBS Radio it will cancel affiliation and
go independent effective with contract ex-
piration Dec. 6. CBS Radio is negotiating
with other Baltimore outlets, it's under-
stood, with likelihood that new affiliation
will be announced within next few weeks.

BROADCASTING ® TELECASTING

closed circuit,

WHERE’S PAT? ¢ With special presenta-
tion reported to be one of most am-
bitious that network ever prepared, Sly-
vester L. Weaver Jr.,, NBC chairman of
board, last week had series of quiet meet-
ings with top executives of automotive
cownpanies in Detroit. Essence of his pres-
enfation is that makers of autos and parts
cannot hope to put needed push behind
sales without extensive use of tv advertis-
ing. He's said to have renewed two ac-
counts (A.C. Sparkplugs and United
Motors) and to be hot on trail of new
business.

BeT
1t AUTO MAKERS don't start jumping
on tv bandwagon, they'll have only them-
selves to blame. They're getting lot of
original research these days from tv mis-
sionaries trying to rid them of their ages-
old newspaper bias, and they're due to get
more. In addition to special auto studies
revealed last week by TvB and ABC-TV
(see stories page 35), NBC-TV is getting
ready to break one conducted by Advertest
Research and pointing up, like others,
dealer preference for tv as means of getting
prospects into show rooms.

BT
NO BACKDOWN e While there’s com-
plete silence around NARTB headquarters
about proposal of disgruntled group of tv
code subscribers to form independent code
unit, one thing is certain—association isn’t
scaring easily. Instead of letting up in an-
nounced crackdown against persistent code
violators, it’s known that code staff is under
orders to toughen up its monitoring and
station-contact work. Most tv code activity
is handled quietly, on person-to-person
basis. Some code officials contend pub-
licizing of any station revolt from ethical
structure is just what tv needs to convince
critics that document is really doing effec-
tive job of raising calibre of telecasting.

BeT
HERSHEY Chocolate Corp., which since
its founding early in century has never ad-
vertised, may change its policy. Both J.
Walter Thompson Co. and BBDO report-
edly are preparing presentations for Penn-
sylvania company to cover all media.

Be1

LOOKING IN CHICAGO ¢ Anomalous
situation whereby WGN-AM cancels its
affiliation with Mutual effective Aug. 31
[BeT, May 7] although it is minority stock-
holder, has sent Mutual President John B.
Poor searching for new affiliate or acquisi-
tion of station. It’s understood that over-
tures were made to WIID Chicago, owned
by Plough Inc., for acquisition but was
told that station was not for sale. Latest
records show WGN Inc. to be 2.16%
stockholder in MBS, but it’s understood it
disposes of that interest to General Tele-
radio, MBS parent which holds 95.3%,
upon disaffiliation.

FINAL two days of hearings by Senate
Commerce Committee in probe of tv net-
works and uhf-vhf won't be held until
sometime after July 9. Staff was shooting
for that date at Chairman Magnuson’s sug-
gestion but ran into conflicting schedules.
FCC testimony on its allocations report
expected to occupy final day of sessions.

BeT
SLEEPER ¢ Tucked away in FCC's new
tv allocation report and order (see full
text on perforated pages 91 to 97) is highly
significant provision (No. 32) that could
mean additional stations for number of
markets without departing from engineer-
ing standards. It is provision to measure
spacings (mileage separations) from trans-
mitter-to-transmitter, instead of main post
office-to-post office. Latter is unrealistic
since post office locations aren’t necessarily
in center of cities, T-to-t separations, on
other hand, do what FCC originally in-
tended anyway.

BeT
PRESSURE of committee legislative ac-
tivity has caused Edward Jarrett, chief
clerk of Senate Commerce Committee, to
reverse his decision to become chief aide
to J. Leonard Reinsch in handling of Chi-
cago Democratic convention [BeT, June
18). Mr. Jarrett originally had agreed to ac-
cept appointment, with acquiescence of
Chairman Magnuson (D-Wash.), but in-
dications that Congress will remain in ses-
sion until end of July, forced reversal.

BeT
STILL IN BALL GAME ¢ Commodore
E. M. Webster, whose term on FCC ended
last Saturday, after nine years as commis-
sioner and 47 years in government service,
will retire from government but not from
communications. While he will take short
vacation, it is expected he will be avail-
able for private consultancy at policy level,
headquartering in Washington. He is ex-
pert in marine, safety-of-life and communi-
cations engineering, and during his 30
years in Coast Guard served several ten-
ures as chief communications officer.

BeT
NATIONAL Women’s Christian Temper-
ance Union apparently believes there's
more than one way to skin cat. Failing
to get legislation passed this year to ban
liquor advertising on radio-tv and other
media, they've asked to testify before Sen-
ate Commerce Committee in support of
Bricker bill for network regulation.

BeT
GOTHAM BRANCH ¢ Potent sniping at
broadcasters, radio and tv alike, by organ-
izations and all sorts of individual inter-
ests may bring about long-planned move
to open NARTB office in New York. This
would be designed to strengthen relations
with other media, business associations
and advertising pursuits as well as to serv-
ice large number of inquiries that origi-
nate in New York.
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That's okay, TIME Magazine . . .

. you transposed the call letters of Omaha’s
most-listened-to radio station 6 different times
in the June 4th* issue . . .

. but Hooper, Pulse and Trendex
have it straight:

The call letters of the radio station with
the biggest audience all day . . . are K-O-W-H.

Hooper says so to the tune of 44.2%, of the
audience.

Pulse agrees to the tune of 204 out of 240 first
place quarter hours for K-O-W-H.

Trendex chimes in with firsts for K-O-W-H
in every time period.

For some good TIME in the right spots, call
KOWH General Manager Virgil Sharpe, or the
H-R man.

*. .. in a fulsome article featuring the Storz
broadcasting formula—for building and keeping
audiences.
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at deadline

NAME BANDS ON WEEKDAY MORNINGS
NEW TACK FOR NBC RADIO PROGRAMMING

PLAN for two-hour daily program‘1 of lLive
music featuring “name” orchestras was wun-
veiled by NBC Radio Friday as its namminalion
for successor to morning portion of Wwerkday
service, which has been center of coritroversy
since it started last November and which, NBC
revealed, will go off air July 27.

Details of new programming, slaled for 10
a.m. to 12 noon spot Mondays through Fridays
and tentatively titled NB{ Randstand, were
laid before NBC affiliates zxecutives committee
in all-day meeting Friday and will be presented
to all NBC Radio affiliatea by closed circuit at
noon today (Mon.). Metwork officials said they
definitely plan to starl Sandstand July 30,

It will be sold in advertisers on same basis
as Weekday—in one-minute, 30-second, and
six-second participation=—and compensation to
stations also will be on Weekday basis.

There was some discussion of station com-
pensation during meeting, participants said, but
prospecis of rasing it were linked primarily
to whether or mot new programming revitalizes
advertiser inferest. There was no question of
raising compensation merely because of CBS
Radio's similar action few weeks ago [BeT,
June 11, et seq.), authorities reported.

Among name bands being considered for
Handviand, NBC said, are those of Dorsey
Brothers, Benny Goodman, Guy Lombardo,

Freddie Martin, Sammy Kaye, Les Brown,
Xavier Cugat, Harry James, Ray Anthony and
Louis Armstrong. Bandstand idea attributed
largely to William R. (Billy) Goodheart, show
business veteran who joined NBC in May.

Lester W. Lindow of WFDF Flint, Mich.,
chairman of affiliates executive committee, re-
ported after meeting that his committee had
presented to NBC officials “a wide variety of
views and opinicns about radic broadcasting
which had been received from the individual
stations throughout the country. These were
received with great interest by the network
officials and were discussed and reviewed . . .”

Network delegation was headed by President
Robert W. Sarnoff, who stressed commercial
success of weekend Monitor (after which Week-
day was patterned), and Board Chairman Syl-
vester L. (Pat) Weaver Jr. Other participants
included Charles R. Denny, vice president for
owned stations and spot sales; Al Capstaff, ex-
ecutive producer of Monitor, and Kenneth W.
Bilby, vice president for public relations.

Executive commitieemen are Mr. Lindow;
George Harvey, WFLA Tampa, Fla.; William
Rines, WCSH Portland, Me.; Ben Larson,
KDYL 8alt Lake City; George Wagner, KFI
Los Angeles; David Baltimore, WBRE Wilkes-
Barre, Pa.; Leonard Reinsch, WSB Atlanta, and
Harold Hough, WBAP Fort Worth.

May Ty Network Gross
Up 21.4% Over 1955's

MAY TV NETWORK gross time sales totaled
£40,610,429, gain of 21.4% over May 1955
billings, Publishers Information Burean re-
ported Friday. For five-month period, Januvary-
May, 1956 gross for tv networks was $196,-
27,677, up 18.6% from gross for same period
of last year. PIB’s network-by-network com-
parison of 1956 and 1955 tv network gross time
sales follows:

%
1956 1955 Change
ABC $ 6,639,132 § 3606427 184
CBS 18,260,894 15,978,680  +14.3
DuM_* 273.640 —
HBC 15,710,403 13,591,687  +15.6
Total § 40,610,429 § 33,450,434 214
JAN.MAY %
954 955 Change
ADC $ 32,341,238 $ 18,226,300  -+77.
CES 563, 77967657 136
DuM.* 2,685,835 —
MHBC 75,342,803 86,572,049 4132

Total $196,267,677 $165,45 T ,542 8.6
“ DuMont dropped its network operation in Sept. 1955,

KXXL Sold for $125,000

KXX1. Monterey, Calif.,, sold by Stephen A.

Cisler to Pacific Ventures Inc. (among owners: ’

Morton Downey, singer; H. G. Wells, manager,
KOLO Reno), Reno, Nev., corporation. Price
was $125,000. Transaction is subject to FCC
approval. Blackburn-Hamilton Co. handled
sale. KXXL operates on 630 kc with 1 kw and
is daytime independent. Mr. Cisler recently
sold KEAR San Francisco to David Segal, prin-
cipal in Mid-America Broadcasting Co., for
$500,000. Station had been off air temporarily
because of tax lien but resumed operations
[BeT, June 25].

BROADCASTING ® TELECASTING

Crowell-Collier Announces

Closing ‘American Magazine’

CROWELL-COLLIER Pub Co. announced Fri-
day it will (1) cease publication of American
Magazine with August issue, and (2) raise ad-
vertising rates of Collier’s and Woman's Home
Companion, into which American’s editorial
content will be integrated starting with Sep-
tember issues, Collier's and Companion rates
go up 12%, and another 10% will be added to
Collier's based on rise in guaranteed circulation
from 3,7 million to 4 million per issue.

C-C, which retains American title “for use
in another context in the future,” explained de-
cision by saying American’s basic editorial
functions are now “overlapped” by two others.
Publisher Paul C. Smith said C-C’s “reorienta-
tion-refocusing drive is taking us deeply into
the television, radio and phonograph record
business” but that C-C’'s “first order of the
day” will be to continue publishing national
magazines. C-C has bought, subject to FCC
approval, KFWB Hollywood, Calif., KULA-
AM-TV Honolulu, and Consolidated Television
& Radio Broadcasters Inc. (Harry M. Bitner
interests) in Indianapolis, Grand Rapids, Min-
neapolis and Flint, for total of six radio and
four tv stations [BeT, April 30, et seq.]

Seeks Majority Control

FCC Friday was asked to approve transfer of
control of KMVI-AM-TV Wailuku, T. H,, to
J. Walter Cameron, present 41,7% stockholder.
Mr. Cameron, local businessman, purchases,
subject to FCC approval, 41% of stations held
by Maui Pineapple Co., for $30,950. KMVI-TV
is on ch. 12 and is satellite of KONA (TV)}
Honolulu. KMV is 550 ke, 1 kw.

o BUSINESS BRIEFLY

RADIO IN 165 ® Pharmaco Inc. (Feen-a-Mint
and Chooz), Kenilworth, N. J., planning radio
spot announcement campaign using daytime
minuotes in about 165 markets, starting Sept.
17. Contract runs from 26 to 34 weeks de-
pending on market. Doherty, Clifford, Steers
& Shenfield, N. Y., is agency.

TIME FOR HALO e Colgate-Palmolive Co.
(Halo shampoo), N. Y., asking for radio and
television availabilities starting July 31 to run
through end of year. Approximately five to 15
announcements weekly will be used *in each
market. Nearly 100 radio and 70 television
stations will be used for campaign. Carl S.
Brown, N. Y., is agency.

NEXT TO MICKEY e Hassenfield Brothers
{novelties manufacturer), Central Falls, R. I,
buying chain breaks next to Mickey Mouse
Club on number of ABC-TV stations, to start
early in September and run to Christmas. Bo
Bernstein, Providence, is agency.

POLITICAL TV e Alliance Tennarotor (rotat-
ing antenna for television sets), Alliance, Ohio,
considering tv spot announcement campaign to
start in August on stations carrying political
coverage of conventions and election. Fuller &
Smith & Ross, Cleveland, is agency.

CLOTHES BUY ¢ Howard Clothes, N. Y., to
use three-week spot saturation campaign on 13
radio stations in New York, Philadelphia, Chi-
cago and Boston, starting July 15. Agency:
Peck Adv., N, Y.

CANDIDATE LOOKING ¢ Pennsylvania
Democratic Committee, for candidate Joe
Clark’s U. S. senatorial race, looking for five,
ten and fifteen-minute periods in television
throughout Pennsylvania, to start Sept. 17 and
run through Nov, 5. Group is interested basic-
ally in weather and news shows and women’s
participations in early and mid-evening. Radio
and tv spots will also be used. Kastor, Farrell,
Chesley & Clifford, N. Y., is agency.

Committee Won’t Subpoena
N. W. Ayer, ‘Post-Dispatch’

NO SUBPOENAS will be issued against N, W.
Ayer & Son, Philadelphia, or against Sr. Louis
Post-Dispatch, Rep. Clarence Cannon (D-Mo.),
chairman of House Appropriations Committee,
announced Friday following voluntary appear-
ance of Edward R. Dunning, executive vice
president of advertising company. St. Louis
newspaper refused to permit editorial writer to
voluntarily appear. Committee was seeking in-
formation on $100,000 one-shot newspaper
campaign by group of private power companies

-regarding atomic energy development and back-

ground on Post-Dispatch editorial on same
subject. ’

Earlier in week, Rep. Frank T. Bow (R-
Ohio), former WHBC Canton, Ohio, news-
caster and general counsel for Cox committee
which investigated FCC in early 40s, warned
colleagues in House floor speech that commit-
tee's action to issue subpoenas was “dangerous
and unprecedented.” He said he feared commit-
tee's action “invaded the freedom of press” and
was “political excursion.”
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This group of experienced

THEIR Meredith station executives

meet regularly, sharing
Ex P E R I E N c E their ideas, their know-how.
YOUR The result, their better broad-

casting, better telecasting —
SALES RESULTS and your better sales results.

10 ke, |\ mpannal 5 Channsl §
iy , Channel AT

Represente d by KATZ AGENCY INC. JOHN BLAIR & CO BLAIR TV, INC.

MEREDITH Zadie and Telewision STATIONS
affiliated with Bﬂttﬁr “0“"33 ﬂ“d ﬂﬂl‘dl}nS ani Successful Furming magazines

I
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Peoria, Springfield, Raleigh
Tv Grants Issued by FCC

FCC issued three final tv decisions Friday—
granting ch. 8, Peoria, Ill,, to WIRL there; ch.
2 Springfield, 1., to WMAY-TV Inc, and
ch. 5 Raleigh, N. C,, tc WRAL there.

Peoria and Springfield grants forbade con-
struction until outcome of pending deintermix-
ture proceedings in those two cities (see alloca-
ticns story, page 27).

Grant to WIRL Peoria sustained examiner’s
decision, was made on preferences given that
station for local ownership, civic participation
of principals, diversification of business inter-
ests of principals, integration of ownership and
management and diversification of media of
mass communications. WIRL owned by Tim-
othy W. Swain and John H. and Edward J.
Altorfer. Losing” applicant WMDB Peoria
owned by Charles C. Caley, 66%5%, and John
E. Fetzer, 3314 %, who have other radio and tv
interests.

Reversing examiner in grant to WMAY Tv
Ine. in Springfield, FCC found it to be preferred
on grounds of broadcast experience of owners
and integration of ownership and management.
WMAY Tv Inc. owned 50% by WMAY that
city and 28.5% by Lee Ruwitch (WTV]J [TV]
Miami, Fla.}. Losing applicant Sangamon Val-
ley Tv Corp. is 40% owned by WTAX Spring-
field.

Sustaining examiner’s initial decision, grant

FAST FASHIONS

IN WHAT was termed “another example
of the importance of television as a news
medium,” Peter Pan Foundations Inc.
(bras and girdles), New York, announced
it wilt sponsor Paris Fashion Preview on
ABC-TV Aug. 29 {3:30-4 p.m. EDT) on
same day that news of new Paris fall-
winter fashions are carried in newspapers
and magazines. Agency is Ben Sackheim,
New York.

Peter Pan spokesman added that Peter
Pan sponsorship marks first use of net-
work tv on major scale. He estimated
that cost of filming fashions, plus expend-
itures for time and talent, would run to
about $100,000.

to WRAL in Raleigh was predicated on integra-
tion of ownership and management, diversifica-
tion of business interests of principals and
diversification of ownership of media of com-
munications. In latter Commission accepted
examiner’s reasoning which held that WRAL
should be preferred becausc it would give that
station dominant tv station in Raleigh, leaving
competitor WPTF with dominant radio station.
Raleigh News & Observer, dominant printed
media, owns 14% of WNAO-AM-FM-TV
Raleigh (ch. 28). WRAL is owned by A. J.
Fletcher and family.

PEOPLE

ELDON E. SMITH, vice president, Young &
Rubicam, appointed manager of Chicago office.
He has been manager of merchandising depart-
ment and member of agency’s plans board in
New York since 1953.

JOHN BROOKMAN, former vice president and
manager of Ruthrauff & Ryan’s Toronto office
(recently closed), to BBDO, samc city, as senior
account executive.

NORMAN BAER, director of radio and televi-
sion, Hilton & Riggio, N. Y., to Lewin, Wil-
liams & Saylor Inc. in same capacity.

W. SCOTT LEONARD, formerly vice president
and account supervisor at Young & Rubicam,
Chicago, and with agency past eight vears, to
J. Walter Thompson Co., same city, as account
representative effective today (Mon.), ROBERT
D. DOHN, formerly art director at Foote, Cone
& Belding, Chicago, fo Thompson in similar
capacity, and BETTY STUART SMITH, direc-
tor of radio-tv publicity for all agency accounts
in New York, transferred to Thompson in Chi-
cago as copywriter on Kraft Foods account.

MILTON PICKMAN, production assistant to
Jerry Wald at Columbia Pictures, Hollywood,
appointed vice president in charge of program-
ming for Briskin Productions Inc., Hollywood,
which supervises production for Screen Gems
Inc,, tv film production and distribution sub-
sidiary of Columbia Pictures.

ROBERT H. HARTER appointed sales man-
ager of Central Broadcasting Co. (WHO-AM-
TV Des Moines, Iowa).

JAMES T. WELLS JR,, formerly copy super-
visor on RCA-Victor records and other ac-
counts at Grey Adv. Agency, N. Y., to copy
staff of Needham, Louis & Brorby, same city.

AAAA Names Top Officers
For 1956 Committee Duties

APPOINTMENT of chairmen and vice chair-
men of six committees and nine standing com-
mittees to serve for year ending next May 31
announced by American Assn. of Advertising
Agencies’ board include renaming of Frank G.
Silvernail of BBDO, N. Y., as chairman, and
Jane Daly of Earle Ludgin, Chicago, as vice
chairman of broadcast media unit. Also re-
named: John F. Devine of J. Walter Thompson
Co., N. Y., as chairman, and C. Burt Oliver
of Foote, Cone & Belding, Hollywood, as vice
chairman of television and radio administration
committee. Both broadcast media and tv-radio
administration are standing committees.

Named to six committees from among AAAA
directors-at-large were these chairmen and vice
chairmen:

Advertiser relations: chairman, Harry Hard-
ing of Young & Rubicam, N. Y.; vice chair-
man, William A. Marsteller (reappointment)
of Marsteller, Rickard, Gebhardt & Reed, Chi-
cago; agency administration: chairman, Bryan
Houston of Bryan Houston, N. Y.; vice chair-
man, Larry Wherry of Wherry, Baker & Tilden,
Chicago; agency personnel: chairman, Joseph
H. Epstein (reappointment) of Fitzgerald Adv,,
New Orleans; vice chairman, Henry C. Flower
Jr. of J. Walter Thompson Co., N. Y.; govern-
ment, public and educator relations: chairman,
Robert M. Ganger (reappointment) of D'Arcy
Adv., N. Y,; vice chairman, Otto Kleppner of
Klepprner Co., N. Y.; improvement of advertis-
ing content: chairman, Arthur E. Tatham (re-
appointment) of Tatham-Laird, Chicago; vice
chairman, Edwin Cox (reappointment) of Ken-
yon & Eckhardt, N. Y.; media relations: chair-
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man, Emerson Foote of McCann-Erickson,
N. Y.; vice chairman, Peter G. Levathes (re-
appointment) of Young & Rubicam, N. Y.

Designated to other seven standing commit-
tees were following:

Business publications: chairman, C. E. Liv-
ingston of Ketchum, MacLeod & Grove, Pitts-
burgh; vice chairman, Fred Wittner of Fred
Wittner Adv., N. Y.; international advertising:
chairman, Vincent Tutching of McCann-Erick-
son, N. Y.; vice chairman, W. A. Weaver of
Griswold-Eshleman Co., Cleveland; magazines
and farm papers: chairman, William E. Steers
(reappointment) of Doherty, Clifford, Steers &
Shenfield, N. Y.; vice chairman, E. W. Froelich
(reappointment) of MacManus, John & Adams,
Bloomfield Hills, Mich.; mechanical produc-
tion: chairman, Erwin A. Miessler (reappoint-
ment) of Needham, Louis & Brorby, Chicago;
vice chairman, Milton J. Sutter (reappointment)
of Cunningham & Walsh, N. Y.; newspapers:
chairman, Daniel M. Gordon of Ruthrauff &
Ryan, N. Y.; vice chairman, Robert F. Husscy
of Foote, Cone & Belding, Chicago; outdoor
and transportation advertising: chairman, J. J.
Hartigan (reappointment) of Campbell-Ewald
Co., Detroit; vice chairman, W. F. MacDonald
(reappointment) of Kudner Agency, N. Y
research: chairman, D. E. Robinson (reappoint-
ment) of C. J. LaRoche & Co, N. Y.; vice
chairman, Edward Battey (reappointment) of
Compton Adv., N. Y.

Hauser Seeks Eureka Ch. 13

APPLICATION for ch. 13 at Eureka, Calif.
(with studio at Humboldt), filed with FCC Fri-
day by Carroll R. Hauser, owner of KHUM
Eureka and 45%-owner of KVEN Ventura,
Calif.

Poller Would Buy WOPT (TV)
As Subscription Tv Station

APPLICATION to purchase ch. 44 WOPT
(TV) Chicago, provided FCC will allow station
to be operated on parttime subscription-tv basis,
was filed with Commission Friday by Lou
Poller, who early last month asked FCC to
authorize pay-tv operation for his ch. 25
WCAN-TV Milwaukee [BeT, June 18].

Purchase of WOPT from WOPA Inc., en-
tailed no cash and did not involve WOPA-AM-
FM. If FCC approves purchase (this assumes
approval of pay-tv. plan), Poller firm (Tv Ex-
hibitors of America) would issue WOPA Inc.
714 9% of non-voting, Class B stock in WOPT,
according to application.

Proposed Chicago fee-tv operation would be
similar to that envisioned for Milwaukee with
25% paid, 75% normal operation.

Right Once, Sindlinger
Again Predicts Sunday Duel

SUBSTANTIATING prediction of Sindlinger
& Co. that Steve Allen’s first telecast opposite
Ed Sullivan (June 24) would fail to attract half
as many viewers as Sullivan [B®T, June 25],
Sindlinger interviewers early last week found
actual viewing in ratio of 67.8% for Sullivan
to 32.2% for Allen. Pulse rated Sullivan 35.3,
Allen 15.1; Trendex, Sullivan 24.6, Allen 13.3.
Sindlinger Thursday estimated that Allen’s sec-
ond telecast (yesterday), would reduce audience
ratio to threeto-two, 59.4% or 42,025,000
viewers for Sullivan, 40.6% or 28,766,000 for
Allen.
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the week in brief

FCC CHARTS TV FUTURE
Beginning with immediate deintermix-
ture of 13 markets, Commission’s long-
range plan envisages eventual shift of
all tv to uhf, if uhf performance can
be raised to vhf level ... ... ... ... 27
Full text of FCC report ... ...... 91

MEDIA FACE GREATEST CHALLENGE

Advertising media must keep retail sales
going up as automation shifts burden
of continued business expansion from
production to distribution, Advertising
Assn. of West convention hears ...29

TV DRAWS AUTO PROSPECTS
Dealers and customers agree that tele-
vision does best job of any medium in
luring people into automobile ‘show-
rooms, studies by ABC-TV and TvB
reveal ... .. ... .. . . .. ... ... ... 35

PRODUCERS SUE REVLON
Broadway producers charge cosmetic
firm with depriving them of services of
Hal March, $64,000 Question m.c., for
play scheduled for fall production . .42

ARF PLANS TV SET REPORT
$17,000 study, financed by the tv net-
works, NARTB and TvB, will com-
bine Census and Nielsen data to give
county-by-county estimate of tv fami-
lies for February 1956, Advertising Re-
search Foundation announces ... .. 46

NTA FILM NETWORK
National Telefilm Assoc. film net-
work, to start in QOctober, ailready has
50 affiliated stations, NTA President
Ely A. Landau reports .......... 56

TELEPROMPTER NETWORK NEARER

Leading station operators join com-
mittee to help launch nationwide, pri-
vately-owned wire communications net-

HOUSE PROBES NBC-WBC SWAP
Exchange of NBC’s radic-tv properties
in Cleveland for those of Westinghouse
Broadcasting Co. in Philadelphia gets
close scrutiny by House Antitrust Sub-
committee . . ... ............. ... 60"

NO NEW RULES SEEN FOR TV
Kenneth Cox, special counsel to Senate
Commerce Committee, tells ATAS that
no new regulations of television are
being sought now, but warns that Con-
gress will watch closely for signs of
“abuses” ......... ... . ... ... .. 66

RADIO STATION GROUP INDICTED
Federal grand jury indicts the Philadel-
phia Radio & Television Broadcasters
Assn., 10 Philadelphia radio stations
and nine station officers on charges
of illegal fixing of station rates ... 67

COURT STAYS READ EXPULSION
Leader of AFM Hollywood Local 47
revolt against union’s trust fund poli-
cies gets court order staying his ex-
pulsion .. ... . ... ... . ..., ... 72

MBS OUTLETS LIKE NEW PACT

Two-week series of regional meetings
show plan generally accepted, Mutual
officials say, although some stations
expected to leave network .. .. ... 74

AAW PRESENTS AWARDS
Southern Pacific radio jingle and
Chevrolet tv spot win top honors in
annual competition of Advertising
Assn.of West . ............... .. 80

TELESTATUS

BeT's monthly report. of tv stations,
operating and proposed, listed by city
and state, with network, representative,
base rate, colorcasting equipment and

work for broadcasting industry ... .58 estimated sets in coverage area ... 83

departments
Advertisers & Agencies 29  Government . .. .. .. 60  Our Respects ....... 20
At Deadline ........ 7 In Public Interest . . . .. 100 Personnel Relations .. 72
Awards ...... . ... .. 80 In Review .......... 14 Playback .. ....... .. 72
Closed Cirevit . ... . .. 5  International......... 81 Professional Services.” 73
Colorcasting ... ..... 46 lead Story . ... .. .. 27 Program Services .... 58
Editorials .......... 110 Manufacturing ... ... 79 Programs & Promotion 98
Education . ...... . .. 82 Networks .. .. ... ... 74  Stations .. ... . ... 67
Film . ............ .. 56  On All Accounts .. . .. 24  Telestatus .. . . . 83
For the Record ... ... 99  Open Mike ... .. ... . 18 Trade Assns. ..... . . 77
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Here's the business end of a high-powered motoring market you may be
missing . . . currently wheeling along at the rate of $514-million for gas,
oil and automotive products. Western Michigan motorists are YOURS . . .
when you buy WOOD-TV, Grand Rapids’ only television station . . . the
country’s 18th television market. Ask us to tell you more!

o o D I v WOODLanD CENTER
GRAND RAPIDS, MICHIGAN

NBC BASIC: ABC SUPPLEMENTARY ¢ ASSOCIATES: WFBM-AM
REPRESENTED BY KATZ AGENCY

CRANDWOOD BROADCASTING COMPANY o
AND TV.INDIANAPOLIS: WFDF, FLINT. WTCN-AM AND TV. MINNEAPOLIS =«

BROADCASTING ® TELLCASTING

July 2, 1955 @ Page 11



-

JRCHLE i 5 2 -
The sun—the water—and the world's most beautiful beaches still remain the Miami
Area’s greatest commodity, and the Great American Tourist, its leading customer,
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remarkable new records. One airline experienced an 85% increase between April 15

and June 1 in package-vacation tours alone,while another predicts a 40% increase in all
Present hotels showed an average season occupancy of 93.3%, and some $40 million Miami trips during balance of summer. Railroads and bus lines are scheduling special
will be invested this year in new tourist facilities. Summer vacations are establishing trains and trips to carry greatly increased summer loads, greatest in Miami's history.
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The beautiful Miami skyline is familiar to moat of the nation, but behind this
lovely scene is an important industrial boom. The county now ranks first in

While Florida's farm economy has been somewhat obscured by vacationland

and industrial publicity, agriculture is an area of vast importance. The cattle
Florida in industrial production, and a total of some $316 million in new projects

{cement plants, aircraft industries, etc.) will solidify that position.

Al

industry ranks second in the nation, and the economic value to Dade County
(Miami) of all farming interests is in excess of $75 million per year.
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Deep channel port facilities bring ocean vessels (and voyagers) virtually
to the center of Miami's downtown area, and cruise ships add their
facilities to a greatly expanded transportation system.

‘The University of Miami, poesibly the nation’s most modern,‘is Florida's
largest with an enrollmgnt of 11,077. The recent establishment of the
state’s first medical school at the University has provided added prestige.

114 MOVED IN TODAY

Every day is “moving-in” day in Greater Miami. 42,000
new permanent residents in each of the past five years have
stimulated phenomenal residential construction, and new-
record tourist seasons keep hotel-motel construction at
an equally high peak.

1956 public school enrollment increased 12.2% over
1955 and a $34 million bond issue will provide over 1,000
additional classrooms for next year’s crop of youngsters.

Greater Miami is enjoying an increased earning
power generated by 249,000 non-agricultural jobs, while
all-important retail sales moved up to a new level of over
a billion dollars in ’55 (a gain of 15.2% over 1954 against
a national gain for the same periods of only 9.3%).
“Effective Buying Income’ is measured at over $1% bil-
lion by Sales Management Magazine ($6,047 per family)

in a population area of 744,000 as of January 1,1956.

Federal Reserve ‘“Bank Debits,”” a reliable business
yardstick, soared to a new high of over $6 % billion in ’55,
a healthy 22.8% increase over '54 — and a remarkable
265% over '45.

Serving this booming Florida market are two Storer
Broadcasting Company stations: WGBS, a 50 kw CBS
Network (radio) affiliate, and WGBS-TV. Both stations
are enjoj(ing new peaks in audiences and the widest cover-
age in their respective fields. A strong merchandising
service keeps pace with the rapidly expanding retail store
development. Like all Storer stations, program policies of
both WGBS and WGBS-T'V make them ‘“local stations,”
while maximum power guarantees best reception through-
out the entire Greater Miami area. c

WSPD

STORER

wWJlw

wWJBK WAGA WBRC WWVA wGas

Tolade, Ohio  Clavelond, Ohic  Detroit, Michigan  Atlanta, Gecrgla  Pitmingham, Alabama  Whesling, W, Yirginia  Miaml, Florida
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TOM HARKER —vice-president ond national sales director

g BOB WOOD-—national sales manager
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WBRC-TV KPTV

Portlond, Oregon

waBs-TvV
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LEW JOHNSON—midwest soles monoger ® 230 North Michigan Avenve, Chicago 1 * Franklin 2-6498
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CAPITAL TYPES #31

THE HORSEWOMAN

Noted for her firm seat
and fixed grin;hates ani-
mals and high places but
grew up with the motto
“Never Say Die”onher bed-
room wall. Proud of the
Giddings-Robsjohn family
tradition. Friends call
her“Yoicks,” refer to her
intimates as“stablemates.”
. Fond of down cushions and
Chanel #5. Passionate
about needlepoint, has
drawer full of antimacas-
sars crocheted in secret.

But Washington advertis-
ers are keepingno se-
crets when they advertise
on WTOP Radio. WTOP gives
them(1)the largest aver-
age share of audience(2)
themost quarter-hourwins
(3)Washington’s most popu-
lar personalities and (4)
ten times the power of any
other radio station in the
Washington area.

WTOP RADIO

Operated by The Washington Post Broadcast
Division » Represented by CBS Radio Spot Sales

Page 14 o July 2, 1956

IN REVIEW

HAPPY BIRTHDAY

THOSE GREMLINS who played such a big

part in last season's “Alice in Wonderland”

(Hallmark Hall of Fame) were back again last

Monday night, stealing the show from the cast

of “Happy Birthday” with such electronic

effects as oscillating furniture, translucent liquor
bottles, gurgling sound-effects, superimposed
glassware and whatever else NBC-TV’s sleight

o' hands boys could muster in the way of dis-

tractions. It was like taking candy from a baby,

considering that the storyline of Anita Loos'
play is and always has been incredibly complex
and downright silly most of the time.

If the play wasn’t “the thing,” it probably
was the idea of bringing to tv this Decameron
night in a Newark tavern. The decision to do
it must have been somewhat hard for the net-
work and agency, beseiged as they are, by two
opposing audience factions: the one demanding
more sophisticated, mature tv; the other calling
for more “wholesome American family enter-
tainment.”

Though the attractive Betty Field was handi-
capped by too-appealing looks and clothes to
be a prissy old maid, she still managed to im-
press us as a frustrated dumpling having the
time of her life on, under or astride the bar.
Her performance was satisfactorily comple-
mented by the colorcasting and the work of her
supporting cast, notably, Barry Nelson, Enid
Markey, Tina Louise, Bill Harrigan and Luella
Gear.

Production costs: $140,000.

Sponsored by Ford Motor Co. and RCA Victor
through Kenyon & Eckhardt Inc., June 25, on
Producer’s Showcase, on NBC-TV in color
and black-and-white every fourth Monday,
8-9:30 p.m. EDT.

Producer-director: Alex Segal; associate pro-
ducer: Andrew McCullough, associate direc-
tor: Dean Whitmore; author: Anita Loos;
tv adaptor: Robert Wallsten; musical director:
George Bassman; settings: Otis Riggs; techni-
cal director: Jack Coffey; production assistant:
Edith Hamlin.

CBS CARTOON THEATRE

AS LIGHT (and lightweight) summer fare,
CBS-TV's newest venture into cartoonland is
not likely to create any stir around network
quarters or any qualms in the Disneyland camp.
Its June 20 CBS Cartoon Theatre offered
viewers a group of Paul Terry cartoons, includ-
ing Gandy Goose, Heckel and Jeckel, plus those
two delightful hellions, Tom and Jerry, pieced
together with pattern by Dick Van Dyke. He
commented on the authenticity of historical
characters, inserted a plug for The Adventures
of Robin Hood (also a CBS-TYV series) and gave
water safety tips for the small fry. Mr. Van
Dyke has a pleasant and smooth manner about
him which, far from being condescending, ap-
pears a bit too lofty for the juvenile audience.
Slated opposite ABC-TV's full-hour Disney-
land for the summer, Cartoon Theatre is not
apt t0 win many viewers during the 7:30-8 p:m.
slot, any more than Arthur Godfrey is during
the second half of Disneyland. Nor is it likely
to influence advertisers (Cartoon Theatre is
aired on a limited CBS-TV network, sustain-
ing). It’s hard to envision it as a tv staple.
This reviewer, an old Tom & Jerry fan, con-
cedes that cartoons are popular, but isn't there
a glut of them on tv already? And don’t they
belong on local stations instead of in prime
network time?
Production costs (gross): $25,000.
Telecast June 20 by CBS-TV, 7:30-8 p.m.
(EDT), sustaining.
Announcer: Dick Van Dyke; producer: Michael
Grilikhes; director: Howard Magwood; writer:
Bill Dammie.

THE STEVE ALLEN SHOW

“THE SAME old thing” has no place in a
Steve Allen format, as he has proved to nation-
wide audiences for the past few years on the
Tonight show. Now he’s in the big time as
time spots go—=8-9 p.m. Sunday—and as imag-
inative as ever. .
Things got off to a properly informal start
when the show opened on comic Jerry Lewis
instead of Mr. Allen. Then the inevitable ap-
pearance of Bob Hope to plug some movie (the
name of which won't be mentioned here).
Then some clever jibes at the opposing Ed
Sullivan show. Then a bit of business where
Steve played the piano while various scenes
gave the viewer something to look at: a meat

- grinder, Skitch Henderson’s head on a platter,

etc.

Hits of the show: The commercial parodies
featuring “testimonials” by Dane Clark, Vin-
cent Price and Wally Cox. Steve’s routine with
Kim Novak on “teaching while you entertain”
television. The finale “Death of the Blues”
duet with Steve and Sammy Davis Jr.

Misses: The opening Davis Jr. routines. Not
that they were bad, but Mr. Allen relinquished
much too much time to the act. For a while
it looked more like The Sammy Davis Jr.
Show.

Near miss: The rooftop ballet with Bambi
Linn and Rod Alexander. It turned out to be
interesting as novelty but poor as dance.

Verdict: Results may not always be the most
expert, but the show promises to be exciting.

Production costs: Approximately $55,000.

Sponscred on NBC-TV by Brown & William-
son Tobacco through Ted Bates & Co.; Avco
Mjg. through Compton Adv., Andrew Jer-
gens through Robert W. Orr Assoc.; three
out of four Sundays, 8-9 p.m. EDT.

Executive producer: Jules Green; producer:
Bill Harbach; director: Dwight Hemion;
musical director: Skitch Henderson; an-
nouncer: Gene Rayburn; NBC program su-
pervisor: Alan Courtney; writers: Steve Al-
len, Stan Burns and Herb Sargent; unit man-
ager: Jim Reina.

SEEN & HEARD

To meet NBC-TV's new challenge to his su-
premacy in the Sunday evening 8-9 period, Ed
Sullivan on June 24 celebrated his eighth anni-
versary with 45 guests, practically all stars
whose names are top flight audience attractions.
True, most of them appeared only to take bows
and join in a chorus of “Happy Anniversary
to You,” but they were there, as promised.
Moreover, unlike too many anniversary cele-
brations, Mr. Sullivan and his producers did
not neglect to have a show as well as greetings,
with songs by Kate Smith, Teresa Brewer and
Harry Belafonte, comedy by Jack Paar and—
not forgetting his younger fans—a troupe of
performing bears. In other words, it was just
the type of show that has put Sullivan into
his enviable position and we predict Steve
Allen’s going to have a tough time usurping
his throne.

Perhaps it’s the heat that brought forth such
talent last week in television, Whatever the
cause, kudos are demanded for at least two of
the week’s performances: To Lorenzo Semple
Jr., who wrote the script for Alcoa Hour's
“The Archangel Harrigan,” a delightful fantasy
about an Irish rogue who woos a Scottish miss
in rural America. To John Drainie, whose por-
trayal of “Mr. Arcularis” in Monday’s Studio
One Summer Theatre production of the same
name was both spellbinding and supremely
professional.

BROADCASTING ® TELRCASTING




Ready for lunch?

Just a few chapters ago you took off on United’s deluxe DC-7

nonstop. Another 700 miles will speed by between cocktails and
dessert. Before you know it you've arrived at your destination —
relaxed, composed. Ready for anything.
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United offers 4 luxurious nonstops daily each way between New
York and both Los Angeles and San Francisco . . . also deluxe
DC-7 nonstops from Chicago to Los Angeles, San Francisco and
" New York. Enjoy this fine service on your next trip.
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Advertisers are spending more dollars with the NBC Radio Network on weekends
438 %
than with any other network... © more than with the second network.
During its first year, MONITOR increased NBC Radio Network weekend reve-
nues —in the face of a decline in weekend revenue on all other networks — by
o)
o over the preceding year.
278 Yo over the precea
MONITOR has moved steadily from 30% sold-out in the first quarter of 1956 to
o A8 Yo .

more than O sold-out for this August. By next month, NBC Radio
will be delivering over 7,000,0 0 O more listener commercial
impressions, week‘ends, than any other network.

You belong on MONITOR, 'Wheré advertisers have placed so many stamps of

o NBC RADIO NETWORK

a service of @
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OPEN MIKE

How Ayer Charges

EDITOR:

The article on the 15% commission in your
issue of June 18 is very interesting and well
written, but it is not up to date in regard to
Ayer.

It is true that, until 1949, we charged a com-
mission of 16%5% on the net cost to us of time,
space and other commissionable expenses. But
in 1949 we changed to a straight 15% of the
gross cost of time and space, and 15% of other
commissionable expenses.* This brought our
charges exactly into line with those of other
agencies, although in billing for space and time
we use a formula which permits us to receive
our compensation from our clients rather than
from media. This is in accord with our long-
standing policy of making sure that, both
actually and legally, we are working for the
advertiser.

If you would like some background on the
reason for our 1949 change, here it is: Our
16%4% of the net cost of space and time worked
out as slightly less than the 15% of the gross
charged by other agencies. Our 16% % of other
commissionable charges was more than the
charges made by other agencies. These differ-
ences just about cancelled each other out until
television, with its high production costs, be-
came an important factor. At that point, in
order to keep our charges in balance with
charges made by other agencies, we dropped
our policy of charging 16% % on the net and
adopted the 15% system.

Richard P. Powell, Vice President
N. W, Ayer & Son inc.
Philadelphia, Pa.

What's Newsworthy?

EDITOR:

In your June 18 issue you have published
a report from Troy Knowles of the Helene
Curtis Industries. On the subject of “Free
Plugs Supported, Says Cosmetic Company,”’
Mr. Knowles was quoted as saying: “The ques-
tion of free versus paid time assumes that the
only thing newsworthy is on a commercial.”

This remark is almost too absurd to warrant
an answer. Mr. Knowles, suppose you try get-
ting your so called “free plugs™ or newsworthy
notes to the various news services which serve
radio. I feel sure that such accounts as Wrig-
ley chewing gum and Coca-Cola do not evalu-
ate their fine commercial copy, which in some
cases has remained unchanged for years, as
newsworthy. They want te sell merchandise
and are willing to pay forit...

1. M. McDonald, Gen. Mgr.
KURYV Edinburg, Tex.

Vincent Hartnett, Researcher

EDITOR:

In the article, “Faulk Sues AWARE for
‘Blacklisting,’ ” which appears on page 31 of
the June 25 issue of your indispensable maga-~
zine, the following statement is attributed to
me:

“I am hired by agencies, sponsors and net-
works to look into the. qualifications of persons
they plan to use on radio and tv programs.
Following my investigation, I find and report
on any political activity in which the person
under examination may have participated.”

This is not an accurate quotation of what I
said over the phone to your able reporter. I
did not use the word, “investigation.” I am not
an investigator and have not the training or
facilities to conduct investigations. I am 2 re-
searcher. I have comprehensive files on com-
munists and communist-fronters in the enter-
tainment industry. What I said was that I

“check” names proposed to me, to ascertain
whether the individuals involved have or do
not have records of affiliation of one kind or
the other with the Communist Party or with
communist “fronts” and causes.

I did not use the phrase, “political activity.”
I am not concerned with individuals’ political
activity. 1 am concerned about whether thay
did or did not engage in communist or pro-
communist activity.

The statement attributed to me in direct
quotes was inaccurate and might well be dam-
aging to me in my profession. I would appre-
ciate your making a prompt correction.

Vincent W. Hartnett
New York

Jeweled Coach
EDITOR:

~  Mr. Mack [Larry Mack, Slenderella presi-

dent] has read the article, “Radio: Jeweled
Coach for Slenderella,” in your June 4 issue
and he has asked me to write and tell you how
much he liked it.

It is an excellent article, as evidenced by the
many compliments we have received on it, and
your interest and consideration are very much
appreciated.

. Margareth Gibbs, Asst. to the Pres.
Slenderella, International
Stamford, Conn.

Free Speech in Action
EDITOR:

On June 28 Santa Barbara radio station
KIST will celebrate the second anniversary of
its Free Speech program, which is unique in
that [it affords listeners] free opportunity to
[exercise that right]. By merely picking up the
receiver at home, place of business or telephone
booth and dialing Woodland 3931 at a given
time, one is soon connected with a broadcasting
medium whereby he or she is “on the air.”

Any person’s views on public matters or
officials, one’s innermost thoughts or convic-
tions, are permitted (within propriety) and
expressed on this Free Speech program. Par-
ticipants include hundreds of citizens who have
spoken, many more than once .

Through the medium of this valuable pro-
gram citizens have influenced public affairs n
Santa Barbara City and County, as well as Cali-
fornia State, as follows:

(1) A long overdue special election for state
senator in Santa Barbara County and vicinity,
being thoroughly publicized on the program by
citizens in 1955, had much to do with forcing
Gov. Goodwin J. Knight to cobey the state
constitution by calling this election.

(2) Free Speech was a large factor,in Santa
Barbara City whereby a majority of its speak-
ers on the matter of a public golf course fa-

- vored same and a bond issue for this purpose.

was approved by the voters.

(3) Discussions on traffic conditions, street
improvements, education, taxes, city depart-
ments and the general welfare of the people
socially, culturally and at business and work
have created much public interest and practical
results.

Free Speech is also a public forum—a meet-
ing of the minds, so to speak. Controversial
issues dealing with national and international
affairs—with matters legal, moral, practical
and ethical—of everyday living, have been
presented and discussed pro and con.

Harry C. Butcher, owner of KIST and origi-
nator of the Free Speech program, his staff
and moderators, are all to be congratulated on
its moral success and achievements . . .

Irving Polsteln {a listener)
Santa Barbara, Calif.
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While the nation’s harried,

of course.

No. 1 glamour girl*
tried to givé photographers the slip,

United Press Newspictures
Joseph J. Gazdak made this shot.
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*Marilyn Monroe,




CASE HISTORY-WOMEN’'S WEAR

Sally is 18 this year. A beautiful
and healthy 18, thanks largely to
the good nutrition of Southern Cal-
ifornia Radio.

Since 1938 the Sally Shops have
been a family enterprise of the
Zuckermans; Ted and Marvin and
their father, H. Lew. Their object:
bring high fashion to the South-
land at popular prices. Their meth-
od: take the stores to the women
in their residential neighborhoods.

Foreseeing both the growth and the
decentralization of Los Angeles,
Sally harnessed the giant of adver-
tising media, Radio, to carry the
bulk of advertising. Morning news-
casts and a half-dozen weekend
five-minute programs are on KBIG.
Spots are run on two other fine Los
Angeles independents.

Results? Sally Shops have grown
from one small store to beautiful,
modern fashion centers in 15 com-
munities in Los Angeles, Ventura
and San Bernardino Counties,
Sales have increased substantially
every year.

Says John Bainbridge, account ex-
ecutive, The Lansdale Company Ad-
vertising Agency: “Radio has been
our indispensable tool in making
Sally’s the ‘Most Walked about
Clothes in Town’ . . . by making
them the ‘Most Talked About'!”

Huge, sprawling, rich Southern
California is reached best by radio:
KBIG RADIO, for greatest cover-
age at lowest cost-per-thousand.

B

JOHN POOLE BROADCASTING CO.

8640 Sunset Blvd,.Los Angeles 28, Callfornia

Telaphone: HOlywood 3-3206

Nat. Rep. WEED and Compoany

The Calaling Station
10,000 Waltis
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our respects

to ROBERT WILFRED CARPENTER

ALTHOUGH he had no particular affinity for
driving an ice truck, Robert W. Carpenter,
vice president in charge of station relations for
MBS, had reason to believe as a youth that the
feeling wasn’t mutual-—insofar as the ice truck
was concerned.

Twice during his career Mr. Carpenter
guided such a vehicle on New Jersey highways
because of the press of economic circum-
stances. Today, as he busily criss-crosses the
country several times a year attempting to keep
some 500-odd Mutual affiliates happy, Mr.
Carpenter can look backward and comment
wryly: “You can’t beat those regular hours on
the truck!” Mr. Carpenter's arduous schedule
as station “trouble-shooter” for the world’s
largest network might faze an individual with
a less formidable basic training in hard work.

Robert Wilfred Carpenter was born in Eliza-
beth, N. J., on Sept. 30, 1909, one of six boys
in a family that believed all youngsters should
perform household chores. He grew up in
Roselle Park, N. J., and was graduated from
the local high school in 1928,

Though Mr, Carpenter had set his sights on
a college education, he had to defer his plans
for lack of funds. He decided to work for a
while, save some money and enter college at
a later date. It was at this point that Mr, Car-
penter had his experience in hauling ice.

Some months later, he switched to a factory
job at the Western Electric Co. in Kearney,
N. I., and later to one at the Ford Motor Co.
plant in Edgewater, N: J. The arrival of
the depression shattered Mr, Carpenter’s hopes
of attending college, and in the next four years,
he worked at several jobs, including a second
tour on the ice truck.

Early in 1934, a friend tipped off Mr. Car-
penter to a job opportunity that held promise
of broadening his occupational .vista: CBS was
going to have an opening in its accounting de-
partment in three months, Undismayed by his
lack of background in accounting, Mr. Carpen-
ter enrolled for a short course in accounting
in the night division of the Drake Business Col-
lege in Elizabeth. Armed with two months’
worth of knowledge in accounting, he arranged
for an interview for the job at CBS. He waus
hired by Samuel R, Dean, currently treasurer
of CBS, as a clerk on the accounting staff,

At CBS he displayed a penchant for figures
as well as for administration. Three years after
joining the network, he was promoted to comp-
troller of WBT Charlotte, N. C., then a CBS-
owned station. In 1940, he was moved to St.
Louis as comptroller of KNOX, and in 1941,
he was appointed account executive. '

In 1943, Mr. Carpenter responded to the war
effort by joining the American Red Cross as
an assistant field director. He served in various
localities throughout the country and later was

assigned to Morocco and Marseilles.

At the end of the war, Mr. Carpenter re-
turned to the U. S, and accepted an offer from
Mutual in 1945 as southwestern manager of
the station relations department in Oklahoma
City. Three years later, Mr, Carpenter was
advanced to eastern manager of the depart-
ment, with headquarters in New York, and in
1953 was named assistant director of station
relations. He was appointed director in March
1954 and last April was elevated to vice presi-
dent in charge of station relations.

As a veteran station relations official, Mr.
Carpenter has come to know intimately the
managers of the stations affiliated with Mutual.
He estimates he spends about a third of his
working time on the road, conferring with sta-
tion executives on their problems and receiving
suggestions from them on the ways Mutual can
better serve its affiliates.

“We've gone up and down the land, asking
our affiliates what they want from the net-
works,” Mr, Carpenter explained. “Though the
answers have been different, one pattern has
emerged. We've found out that radio stations
want these things from networks: news pro-
grams—not spot news—but commentary and
interpretation; good special events coverage;
good national sports coverage; some “who-
dunits” and drama. If that's what they want,
that’s what they’ll get. Whether they pay us in
dollars or oranges or time makes no difference.”

Mr. Carpenter’s comment about payment re-
ferred to Mutual’s new affiliation contract [BeT,
April 16], under which network option time was
reduced from nine hours a day to an average
of five hours a day. Affiliates were asked to
“pre-clear™ and carry without compensation
some 16 hours of network programming a week
in return for about 15 hours of programming,
furnished free to the local station for local sales.
Mr. Carpenter commented that the old contract
form was “obsolete” and the new plan, which
goes into effect on Nov. 1, is a blue-print that
should work to the advantages of both the net-
work and its affiliates.

In 1933, Mr, Carpenter was active in amateur
theatricals in Roselle Park, and appeared in a
play opposite a young lady named Isabelle
Struthers. Two years later they were married.
The Carpenters, who live in Old Greenwich,
Conn., have three children—Barbara, 20, a
junior at the U. of Connecticut at Storrs, who
recently was elected “Campus Queen” and presi-
dent of the Women’s Student Government Coug-
cil; Robert, 17, and Heather, 15, both students
at Greenwich High School.

Mr. Carpenter is an avid reader, Though he
prefers non-fiction books, he will read “prac-
tically anything I find” in a hotel when he is on
a business trip. He lists his hobbies as: work,
golf, fishing, cabinet-making and bowling.

BROADCASTING ® TELECASTING
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J. Frank Beatty: Ubiquitous. A RADIO-TELEVISION TRADE MAGAZINE may be judged by the type of staffer

' E.OV!";% g%%g"";enti ft:ir ’§°T_i';1£?8t )’t‘;ﬂr t?fk who hits the road. Is he out selling advertising or is he out getting a story?
r,;";m;,',,e ,-T;:'m: do;’;’,-,:g ﬁ;i?li c;f,-;s n Some books need only a scissors and paste-pot to “cover” the country; an edi-

p High Sierra lumber mill, sampling Tillamook torial expense account for travel might include a couple of cross-town taxi
f:heese, gaping at Wilson Dam turbines, eat-
jng scrod in Boston, abalone on Catalina Is-
Jand, Olympia oysters on Puget Sound and

ordfish in Miami. Aside from a fondness
or sea food and no dir sickness, Frank boasts

fares, while the business of space selling uses 95% of their travel budget.‘

ON'T GET US WRONG—there’s noth-

well-traveled Swiss typewriter which may , th ]
rNeH symbolize B®T's editorial approach: Get ing wrong with travel for space-
it first hand and get it all. : selling. It's an essential part of the

business of publishing a magazine. Our
point is one of balance.

Here at B*T our editors and reporters
do plenty of traveling. Take Senior
Editor J. Frank Beatty for example. He
has traveled 36,650 miles in the past
vear, making market studies in the
Carolinas, the Gulf States, the Pacific
Northwest, covering national advertiser
meetings, digging into the impact ot
the Detroit newspaper strike, investi-
gating uhf in Indiana and Pennsylva-
nia, touring the major markets in Texas
(and making an “informal inspection
in Las Vegas which yielded no story
but proved that gambling doesn’t
pay”).

Frank is one of 35 editors, writers, pro-
duction experts and stringers who cover
the world of radio and television for




or Salesmen?

BeT. It’s a staff that puts out a book
of 85,000 informative, informed and
pertinent words a week. Raw material
is 100,000 words a day that reach BT
Wash D C via AP, UP and B*T’s own
communications to bureaus in New
York, Chicago and Hollywood, plus
on-the-spot Congressional and FCC
coverage.

A recent survey* among 4,584 radio-
television executives {42.2% replied)
revealed that 90.4% read Be*T regu-
larly. Not only do they read it—if they
could get only two of the seven publi-
cations in the fcld, 82.1% would
choose BT as one of the two; 7849,
prefer BeT’s weekly frequency; 57.1%
list B*T as the publication in which
an advertisement would have the most
impact on them (runner up scored
18.7%).

BeT’s 77,440 readers every week find
BeT indispensable. That’s why BeT
carried more pages of radio-tv advertis
ing (3,832) in 1955 than all other verti-
cal publications in its field combined.

*For a complete summary, write Executive
and Publication Headquarters, Breadcast-
ingeTelecasting, 1735 DeSales St., NW.,
Washington 6, D. C.




WIBC-Leads in Indiana

During each of the past five years, WIBC has FIRST IN
received among other honors for community serv- COMMUNMITY

ice, the National Safety Council’s Public Interest

Award for Exceptional Service in the Farm Safety SERVICE
Field. WIBC is the only Indianapolis radio sta- .
tion ever to receive this award.

Obviously, even WIBC’s community service pro-

grams build big audiences because in the 31 FIRST IN
county Indianapolis trading area, WIBC pro-

grams rank first during 447 out of 504 rated quar- , AUDIENCE

ter hours each week.*
*Pulse Area Study. Sept.—Oct.. 1955

Chiefly responsible for WIBC's community serv-
ice success and big audiences are WIBC’s well-
known personality salesmen . . . Easy Gwynn,
Jack Morrow, Joan Evans, Gordon Graham and
many others. These same *‘personalities’ are HEARTS OF THEIR
available on a *‘first come, first served” basis to STE RS

help you sell your product or service. n LI NE

FIRST IN THE

To Sell Indianapolis, and Indiang,
the Best Buy...the Only Buy Is... WIBC!

2835 N. Ilinois Streat
WI B c 1070 KC Indianapolis 8, Indiana

; RicHARD M. FAIRBANKS,
The Friendly President and General Manager
Voice of Indiana

JOHN BLAIR & COMPANY » NATIONAL REPRESENTATIVES

Page 24 e July 2, 1956

THOMAS A. WRIGHT

on all accounts

AGENCY WORK has proved to be the “happy
combination” of television and advertising at
all media levels that Tom Wright first envi-
sioned when he served as public relations rep-
representative for NBC in tv’s early days.

Today, during the growth period of televi-
sion, Mr. Wright describes his media group
supervisor role at Leo Burnett Co., Chicago,
as one of “synthesizing a media plan upon
marketing strategy.” In that capacity he is re-
sponsible for media recommendations in a Bur-
nett client group that includes the Kellogg Co.,
Maytag, Tea Council and Campbell Soup Co.

A native of Plainfield, N. I. (bormn March
18, 1919), Thomas A. Wright majored in jour-
nalism at the U. of North Carolina and grad-
vated with a B.A. degree in 1941. During the
summers for two years (1939-40) he was a
combination PR-guide representative for NBC
at' the New York World's Fair.

After five years in the Marine Corps as ad-
ministrative staff communications officer (he
attained the rank of major), Mr. Wright set out
to make advertising his career.

Joining BBDO, Mr. Wright worked on every
phase of agency tv operation from 1946 to
1951, preparing and planning budget presenta-
tions for Hit Parade, Betty Crocker and other
programs; developing programs and talent-time
sales recommendations, and supervising con-
tract preparations and negotiations. He also
organized and staffed the tv traffic section and
worked closely with studio producers. (Among
his other credits: planning and placement of
the Chiquita banana minute movie campaign for
United Fruit Co.) At BBDO he was variously
head of tv account service, business manager of
the tv department and head of motion picture
and tv film department.

Mr. Wright left BBDO to join Dundes &
Frank as vice president and radio-tv director
with general agency assignments in 1951 and
the following year became associated with NBC
as account executive in radio and tv sales.

Mr. Wright came to Burnett in September
1955 and now handles all media in his particu-
lar account group. All four clients have been
especially active in network and spot tv and
one of them, the Tea Council, recently an-
nounced a $248,000 spot television campaign
in major cities. Burnett handles the Franco-
American line, frozen soups, tomato juice and
tomato catsup for Campbell.

Mr. Wright married the former Christine
Allen. They have three children~—Laurinda,
10, Thomas Jr., 6, and Cynthia, 4—and live
in suburban Woodstock. His hobby is golf.

BROADCASTING ® TELECASTING
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In Qut-of-Home Audience!
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not just in the morning . . . not just in the

afternoon . . . not just at night . . . not just 5 days a week ... BUT,
MORNING, NOON and NIGHT ... 7 DAYS A WEEK!

These figures prove that WHENEVER YOU'RE ON WKMH, YOU'RE

GETTING DETROIT'S BIGGEST SHARE OF AUDIENCE!

For
2.

¥
i
F
5

&

T
~(1

6 AM. TO 12 NOON 12 NOON TO 6 P.M. § P.M. TO 12 MIDNIGHT
WKMH . 16 WKMH .. 18 WKMH. .. .. .. 19
Network A. . ... . 15 Nelwork A . . . 14 Metwork A, 3 15
Metwork B................14  NelworkB.... .. .....13  Metwork B, 14
Network C. .. ...13  StationB. . . 13  StationB ‘ 14
Network D ... ... . 12  StationC.. e 1 NetworkC....... ... ... 13
SlationB................. 10 NetworkG.................10 Network D o 12
StationC.. ... ... .. 8  NetworkD,... ... .....7 StatimC J 4
StationD.................. 1 StationD... .. ... . 3 StatiomD. . . 2
StationE.. .............. 1 StationE...... ... .3 StationE.. . . ... ... a1l
Misc.. Misc..................... .

PULSE REPORT FOR JULY, 1955

5000 WATTS

Save up to 15%
NIGHT and DAY!

By Using 2 or More of N ]

these Powerful Stations TNE DEARBORN—DETROIT
WKMH— Deorbern- : : ' Fred A. Knorr, Pres.
WKMF— [l : JOHN CARROLL, Mg. Director

Jacksen,
WKHM— Mich.
Saginaw,
WSAM- Mich.
HERE'S HOW:
Buy All 4 Stations SAYE 15%
Buy Any 3 Stations SAYE 10%
Buy Any 2 Statiens SAYE 5%

Represented by HEADLEY-REED

BROADCASTING ® TELECASTING July 2, 1956 ® Page 25
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KTHS wme cocs

WINS HONORS IN YALE, 100!

KTHS—Basic CBS Radio in Little Rock—is Arkansas’
only 50,000-watt station. Its audience includes
hundreds of thousands of people throughout
the state.

Take Yale (Ark.), for example. Population-wise, it can’t
compare with its Ivy-League counterpart. But
combined with hundreds of other communi- AR K A NS AS
ties, it helps account for KTHS’s interference- KTHS @ LITTLE ROCK
free daytime coverage of more than 3,370,000
people!

Ask your Branham man for all the facts on KTHS—
Arkansas’ BIG radio value.

KTHS 50,000 Watts B
CBS Radio The Station KTHS Daytime primary (0.5MV M) area

has a pepulation »f 1.002,758 people, o1 whom aver
100.000 do nol receine primary da time sorvier from

BROADCASTING FROM E LT L S R T g s
LITTLE ROCK, ARKANSAS

Represented by The Branham Co.
Under Same Management as KWKH, Shreveport

Henry Clay, Executive Vice President
B. G. Robertson, General Manager
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FCC SKETCHES AN OUTLINE
OF WAY TELEVISION MAY GO

® Llong range plan leaves door open for major shift to uhf
® For the present, it proposes deintermixture in 13 markets

® Reactions are lukewarm, most far from optimistic

® The educated guess: final decision at least three years away

TELEVISION’s atlocations future was sketched
out by the FCC last week when the Commis-
sion issued its long-awaited decision in the
eight-month-old allocations proceeding.

The FCC held out the possibility of moving
all television—or those assignments in a major
geographic area—to the uhf band in the un-
specified future,

It also proposed to deintermix 13 markets
immediately and it raised the uhf maximum for
power to 5 million watts and revised its mile-
age separations standards from city-to-city to
transmitter-to-transmitter.

The prospective move of television to the
uhf band was predicated on the hope that uhf
propagation and equipment can be improved
to more nearly equal that of vhf.

The deintermixture proposals—which do not
become final until after the Commission has
studied comments and counter-comments and
probably heard oral argument—were issued
with the idea of equalizing competitive facili-
ties in the 13 markets. Some were authorized
on slim four to three votes,

Comments on the deintermixture proposals
were requested by Sept. 10; on the long range
plan by Oct, 1.

Comr. John C. Doerfer issued a general dis-
sent to the entire report, and most emphatically
to the proposals to deintermix the 13 cities.
Comr. Richard A. Mack urged that no moves
be made now until the long-range project was
completed. Other commissioners expressed
varying views on separate items of the report.

But, even as the industry was studying the
document, the Commission went ahead and
approved vhf grants in Peoria and Springfield,
Il.—two of the prospective deintermixture
cities. The grants were made to WIRL Peoria
{ch. 8) and WMAY Tv Inc., Springfield (ch. 2),
but forbidding construction and conditioned on
any changes which might take place in the
channels assigned after the proposed rule-
making is concluded.

The FCC also finalized the grant of ch, 5
to WRAL Raleigh, N, C.

Reaction from broadcasters and manufac-
turers was slow in coming. However, some
comments were made late in the week by:

Committee for Competitive Television: CCT
said the Commission’s proposals offer a “prom-
ising blueprint” for establishing an all-channel
television system. “ft now remains to be seen
whether the Commission will develop the sys-
tem according to the plan.” CCT called on the
Commission to refrain from granting vhf chan-
nels in the 13 areas proposed to be deinter-

BROADCASTING ® TELECASTING

mixed. It added that “failure to do this would
virtually nullify the deintermixture proposal.”
It also urged as “mandatory” that the Com-
mission immediately institute proceedings to
shift vhf to uhf channels in these markets “in
order that the deintermixture proposal may
become deintermixture in reality.”

Radio-Electronic-Television Mfrs. Assn. had
no comment on the proposals, but one uniden-
tified manufacturer was quoted as saying that
“The FCC has just laid a great big egg. This
will change nothing.”

Another set maker expressed doubt that
anything substantial would be decided for an-

other year. “Maybe we'll get a final ruling by
next June or July,” he said.

The Senate Commerce Committee, it was
understood, instructed its counsel, Kenneth
Cox, to study the Commission’s action and
make any required changes in its own proposed
report on the subject. Individual Senators were
reported to have expressed satisfaction that the
FCC had finally acted. The committee held
hearings on allocations earlier this year.

Benedict V. Cottone, counsel to the Uhf
Industry Coordinating Committee: Mr. Cottone
declared that uhf operators must be gratified
that the Commission has accepted the principle
of deintermixture. However, he felt “keen dis-
appointment” that the FCC refused to permit
vhf squeeze-ins with lower power and antenna
heights at reduced mileage separations,

Other reactions were varied. Telecasters who
stood to be hurt were naturally resentful; those
who stood to benefit were happy.

Most observers were certain that the long
range plan was at least three years from any
sort of start. It will be that long, engineers
and attorneys felt, before any development pro-
gram could attain worthwhile improvements
bringing them to the level of vhf.

As to the deintermixture proposals, it was

HOW THEY VOTED IN DEINTERMIXTURE CASES
McConnaughey Hyde Mack Lee Webster Bartley Doerfer
Evansville Yes | Yes | No | Yes | Yes_ | Yes No |
Charleston Yes Yes Yes | Yes Yes | Yes Yes |
Elmira No Yes No Yes Yes | Yes No |
Springﬁeld- Yes Yes No Yes Yes ‘ Yes No I
St. Louis \
Miami Yes | Yes No Yes No Yes Yes |
Hartford- No | Yes No Yes Yes Yes | No 1
Providence | | |
Duluth- [ | !
h Yes l Yes Yes | Yes Yes Yes Yes

Superior |

. 1 |
Mobile- Yes Yes No Yes Yes® Yes* No
New Orleans |
Madison | No | Yes No Yes | Yes Yes No
Norfolk- ' I | |
Portsmouth- Yes | No No Yes No Yes Yes
Newport News | |
Peoria- | | |
Rock Island Yes I Yes No | VYes Yes Yes . No [
Fresno- | w | l
Santa Barbara Yes Yes I No ‘ Yes Yes | Yes | No
Albany- | | . ' |
Schenectady- No Yes | No Yes* Yes* Yes* No |
]'roy | I | | ‘ ‘ S I

* Although concurring, also voted to delete existing vhf operation in these markets.
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the consensus of some broadcasters and Wash-
ington attorneys that final decisions on these 13
cases would not be reached before the end of
this year, or early in 1957. They alsc felt that
there probably would be only three or four
cities actually deintermixed. And, it was point-
ed out, there were bound to be appeals to the
courts which would stretch out the completion
of these cases at least another year.

Some observers noted that Comr. Webster’s
place would be taken by T. A. M. Craven (who
takes office today). A change in one vote, it
was pointed out, would reverse five out of the 13
proposed deintermixtures.

The allocations proceeding was begun Nov.
10, 1955, when the FCC denied

ALLOCATIONS REPORT

Television began commercial operations in
1941 when the FCC allocated 18 channels in
the 50-294 mc band. In 1945, the television
spectrum was contracted to 13 channels in the
band from 44 mc to 216 me¢, and fm broad-
casting moved up to its present 88-108 mc. The
following year, ch. 1 (44-50 mc) was deleted
from the television band and allocated for
industrial, public safety and transportation
services. .

It was in 1945 that ths Commission said
that the 13 (now 12) vhf channels were in-
sufficient for a nationwide, competitive televi-
sion service, and that tv must expand in uhf,

In 1952, following the four-year freeze, the

denied various proposals that would have per-
mitted vhf squeeze-ins at reduced mileage
separations, to drop the table of allocations and
decide applications on a case-by-case basis, to
permit antennas in Zone 1 to be 1,250 ft. above
average terrain.

In discussing the possibility of moving tele-
vision to the uhf band, the Commisison declared
that this would have many advantages: there
would be equality of competition among all sta-
tions; there would be no problems of receiver
incompatability, and more stations would be
built and successfully operated.

Also, said the FCC, the vacating of the vhf
band would open up space for the growing needs
of other, non-broadcast services.

The Commission asked that

a group of deintermixture peti-
tions. The Commission said
then that the question had be-
come nationwide in scope and
could not be resolved on an in-

COMPLETE TEXT OF FCC REPORT AND ORDER
IS IN THIS ISSUE, BEGINNING ON PAGE 91

comments be supplied on what
use might be made of the vhf
band if it is decided to move
television to chs. 14-83. In this

dividual basis.

Prior to that time the FCC
had been called on to deintermix soeme 30-40
cities. It held an oral argument on five of these
cases and then decided in its November ruling
that a general, overall allocations proceeding
was required.

The allocations proceeding drew more than
500 comments, plans, suggestions and counter
comments. It was the subject of almost weekly
Commission meetings since the end of April.
At various times it had been reported that
the Commission favored “selective deintermix-
ture,” large-scale deintermixture, division of
the country into an eastern uhf area and a
western combination uhf-vhf area, and no
change in present principles of allocations
assignments.

It is known that at one time recently the
Commission was ready to issue its long range
proposal and invite individual comments on
specific deintermixtures [BeT, June 11].

uhf band (470-890 mc) was opened to com-
mercial tv operation.

Within a year, it was apparent that uhf sta-
tions, particularly where they faced competition
from vhf outlets in the same communities, were
in trouble. Heart of the problem was the fact
that in vhf areas, viewers refused to spend the
$50-$75 necessary to convert their receivers. In
addition to this, uhf's technical disadvantages
led advertisers and networks to prefer vhf affilia-
tion.

Since July 1952, when television application
processing was resumed by the FCC, more than
300 commercial uhf grants have been made. As
of today there-are 94 uhf stations operating.
More than 130 uhf grantees have returned their
permits, while the others have retained their
construction permits awaiting the Commission’s
decision on uhf’s future.

In issuing last week’s ruling, the Commissicn

connection, the FCC wondered
whether 30-60 mc should not
be set aside for ionsospheric scatter communica-
tions and whether the lower vhf band might not
be utilized by the mobile services.

This is considered one of the most dangerous
elements in the FCC’s document.

Key to any changeover, the Commission em-
phasized, was uhf’s capability to serve as well
as vhf does. This means, the FCC said, that
uhf transmitters, receivers and antennas must be
upgraded.

At present, uhf stations suffer in comparison
with vhf cutlets in lesser coverage, with prob-
lems of shadow areas, and in the requirement
for higher powers to adequately serve their
markets. Uhf receivers also are more expensive
and less sensitive and selective than vhf sets.
Receivers are more noisy than comparable vhf
receivers, while positioning of antennas also is
considered more critical than for vhf.

The Commission urged that a program of

THERE are 13 cities which have been
tapped by the FCC for deintermixture—
more or less. Tt is these cities—some of
which were proposed to be made all uhf,
some all or heavily vhf, and some with a
single vhf operating station remaining in a
sea of uhf assignments—about which pro-
posed notices of rule making were issued
last week. Comments requested by Sept. 10.

The cities, and the proposals:

Elmira, N. Y.—All uhf by deleting ch. 9
and adding ch. 30. This would give Elmira

Doerfer and Mack dissented. Ch. 9 had been
allocated to Elmira Nov. 30, 1955.

Evansville, Ind.—All commercial uhf by
switching the educational reservation from
ch. 56 to ch. 7. This would give Evansville
chs. *7, 50, 56, 62. Comrs. Doerfer and
Mack dissented. WTVW (TV) holds a grant
for ch. 7.

Fresno-Santa Barbara, Calif.—Make Fres-
no all uhf by moving ch. 12 to Santa Bar-
bara, adding ch. 30 from Madera, Calif., and
moving ch. 59 into Madera. This would
give Fresno chs. *18, 24, 30, 47 and 53, and
Santa Barbara chs. 3, 12, 20 and 26. Comrs.
Doerfer and Mack dissented. KFRE-TV
operates on ch. 12.

Hartford, Conn.—Providence, R. 1.—
Make Hartford all uhf by deleting ch. 3 and
moving it to Providence, transferring ch. 61
from Easthampton, Mass., to Hartford, and
deleting ch. 65 at Meriden, Conn. This
would give Hartford chs. 18, *24 and 61;

chs. 18, 24 and 30. Comrs. McConnaughey, -

THE PROPOSED-TO-BE-DEINTERMIXED THIRTEEN

Providence chs. 3, 10, 12, 16 and *36.
Comrs. McConnaughey, Doerfer and Mack
dissented. Comr. Doerfer suggested that if
ch. 3 is taken away from Hartford, ch. 13
from New York should be substituted.

Madison, Wis.—All commercial uhf by
switching the educational reservation from
ch. 21 to ¢h, 3. This would give Madison
chs. *3, 21, 27 and 33. Comrs. McCon-
naughey, Doerfer and Mack dissented.
WISC-TV is on program tests on ch. 3.

Mobile, Ala.-New Orleans, La.—Make
Mobile all commercial vhf by moving ch. 4
from New Orleans, moving ch. 42 (now edu-
cational in Mobile) to New Orleans (where
it would be commercial). This would give
Mobile chs. 4, 5, 10 and *48. New Orleans
would have 6 (WDSU-TV), *8, 20, 26, 32,
42 and 61. Comrs. Doerfer and Mack dis-
sented. - Comrs. Webster and Bartley con-
curred, but would also propose the deletion
of ¢h. 6 from New Orleans.

Peoria-Rock Island, I1l.—Make Peoria all
uhf by deleting ch., 8 and adding ch. 25.
Ch. 8 would be assigned to Rock Island.
This would necessitate assigning ch. 77 in
lieu of ch. 40 at Galesburg, III. This would
give Peoria chs. 19, 25, *37 and 43, and
Rock Island chs. 4, 6, 8, *30, 36 and 42.
Comrs. Doerfer and Mack dissented. Ch.
8 was granted to WIRL Peoria, Friday.

Springfield, Il.-St. Louis, Mo.—Make
Springfield all uhf by deleting ch. 2 and mov-
ing it to St. Louis, and adding ch. 39 to

Springfield. This would necessitate substi-
tuting ch. 49 for ch. 53 at Lincoln, III. This
would give Springfield chs. 20, 39 and *66,
and St. Louis chs. 2, 4, 5, *9, 11, 30, 36,
and 42, Comrs. Doerfer and Mack dis-
sented. Ch. 2 was granted to WMAY-TV
Inc., that city, Friday.
Albany-Schenectady-Troy, N. Y.—Make
area predominantly uhf by deleting ch. 10
from Vail Mills, N. Y. (Albany area) and
adding ch. 47. This would give Albany-
Schenectady-Troy chs. 6 (WRGB [TV]
Schenectady), *17, 23, 35, 41 and 47. Comrs.
McConnaughey, Doerfer and Mack dis-
sented. Comrs. Webster, Bartley and Lee
concurred but would also propose the de-
letion of ch. 6 from this area, Ch. 10 had
been assigned to Vail Mills Nov 10, 1955.

Charleston, S. C.—Make Charleston pre-
dominantly vhf by adding ch. 4. This would
give Charleston chs. 2, 4, 5, *13 and 17.

Duluth, Minn.-Superior, Wis.—Make area
predominantly vhf by switching education-
al reservation from ch. 8 to ch. 32. This
would give Duluth-Superior chs. 3, 6, 8,
*32 and 38.

Miami, Fla.—Make area predominantly
vhf by adding ch. 6. This would give Miami
chs. *2, 4, 6, 7, 10, 23 and 33. Comrs.
Webster and Mack dissented.

Norfolk-Portsmouth-Newport News, Va.
—Make area predominantly vhf by adding
ch. 13 te Norfolk from New Bern, N, C.
Add ch. 12 to New Bern. This would give
Norfolk area-chs. 3, 10, 13, 15, *21 and 33.
Comrs. Hyde, Webster and Mack dissented.
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research and development—along the lines of
the crash program recommended by Chairman
McConnaughey to the NARTB convention last
April—be instituted for uhf. Among its goals,
the FCC stated, must be the increasing of uhf
transmitter power, the use of boosters and
satellites to fill in shadow areas, and the im-
provement of uhf receivers and antennas.

A transition period—10 years has been sug-
gested—was referred to by the Commission as
one means of accomplishing the changeover.
The FCC stated that there might be a period of
time when vhf stations would operate simul-
taneously on uhf. It also declared that there
might be a cutoff date for vhf broadcasting.

This transition period must be long enough,
the FCC stated, to cover the useful life of vhf-
only receivers in the hands of the public, and
to permit vhf stations to amortize existing trans-
mitting equipment.

Congress might legislate tax relief and it
also might ban interstate shipment of tv re-
ceivers without uhf bands, the Commission sug-
gested, This would be for the purpose of in-
ducing the manufacture of uhf receivers.

There have been suggestions that the price
differential between vhf-only receivers and those
with uhf be ameliorated by deleting the 10%
excise tax on uhf-equipped television sets. Con-
gressional tax committees have never accepted
this proposal.

As part of its discussion of interim measures
(deintermixture in the 13 cities}, the Commis-
sion spelled out the considerations it would
apply for favorable action. .

Standards for Change

Standards for deleting a vhf allocation from a
city should include such items as (1) the num-
ber of people losing service, (2} how many uhf
stations operate in the area, (3) the degree of
uhf set conversion, and (4} terrain factors.

Where an additional vhf channel is sought to
- be moved into an area, the Commission said
these criteria would apply: (1) meeting trans-
mitter-to-transmitter mileage separations, and
(2) why the prospective community needed the
assignment more than the community from
which the vhf wavelength was to be taken.

In both instances, the Commission said, the
overall effects of these moves would be con-
sidered as they relate to the goal of more effec-
tive competition among stations.

Buried in the FCC document was an allusion
to the fact that the 13 cities proposed to be de-
intermixed were not all which the Commission
was considering. There are, it was learned.
about 30 deintermixture petitions pending FCC
action. It was possible, it was understood, that
the Commission might report out a few more
notices in the next few weeks.

Also, in its order, the FCC virtually invited
other such petitions.

Methods of computing coverage of vhf and
uhf stations were spelled out in the Commis-
sion’s document. This was for those seeking
deintermixture changes in order to meet the
standards set out. These computations must
be based, the FCC said, on 1,000-ft. antenna
height, maximum power and transmitter loca-
tion near the center of the city to be served.

According to some engineering sources, the
FCC has revised its mileage tables, bringing
uhf nearer the equivalent of vhf in theoretical
coverage. These same sources pointed out that
the Commission was still working on averages,
rather than permitting showing to be made on
actual measurements in individual cases.

The Commission, however, declared that
other data, based on other assumptions, would
be accepted if submitted. This would be in
addition to the information required under its
criteria.
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ADVERTISERS & AGENCIES

RADIO, TV, OTHER ADVERTISING MEDIA
REPORTED FACING GREATEST CHALLENGE

Delegates to 53d annual convention of Advertising Assn. of the West
in Los Angeles are told by principal speakers of new demands in an
expanding economy, where automation has been so successful in
destroying manufacturing bottlenecks.

TELEVISION, radio and the other major ad-
vertising media are facing the greatest sales
challenge of their history in the basic revolution
taking place in retail marketing today, some
1,000 delegates to the 53d annual convention of
the Advertising Assn. of the West were told in
Los Angeles last week.

The demands on media of a rapidly expand-
ing economy, where automation has broken the
traditional manufacturing bottleneck and shifted
the burden of continued business growth in-
stead to mass distribution and consumption,
were highlighted by several keynote speakers.

. Others pointed out that media are being given

be afforded new opportunities to prove them-
selves as advertisers traditionally linked with
older channels of consumer communication
adapt themselves to the new marketing situation.
Speakers were divided, however, on the ex-
tent of aggressiveness or superlative appropriate
in ad copy although agreeing that the sales prob-
lem, medium and prospects should govern.
John Karol, vice president in charge of net-
work sales for CBS Radio, the only broadcaster
on the agenda, told a Tuesday luncheon meeting
that all major media are good media when used
correctly but that radio, for instance, has the
extra attribute of personal persuasion as well
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NEW OFFICERS of the Advertising Assn. of the West, elected at last week’s convention
in Los Angeles, are (I to r) Burt Oliver, vice president of Foote, Cone & Belding, Los
Angeles, treasurer; Earl J. Glade Sr., public relations executive and former mayor of
Salt Lake City, president; John Hoefer, co-founder of Hoefer, Dieterich & Brown, San
Francisco, senior vice president; Mrs. Ella Breazeale, assistant cashier of the Valley
National Bank, Tucson, Ariz., vice president at large, and Eugene M. McKim, director
of advertising for Western Farm Life, Denver, Colo., secretary.

more and more total sales responsibility—not
just a role of pre-sales conditioning—as the
concept of self-service retailing spreads and does
away with the human link with the consumer,
the clerk or salesman at the place of purchase.

The expectation that color tv will capture
new local retail dollars, traditionally poured
heavily into newspaper advertising, also was
voiced.

Held Sunday, June 24, through last Wednes-
day at the Hotel Statler, the convention of
representatives from major agencies, media and
advertisers in the 11 western states was marked
for its general lack of specific “pitches” for any
one advertising medium. Rather, speakers
brought attention to the growing awareness that
the bigger sales demands being placed on ad-
vertising call for integrated and more effective
use of all media, indicating that radio-tv will

as other unique gqualities.

Addressing himself to the women delegates
and the wives of the men also present, Mr.
Karol noted that the purchasing power of the
American woman today is such that any time
an advertiser forgets or ignores her importance
he will soon find out that the “hand that rocks
the cradle can just as easily rock the boat.”

“In virtually every product category, you are
the goal,” Mr. Karol told his feminine listeners.
“You are the reason for almost every product
innovation and every ad in print and on the air.
You are the subject of endless research. Your
marrying age, your employment status, your
shopping days, your color preferences, your con-
victions about calories, cigars, hard water, foam
rubber and form fit—all these things are of un-
believably great importance to American busi-
ness.

“It is the same story in selecting advertising
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DISCUSSING color tv exhibition presented at CBS Television City, Hollywood, for the

ADVERTISERS & AGENCIES

AAW convention are {l to r), Nelson Carter, vice president of Foote, Cone & Belding
and retiring president of Los Angeles Advertising Club, convention host; Howard
Meighan, CBS-TV vice president in charge of western division; William Lodge, CBS-TV
vice president in charge of general engineering, who also demonstrated Ampex tv
tape recorder to delegates; Frank Samuels, CBS-TV Pacific sales manager, and Russel
Eller, advertising manager of Sunkist growers and convention program chairman.

media. Will the life span of a four-color ad in
4 woman’s magazine carry more, or less, im-
pact that the greater frequency of radio com-
mercials in the framework of believability of a
daytime serial? Will the costly glamour of big-
audience nighttime television produce more, or
fewer, sales than a double truck in a general
magazine? Even as prejudiced as you might
believe me to be, I admit freely that no one
medium for any given product js likely to be
the perfect answer in reaching you and con-
vincing you.”

Mr. Karol emphasized, “I must go on the
record, however, as saying that the low-cost
combination of reach and frequency that good
radio provides, both locally and on a network
basis, gives it a unique status among media.
It cannot, of course, claim the exclusive
privilege of moving women to buy Brand A
over Brand B.

“Actually, the cheoice of a media depends to
a large degree on the psychology behind the
copy -approach. Which, for example, would
impress you most? A picture of a new shade of
lipstick, or a voice telling you what this new
shade of lipstick will do for you. Without
minimizing the value of pictures and copy io
be read, I believe that for many products, it’s
what they will do for people that is most im-
portant. And I think advertisers tend to aver-
look this. There is no fact of selling so im-
portant as one persen talking to another-—tell-
ing the praspect what a product or service will
do for the potential buyer.”

The CBS Radio executive felt manufacturers
and agencies sometimes fail ta match the
product to the needs of the consumer and
“sheep-like” copy other advertising. “The eye-
patch for shirts, the animal far liquor, the man’s
man for cigarettes,” he cited, commenting that
“Imitation may be the sincerest form of flattery
but we're not in the business of flattering each
other; we’re in the business of selling goods and
services.

“There is too often apl to be a similar pattern
in media selection. Some of you remember
when radio burst on the advertising scene and
became the great glamour medium. The fact
that radio was a fine new selling tool should not
have detracted from the fact that newspapers
and magazines and comics and the rest were
also still good.

“In our growing economy we can use more
ways of communicating with the consumer.
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We must keep our perspective. We're going
through—actually, we’re most of the way
through—a similar situation with television.
It has taken time to absorb this new glamour
medium. Now, more and more advertisers have
reached- conclusions as to what tv can do and
cannot do and we are finding that, again, all
media are seftling into their proper places to be
used singularly and in combination to produce
the best results for the particular product.”
Problems of selling to women and a defense
of the excited adjective in radio-tv and other
copy were set forth in a talk before another
session of the convention by William G. Werner,
director of public and legal services, Procter &
Gamble Co. ‘
His theme was “Four Guideposts in Adver-
tising”: good, pre-tested products, fully support-
able claims, scrupulous regard for the law and
a constant concern for public opinion.
Reviewing in detail the research and labora-
tory testing of products before they are pre-
sented to the public, Mr. Werner said that
“when it comes to translating provable product
facts into pleasing, persuasive advertising, how-
ever, we need more than a tabulation of points
of superiority.”
Two problems in advertising creation appear
here, the P&G executive said, both tied up with

the word “supportability.” One is that a firm
like P&G must sell to women and the second
concerns ‘“‘the strength and steam of our ctom-
petition.”

Comparing the *‘quiet” approach of ethical
medical advertising to that of selling to wornen,
Mr. Werner said “if advertising is to be per-
suasive to the fullest possible measure with our
lady-folk, it cannot talk to them in a strictly
logical and technical tone of voice. It must
contain superlatives. It should sound excited
and convinced—carry on in a way that a serious
male critic of advertising might not like.”

Quoting what he considered typical woman-
to-woman conversation, Mr. Werner continued,
“No advertising on earth could begin to match
the hyperbole that the average woman hears
and bubbles forth in an hour over the bridge
table. What then is wrong with talking to
women in advertising in the sort of language
they know best?”

Observing that it is mostly “‘professional
critics” who take exception “to the sirength of
such enthusiastic claims and the use of quite a
few superlatives” in P&G advertising, Mr.
Werner said “we have done a great deal of re-
search among housewives and we know that the
public-at-large is not confused by our claims or
disturbed by our vigor.

“Please keep in mind, though, that here T am
not advocating the use of any claims which
cannot be technologically supported. I am re-
ferring here only to such things as legitimate
puffery: reasonable ‘excitedness’; the warmth
and vigor of copy that springs from sincere en-
thusiasm for a good, honest product, that fully
deserves and earns that kind of enthusiasm from
its loyal users.”

Concerning the aspect of intense competiiion
in his range of products, Mr. Werner said that
in some fields “competition is expressed most
vigorously over the counter, by personal selling,
by house-to-house work or in other ways. In
our business, the vigor of competition in ad-
vertising is a characteristic of the industry that
we just cannot ever forget for a minute.

“There is nothing about clean and decent,
hard-driving competition that should be con-
sidered anything but helpful to the strength of
our nation.”

Noting the rapid technological advances in
recent years in soaps, detergents, cooking prod-
ucts and dentifrices resulting from the competi-
tive drive, Mr. Werner said that “when you
couple this keen competition in the laboratory
with low-cost quickly replaced household prod-
ucts, you are bound to have a need for vigor-
ously competitive advertising as the quickest,

L

HEAD TABLE guests at Tuesday luncheon addressed by John Karol, vice president in

charge of network sales, CBS Radio, were (I to r), Earl Glade, newly elected president of
AAW and member of board of KSL Sait Lake City, which he founded; Mr. Karol; Henry
Mayers, Mayers Co., Los Angeles, and Hal Stebbins, Hal Stebbins Inc., Los Angeles.
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cheapest way to tell the good news to the public.
In this sort of rivalry for attention, we have
learned that we just have to state our claims
forcefully and with confidence and enthusiasm,
if we want to register them effectively against
the other fellow.”

Similarly, because women have varied pref-
erences in the form of product they want, P&G
developed its own competitive brands to meet
these needs and promotes each equally inten-
sively through radio, tv and other media, he
indicated.

Referring to the close ‘“constructive” co-
operation of the legal services staff with the
P&G advertising department, Mr. Werner ex-
plained how such legal aid contributes to the
continuing creation of effective advertising.
Legal review makes certain that the advertising
complies with national, state and local laws, he
said and also involves packaging and promotion
(contests, premiums, “free” offers). Equally im-
portant, he said, is “the law of the man on
the street corner,” which calls for the careful
review of all advertising, promotion and pack-
aging by the public relations staff.

Too much blatant advertising in all media,
including radio and tv, however, was held re-
sponsible by Don Belding, chairman of the
executive committee, Foote, Cone & Belding,
Los Angeles, for lowering the sales effectiveness
of both the ad and the medium. Addressing
the convention on the subject, “Don’t Shout So
Loud—I Can’t Hear You,” he analyzed com-
mon faults which build up reader, listener or
viewer resistance.

Function Is to Seli

“We must never forget that the function of
advertising is to sell,” Mr. Belding said, “and
when it fails in that responsibility or performs
it poorly, our industry suffers, business suffers
and we have not performed our duty.”

Mr. Belding noted that “some of the televi-
sion and radio commercials for local distribu-
tors are good examples of shouting in the hog-
calling manner. It’s hard to tell one from
another, They are all hurry, hurry, hurry,
breathless, faintly dishonest—by implying that
you can trade your three-year-old car in for
a new one and it doesn’t cost anything, when
what they mean is that it doesn’t cost you any-
thing right then. They also say you can drive
a high priced car for just 16 cents a day, but
it turns out to be 16 cents a day more than a
medium priced car, not 16 cents a day.

“The most objectionable part, however, is
that they beat you to death and scream so loud,
so fast. If a lawyer shouts to a jury he is looked
upon as a hollow buffoon. The man who talks
calmly and straight from the shoulder, using
simple common s$ense, is the one that wins
juries and customers.”

“Several competitors shouting the same thing
get a little monotonous, too.”

“A recent study indicated that most tv set
manufacturers seemed glued to the illustrative
idea of a family around a tv set. Most mechan-
ical refrigerator manufacturers show an opsn
refrigerator with a woman standing there, usu-
ally pointing her grubby little fingers at the
food. Whiskey distillers all like a big bottle and
a glass. Car manufacturers show the car with
a lot of people around. But buyers are not im-
pressed by the-obvious.”

The FC&B executive observed, “we drive to
work by a similar route each day. The land-
scape becomes commonplace. As long as it
stays that way our attention is seldom diverted
toward it with any enthusiasm or interest. But
burnn down one of the buildings on our route
tonight and tomorrow we will immediately

BROADCASTING ® TELECASTING

notice the change.” Creativity in advertising is
something like that, from an attention stand-
point. It sets the ad or commercial out from
the ordinary.

“A good illustration might be the current
Pepsodent campaign. ‘You’ll wonder where the
yellow went when you brush your teeth with
Pepsodent’ is a salesmanship in print idea. But
left in minor space it will not reach its potential,
just like a tree or vegetable will not grow to
maturity without ample water.”

“So this idea was moved into saturation radio
and is accomplishing a great sales result. And
when you hear it you’ll note it doesn’t shout.
It sells you.”

Mr. Belding said it is fine to stick with a
good idea, but all ideas wear out sooner or
later.

“LSMFT is a good example of this,” he said.
“When George Washington Hill first introduced
this with the telegraphic sounder on radio and
the tobacco auctioneer testimonials in print,

WHERE DO THEY BUY THEIR SPOT TVv?

Pacific (14.0%%)
$28,534,000
$4,100,000
Mountain (2.0%)

W. South Central (7.3%)
$14,829,000

BETWEEN October 1955 and March 1956, spot television advertisers in the U. S.
invested $204,081,000 in that medium. BeT asked TvB, which supplied the total
tabulation, to break down that expenditure by regions.
results for nine sections of the country during the six-month period.

sales increases were phenomenal and he had no
trouble maintaining first position among all
the cigarette manufacturers. But now the line
is part of the scenery.

“And by this, I don’t mean that we are not
advertising to a parade, since new millions
reach the buying age each year. But don't
forget, we see a lot of the parade at once these
days as our vision is expanded through radio,
television and print. And if progress has done
anything to human nature in America, it has
made people a little deaf to continuous shout-
ing, a little blind to dazzling claims, and a little
numb to the continuous repetition of the com-
monplace. A good creative idea in such an
expanse of shouting, dazzling claims and medi-
ocrity is like a pretty sailboat sailing along in
the ocean. You can't help but see and admire
it.”

Norman Strouse, president of J. Walter
Thompson Co., New York, pointed to adver-
tising's new status with management in his
keynote address to the convention. ‘“Now ad-
vertising is looked upon as the generator of

W. North Central (5.9%)
$11,951,000

E. North Central {21.2%)

E. South Central (3.9%)
$7,954,000

sales rather than sales the generator of adver-
tising,” he said.

In an economy of scarcity, advertising's
function is to inform and thus guide products
through the channels of distribution, Mr.
Strouse related, but in an economy of abund-
ance, “advertising must sell, it must create
wants dypamically in order to close the gap
between an ever-ascending line of productivity
and the desire to consume.”

Mr. Strouse said “advertising multiplied the
force of selling far beyond what could have
been possible through human selling contact”
and made mass production effective. But today
with automation “instead of the sales depart-
ment belaboring the manufacturing department
for more and more production, all of a sudden
the sales executive almost finds himself in the
role of the sorcerer's apprentice with machines
spewing out the finished product in embarrass-
ing quantities.”

With the high cost of automation equipment,

New England (5.3%)
$10,805,000

$43,314,000

Mid-Atlantic (29.5%)
$60,227,000

South Atlantic (10.9%)
$22,367,000

The map above shows the

Mr. Strouse noted, “advertising now must not
only generate a current mass market to move
current mass production but it also must build
a brand franchise in future markets to make
certain that forward investments in plant and
facilities can be amortized and in the shortest
possible time.”

The advertiser now thinks of not how little
time or space he can get along with, Mr.
Strouse indicated, but “how much advertising
can we profitably invest” to generate high cur-
rent sales and build a future market.

This is made even more vital, he said, in
view of the permanent curtailing effect World
War 11 had on personal selling, especially in
the retail field. Citing how advertising blocked
depression trends in postwar years, he said
“advertising has proved to be the miracle fibre
of selling just as automation has proved to be
the genie of production.”

In view of the great expansion of the U. S.
economy seen for the next decade and the cor-
responding boost expected in total advertising
volume, Mr. Strouse called for a major person-
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nel training effort in the agency and advertising
fields.

George P. Hitchings, manager of economic
analysis department of the Ford Motor Co.,
told the convention the American economy
would grow 40% in the next decade and out-
lined how the auto industry has proven that
there are benefits to be derived from an ag-
gressive search for expanded markets through
advertising.

Hal Stebbins, head of his own Los Angeles .

agency, cautioned delegates that the purpose
of advertising is to “communicate ideas and
images, not words.” An outspoken advocate
of “polite persunasion” and truth rather than
the sledgehammer approach, he admonished,
“If you don't believe it, don’t say it.” Detailing
major marketing changes, Mr. Stebbins noted
that advertising is becoming virtually the “total
sales force” for more and more products now
sold through self-service stores.

Henry Mayers, also head of his own Los
Angeles agency, in discussing “The National
Retail Chain and National Advertisers” indi-
cated retailers will continue to rely primarily
on newspaper advertising but have become
more active in radio and tv, noting color tv
will appeal particularly to department stores.

Mrs. Ivy Baker Priest, U. S. Treasurer, told
the luncheon meeting Monday that while 1952
saw the first principal effective use of television
in a political campaign, the use of all other
media increased too. She noted the big trend
to use of advertising in politics has come since
the first impact of radio in 1920.

Remarking about the ability of government
to instantly communicate with every segment

of the people, Mrs." Priest said “there is no ~

excuse for ignorance today” and expressed her
respect for the intelligence of the public when
informed about a political issue. She com-
mended advertising for helping create Amer-
ica's high standard of living and thanked all
media for extensive support of the Treasury
Dept.’s savings bonds program.

Of political advertising per se, Mrs. Priest
said, “We need a better business bureau for
politics. Now we stop at the point of libel as
defined by an attorney. Business has grown
stronger on the theme of ‘truth in advertising.”
We need that slogan in politics. The people of
today are not gullible.”

In a panel before the junior program June
24, Kenneth Harwooed, chairman of the depart-
ment of telecommunications at U. of Southern
California, said the day of the single medium
expert is about over and the need for the “pro-
‘fessional communicator” familiar with the
strength and weakness of all media has arrived.
Citing automation’s impact in radio’s expansion
and predicting even a pocket set in tv, Mr.
Harwood felt an even closer marriage of the
press and broadcast media will take place
through the years with facsimile.

NBC-TV talent presented an advertising pag-
eant for the opening convention session Mon-
day morning with Today in the West, the net-
work’s west coast weekday program, featuring
a 10 minute segment saluting western adver-
tisers. It was seen at the convention by a
large screen projector. ABC-TV presented
Lawrence Welk and his orchestra for Monday
night entertainment at the Beverly Hilton and
NBC-TV also supplied talent for the AAW
president’s banquet Wednesday night.

Winner of the N. W. Avyers three-minute
speaking contest Wednesday noon was John
Kimball, student at the U. of Utah and part-
time employe at D. W. Evans & Assoc., Salt
Lake City. The award was presented by Dore
Schary, MGM Studio. head, luncheon guest
speaker. The convention voted to hold its
annual meeting next year in Honolulu.
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WHOSE COMMERCIALS GET MOST EXPOSURE?

Hooper Index of Broadcast Advertisers (Based on Broadexst Advertisers Reports’ monitoring)

NATIONAL (NETWORK} INDEX
Hooper Index

Network Tofal “Commercial of Broadcast

Rank Product & Agency Shows Networks  Units” Advertisers
1. Bufferin (Young & Rubicam) 5 1 10 1463
2. Anacin (Ted Bates) 13 3 1514 144
3. Alka-Seltzer (Geoffrey Wade) 5 3 % 78
4. Bromo-Seltzer (Lennen &

Newell} 1 1 3 27
5. Rolaids Antacid (Ted Bates) (P) 1 1 19
6. Pepto-Bismol (Benton & Bowles) 1 1 1 18
7. Eno Antacid (Atherton & Currier) (P) 1 3 14
8. Bisodol (Sullivan, Stauffer,

Colwell & Bayles) 2 1 134 12
9. Bayer Aspirin (Dancer-

Fitzgerald-Sample) 1 1 3 10

10. Phillips Tablets (Dancer-

Fitzgerald-Sample) 1 1 1 8

11.  Phillips Milk of Magnesia

(Dancer-Fitzgerald-Sample)  (P) 1 2 2

CHICAGO INDEX (NETWORK PLUS SPOT)
Hooper Index

Network Total “Commercial of Broadcast

Rank Product & Agency Shows Networks  Units” Advertisers
1. Alka-Seltzer (Goeffrey Wade) 5§ 4 521, 248
2. Bufferin (Young & Rubicam) 5 2 14 174
3. Bayer Aspirin (Dancer- '

Fitzgerald-Sample) 1 4 1724 196
4. Bromo-Seltzer (Lennen &

Newell) 1 2 é 86
5. Anacin (Ted Bates) 13 3 151, 60
6. Rolaids Antacid (Ted Bates) (P} 2 2 24
7. Pepto-Bismol (Benton & Bowles) 1 1 1 20
B. St. Joseph Aspirin (Lake-Spiro-

Shurman) == 1 A 11
9. Phillips Milk of Magnesia

(Dancer-Fitzgerald-Sample)  (P) 2 4 7

10. Phillips Tablets (Dancer-

Fitzgerald-Sample) 1 1 1 7

11. Bisodol (Sullivan, Stauffer,

Colwell & Bayles) 2 1 134 5

(P} Participations, as distinguished from sponsorship.

In the above summary, monitoring occurred the week ending May 19, 1956.

The Hooper Index of Broadcast Advertisers is a measure of the extent to which a
sponsor’s commercials are seen or heard. Each commercial is assigned a number of
“commercial units,” according to its length.* This number is then multiplied by the audi-
ence rating attributed to that commercial.** When each commercial has thus been evalu-
ated, the results for all commercials of each sponsor are added to form the HIBA. For
further details of preparation, see the basic reports published by C. E. Hooper, Inc.,
Broadcast Advertisers Reports Inc. and American Research Bureau Inc. Above summary
is prepared for use solely by BROADCASTING ® TELECASTING. No reproduction permitted.

* “Commercial Units”: Commercials are taken from the monitored reports published by
Broadcast Advertisers Reports Inc. A “commercial unit” is defined as a commercial exposure
of lTs":'re thv.::t r}g s&c:l::l.b:‘%t uimlltey l's.gt more ﬂr}l cg:.e minute in drtanuon.- Four “commercial
un are al u -minute program, and in the same pro on for programs
lengths. A “station ldentification™ equafs one-half “commercial glt." prog of other

Audience ratings for television, both national and local, are those published by American
Research Bureau Ine. Those for radio are the ratings of C. E. Hooper Inc. In the case of
station breaks the average of the ratings for the preceding apd follow! time periods is used
wherever feasible; otherwise, the rating is that of efither the preceding or following time
period, normally the preceding.

Kneip Meats Buying Spot

E. W. KNEIP Inc,, Chicago independent meat
packer, on behalf of its corned beef products,
has purchased a series of five weekly spots on
WNBQ (TV) Chicago. The firm will extend its

television activity to Davenport, Des Moines,
Cedar Rapids, Omaha and other markets in
future months, with participations in cooking
shows, according to its agency, C. L. Miller
Co., Chicago. Present tv expenditures will run
at the rate of $1,000 a month, it was reported,
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FRANK HEADLEY, President
DWIGHT REED, Vice President
FRANK PELLEGRIN, Vice President

PAUL WEEKS, Vice President Yessir Podner! This H-R "Spread" is a workin' outfit. And

that doesn’t mean only the hired hands. There's a rule
around here that even the bosses gotta work. And they dol!
The working partners that head up H-R are out on the
“range” everyday, aroundin’ up orders. No wonder this

is the "brand" of representin’ so many fine stations like.
They know they'll get it at H-R because we “always send

¢ man to do o mon's job."

380 Madison Ave. 35 E. Wacker Drive 6253 Hollywood Boulevard 155 Manigomery Street 415 Rio Gronde Bldg. i01 Marietla Street Building 520 Lovent Boulevard
Mew York 17, N_ Y, Chicago 1, llinois Hollywood 28, Calif. San Francisco, Calif. Dollas, Texas Altonta, Georgio Room No. 1D
OXford 7-3120 RAndoiph 4-6431 Hollywood 2.6453 YUken 2-5837 Randolph 5149 Cypress 7797 Houstan. Texos

JAckson 8-15601
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dominates

or market!

13 out of top 15 Non-Network Shows
11 out of top 15 Once-A-Week Shows

| NON-NETWORK FiLM SHOWS ONCE-A-WEEK SHOWS

|

|
Life of Riley ; M4 gkLzrv | EdSullivan . . . . . . 477 KLZ-TV
Dr. Hudson's Secret Journal 29.2  kLz-Tv | $64,000 Question. . . . .46.5 KLZ-TV
Highway Patrol . . . . . 267 Stat. B | What's My Line . . . 370 KLZ-TV
I Led Three Lives . . . . 244 Stat. B | George Gobel .. -354 Stat,B
Mr. District Attorney, , . 2249 piz.Tv | ITLoveLucy. . . . . . .349 KLZ.TV
Celebrity Playhouse. , , . 227 giz-Tv | Your Hit Parade. . . .334 Stat. B
Guy Lombardo ., . . . . 227 KLzZ-Tv | $64.000 Challenge . . . 327 KLZ-TV
Wild Bill Hickok. . 27 wiz.Tv | LifeofRiley. . . . _ . .314 KLZ-TV |
Confidential File . . 124 giz.Tv | Alfred Hitchcock. . . . . 310 KLZ-TV |
Stories of the Century. ., . 122 giz.Ty | Climax. _ . . . . . .307 KLZTV |
Liberace . . ... .15 grz-Tv | Disneyland _ . . . . . 29.8 Stat. C
Range Rider. . . . . . . 209 KLZ-TV | Jack Benny . . . . . . .297 KLZ-TV
Crunch and Des . . M4 kpLz-Ty | Groucho Marx. . . . . .29.4 Stat. B
Buffalo Bill, Jr. . . . . . M2 gLz-Tv | PhilSilvers . . . . . . .294 KLZ-TV
Studio 57 . . . . . . . .200 KLZ-TV I Dr. Hudson's SecretJournal 29.2 KLZ-TV

More Quarter Hour Firsts—from sign-on + €BS...IN DENVER

to sign-off —seven days a week —than all

other Denver TV stations combined. TELEVISION

M )
See the complete story! Call your KATZ man {L“:J””"j-“”-
or wire Jack Tipton, general sales manager, KLZ-TV.
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ABC-TV, TvB STUDIES IN AUTOMOBILE FIELD
SHOW STRONG STANDING FOR TELEVISION

Network-sponsored Trendex survey finds that car dealers rank tv
tops for drawing traffic to showrooms. TvB’s questioning of cus-
tomers draws even stronger conclusion. Both are part of major drive
to convert automotive manufacturers fo greater use of medium.

THE DEALERS SAY . . .

ALTHOUGH newspapers get the bigger slice
of the national automobile advertisers’ budget
as compared to television, the automobile dealer
is partial to the sight-and-sound medium in
attracting customers to showrooms and as the
preferred selling medium for the auto manu-
facturer.

A decided favor toward tv as the medium
auto dealers like best is detailed in a new study
prepared for ABC-TV by Trendex Inc. The
data will be incorporated into an ABC-TV
sales presentation that the network plans to
unveil shortly before auto advertisers and their
agencies in Michigan.

At a news conference in New York held last
week in advance of the survey’s release today
(Monday), Donald W. Coyle, director of sales
development and research at ABC-TV, noted
that the study was instituted after much com-
ment on the effectiveness of tv as a medium
had followed remarks made by Ernest Jones,
president of MacManus, John & Adams, De-
troit, before the Pittsburgh AAAA council

Cadillac, were favorably inclined toward tv as
a means of selling automobiles with the pattern
indicating that “dealers who are supported by
successful tv programs are the most enthusiastic
toward tv.”

Nearly half of all the dealers contacted
favored tv as the medium that brings in most
showroom traffic and as the medium that
should take first preference for factory adver-
tising. In the third category, that of using one
medium, 43% selected tv while 46% preferred
newspapers.

Breakdown on the question of the medium
preferred by dealers as bringing in the most
showroom traffic: tv, 48%; newspapers, 36%,
and direct mail, 5%; if ony one medium was
to be used: newspapers, 46%; tv, 43%, and
direct mail, 5%; and in recommending media

- for factory advertising: tv, 49%; newspapers,

37%, and direct mail, 8%. (The other three
media scored negligibly in the survey.)

Along with the survey results, ABC-TV dis-
closed figures which showed that television re-
ceives 28% of the automotive (national) ad-
vertising budget while 50% goes to newspapers,
2% for network radio, 14% for magazines and

ADVERTISERS & AGENCIES

livan Show on CBS-TV) a breakdown on these
dealers was offered. (Its ad budget on a com-
bined basis: 63% to newspapers and 37% to
tv.) Tv, however, scored among dealers with
these results: for the showroom, 86%; as only
medium, 71%, and as top medium preferred,
74%.

General Motors. Dealers rated third in
“enthusiasm” for tv. (GM's budget last year:
57% to newspapers and 19% to tv. Combined:
75% to newspapers and 25% to tv.) Television
was voted by 49% as the best for showroom
traffic, 41% as the sole medium and 49% as
the top medium preferred. (Chevrolet, which
allocates 29% to tv and its combined news-
paper-tv budget, scored 64%, 51% and 58%
in the respective question categories.)

ABC-TV has among its sponsors for next
fall: Dodge Div. of Chrysler; American Motors;
Chevrolet Div. of General Motors, and Ford.

THE CUSTOMERS SAY . . .

A NEW STUDY showing that television out- ~
ranks newspapers—or any other medinm—by
almost 2 to 1 in petting prospective automo-
bile purchasers into the showroom was re-
vealed by Television Bureau of Advertising last
week in special presentations to car makers and
their agencies in Detroit.

The study was made in more than 40 mar-
kets in 26 states, with two-thirds of the inter-
views conducted at automobile showrooms and
the rest among people who had shopped for
cars in the past few months. Approximately

TARGET FOR TV: GIVEN THE CHANCE, IT CAN MOVE THOSE CARS

iBeT, April 9, 2]. Mr. Jones had questioned
the ability of tv to move durable goods.

Julius Barnathan, ABC-TV’s manager of re-
search who detailed results of the study to
newsmen, emphasized that they come at a
time when the auto industry is having its second
highest year of passenger auto production in
the last five years.

The survey was conducted during the week
of June 11, and covered interviews of 627 auto
dealers in 16 major markets where newspaper
penetration is the highest. The markets in-
cluded Atlanta, Baltimore, Chicago, Cincinnati,
Cleveland, Columbus, Dallas-Fort Worth, Den-
ver, Detroit, Kansas City, Los Angeles, Min-
neapolis-St. Paul, Nashville, New York, Phila-
delphia and Washington, D. C.

Only dealers of the five top auto makers
were surveyed: General Motors, Chrysler, Ford,
American Motors and Studebaker-Packard.
Three questions were asked of each of the
dealers as to which form of national adver-
tising did the best job in bringing customers to
the showroom; if factory and dealers had only
one kind of national advertising to use, which
would he recommend, and how would he rank
the six media (radio, newspapers, magazines,
outdoor, direct mail and television) in the
order of preference if he was making up the
national advertising budget of the factory.

It was revealed that all of the dealers, except

BROADCASTING ® TELECASTING

6% for outdoor advertising. Mr. Barnathan
pointed out that the tv figures include all costs
{time and talent) of network and spot.

Narrowing the results further to the Big
Three in the auto industry, General Motors,
Ford and Chrysler, Mr. Barnathan reported
the following data from dealer groupings made
in assaying survey results:

Chrysler. These dealers favor tv most.
{Chrysler's ad budget last year was 40% to
newspapers and 42% to tv.) Using a combined
newspaper-tv budget, the breakdown is 51% to
tv and 49% to newspapers. Tv, moreover, was
liked by 67% of the Chrysler dealers as doing
the best job for the showroom (33% for news-
papers—breakdown as to auto manufacture
identity is confined to tv vs. newspapers, thus
percentages add to 100%), 60% thought tv was
the medium to use if the factory and dealer
were restricted to one, and 69% named tv as
the tops in preference (all six media were
rotated in rank among the dealers so as to
prevent bias).

Ford (its ad budget last year was 52% to
newspapers and 27% to tv). Combined basis,
66% to newspapers and 34% to tv. Tv among
Ford dealers scored as follows: for the show-
room, 65%; as only medium, 50%, and as the
top medium preferred, 61%.

Because of the interest in Lincoln-Mercury
(which sponsors the highly-successful Ed Sul-

30% of the 565 shoppers interviewed actually
did -buy cars. And 58% of the total said they
came there because of commercials they'd seen
on television, as against 32% who attributed
their interest to newspaper ads.

TvB President Oliver Treyz outlined high-
lights of the study—conducted for TvB by the
Institute for Motivational Research—in a pres-
entation to some 365 automotive executives,
advertisers and agencies in Detroit Thursday,
and also in separate showings to individual
advertiser-agency groups.

Mr. Treyz stressed that auto makers, who
put approximately twice as much into news-
papers as into television last year, are ““under-
spending” in tv. “We believe,” he said, “that
the relatively light television promotion pro-
vides a dangerously weak underpinning for the
gigantic marketing task of 1957.

“It is apparent that one of the nation’s most
dynamic industries—the automotive—views the
nation’s most dynamic advertising medium—
television—as a supplementary rather than a
primary sales vehicle. It seems to us that the
big question which faces Detroit in its 1957
model sales campaign is not nearly so much
the share of sales established by the Buicks,
Pontiacs, Mercurys and Chryslers, as it is the
total sale of new cars, which, in turn, deter-
mines the automobile production rate.

“Automotive advertisers stand virtually alone
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In ‘“San Francisco Beat,” even the very
setting’s exciting. Filmed on location
in photogenic, steep-inclined San
Francisco, It’'s a powerful, eye-filling
show ... combining the drama of real
cases from the files of San Francisco’s

Police Department with the thrill of

|

the chase through some of the world’s

==

dizziest, most breath-taking scenery.

The uptilted streets...the Golden Gate
.- Chinatown...the waterfront and
Fisherman’s Wharf...it’s a setting that
puts extra wallop into every half hour

of this action-laden film series.




And what a wallop the series packs!

in the Albany-Schenectady-Troy

area, ‘“San Francisco Beat” is one of
the top fifteen programs, drawing
bigger audiences than such shows as
Kraft Theater, Gobel, Martha Raye and
Montgomery Presents. In film-happy
Los Angeles, it's among the top ten
syndicated films.* As ‘““The Lineup” on
the CBS Television Network, it has
averaged a higher rating than “Dragnet”
throughout the past season.*™

‘“San Francisco Beat’ provides a hard-
hitting setting for your sales messages.
Get details and market availabilities
from the people who bring you the

fastest-moving films in all television...

CBS TELEVISION FILM SALES, INC.

Otfices in Naw York, Chicago, Los Angales, Detroit, Boston, San Francisco, St. Louls,
Atlanta, Dallas. In Canadat S. W. Caldwaebl, Ltd.
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+ARB, Iatest availabla reports ++Trendex, OCt. 1955-May 1958
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NEW SPOT

Tvcharacter keys all-media sales drive

NOT ONLY does television drama set the theme for
the upcoming -major market tv campaign of Wynn Oil
Co., Azusa, Calif., but the chief character of the new
tv spot itself, “Auto Medic,” sets the theme for copy
in all other media, including radio, magazines, trade
papers and point-of-sale. The national campaign will be
placed by Kennedy, Walker & Wooten, Los Angeles,
starting this month.

Earl Kennedy, partner in the agency named by Wynn
earlier this year, thought up “Auto Medic,” who would
use the company’s oil additive, Wynn'’s Friction Proofing,
to get rid of sludge and carbon and make cars feel
healthy again. He reasoned that most people could
understand this idea easily even though they could not
comprehend the chemistry of engine combustion and
how the product helps improve engine operation.

The cartoon character, who is the hero of the suc-
cessful operation on a “sick” car depicted in the tv spot,
is being featured also in presentations to service station
operators as part of the Wynn educational campaign to
increase product identification. The tv spot will be used
in one-minute, 20-second and 10-second versions. The
animation was done by LaBrea Productions, Hollywood,
under the supervision of Gail Papineau and his associ-
ates, formerly of Kling Studios.

Now being tested on KNXT (TV) Los Angeles, the
Auto Medic spot opens with tense drama in a hospital
operating room as the unseen patient on the operating
table obviously is on the brink of expiration—from
“auto anemia.” Auto Medic enters with self-assured
flourish, peers at the patient and with a groan of com-
passion quickly diagnoses the illness as metal ulcers
caused by “the usual sludge, gums and friction spots.”
Confirming his observation by several clinical tests, Auto
Medic calls for “auto plasma™ and the nurse gives him
a can of Wynn’s Friction Proofing.

The patient recovers amid glad exclamations from the
onlookers and is revealed to be a little car, now smiling.
It zooms from the table and down a road, stopping at
a light next to a little girl car and says: “Say, did I
ever tell you about my operation?”’ After this line, the
scene fixes on the stop light which becomes the round
Wynn's Friction Proofing label.

in the allocation of the minor portion of their
budgets to television. Among all national ad-
vertising categories, they stand alone in the
failure to follow the trend toward heavier and
heavier television viewing.”

The showroom survey which TvE unveiled
elicited not only car-shoppers’ own reactions
but also those of their wives, children and
friends. Universally, it gave television a strong
lead over newspapers as a prime factor in
interesting them in new cars in the first place.

Asked to indicate what led them to visit the
showroom, 58% nominated television and 32%
newspapers, giving tv a lead of 1.8 to 1 (10%
said “neither,” “don’t know,” or gave other
answers).

A breakdown of these answers according to
make of car being shopped for showed tv with
a 2.5-to-1 lead over newspapers in the case of
Ford products; 1.6-to-1 ahead in the case of
Chrysler makes, and 1.5-to-1 ahead in the case
of General Motors cars.

The influence that wives exert also was ex-
plored—with results that led TvB officials to
conclude that the role of wives in car-buying
is more influential than many people think.
And the shoppers indicated, in 67% of the
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cases, that wifely interest was aroused through
television. This compares with 17% attributed
to newspapers, giving tv a lead of 3.9 to 1
(16% gave other answers).

Similarly, about 43% of those having chil-
dren mentioned that the children had expressed
interest concretely in new cars, and 83% of
these attributed the interest to tv as against
13% to newspapers, giving television a 6.4-to-1
advantage (4% gave other answers).

A total of 60% of the shoppers said they
had heard friends discuss new cars. And of
these, 63% attributed the friends’ interest to
television while 24% attributed it to news-
papers, giving tv an advantage of 2.6 to 1
(13% gave other answers).

As a final query, interviewers played a
“game” with the shoppers, asking how they
would allocate a mythical $1 million budget
among the four major media in order to reach
the greatest number of ‘“‘people like you” and
bring them into the showroom. In this “allo~
cation” television received 47% and newspapers
26%, while the rest was divided aimost evenly
between radio and magazines.

In the Detroit presentation, President Treyz
was assisted by Gene Accas, TvB director of

" operations. W. D. Rogers Jr. of KDUB-TV

Lubbock and KPAR-TV Sweetwater, Tex.,
chairman of the TvB board, introduced the
presentation, which included, in addition to the
auto shoppers’ survey, much of the material
shown earlier by TvB to advertiser, agency and
membership meetings in Chicago and New
York [BeT, April 23, May 28], Norman E
(Pete) Cash, vice president, and George Hunt-
ington, sales development director, also par-
ticipated in the Detroit sessions.

Similar presentations are slated in Los An-
geles July 10 and San Francisco July 12.

Dr. Leon Arons is TvB director of research.

Admiral Corp. Places
$2.5 Million Order

IN what was described as “largest advertising
schedule ever purchased on NBC-TV’s partici-
pating program,” the Admiral Corp., Chicago,
has placed an order amounting to almost $2.5
million on the network’s Today (Mon.-Fri., 7-9
a.m. EDT) and Tonight (Mon.-Fri., 11:30 p.m.-
1 am. EDT), starting Sept. 3.

The NBC-TV order, which was disclosed si-
multaneously with a 52-week purchase by
Admiral of ABC Radio’s Breakfast Club (see
story, page 74), was announced last week by
George H. Frey, vice president in charge of
NBC-TV sales, who pointed out that the sched-
ule marks Admiral’s initial use of the network’s
participating programs. Through its agency,
Henri, Hurst & McDonald, Chicago, Admiral
has bought daily announcements on the two
programs for 52 weeks, covering a total of 520
participations.

Newspaper Ad Rates Gain
Over Circulation Increases

AVERAGE net paid circulation of U. S. daily
newspapers has increased 10.3% since 1946
while their average open line rate has gone up
52% and their average maximil rate up 37.8%.

This difference between newspaper circulation
gains and their increases in rates is shown in a
study issued by Assn. of National Advertisers
last week and described by ANA as “the most
comprehensive report ever made on daily news-
paper circulation and rate trends.”

Using an index of 100 as the 1946 base, the
report shows that average net paid circulation
of U. S. English-language dailies has increased
steadily to 1103 in 1956, while the average
open line rate has gone to 152.0 and the average
maximil rate to 137.8. The maximil rate rep-
resents the cost of one line of advertising per
million circulation at the open or flat line rate,
which is the maximum rate charged for national
or general advertising.

Number of newspapers invelved in this com-
patison was 1,566 in 1956 as against 1,490 in
1946.

Carnation Boosts Chamberlin

HUGH R. CHAMBERLIN has been ap-
pointed associate advertising manager for Car-
nation Co.’s evaporated milks, Paul H. Willis,
vice president in charge of advertising, an-
nounced last week. Mr. Chamberlin will assist
E. A. Gumpert, general advertlsmg manager
for Carnation on dairy products, in the super-
vision of advertising for Carnation evaporated
milk and seven regional brands produced by
the company. Prior to joining Carnation in
Los Angeles, Mr. Chamberlin was associated
with Procter & Gamble, where he helped in-
troduce Pin-It home permanent, worked with
Shasta cream shampoc and was assistant brand
manager for Gleem toothpaste.
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Stronger than ever...

The strongest, steadiest Pulse in the booming
Pacific Northwest belongs to Radio KING.

Pulse Inc. rates Radio KING first in the morning
...in the afternoon...and, in the evening ...
seven days a week.

This healthy report is from a 15 County Area
Study taken by Pulse in March-April, 1956. The
study measures radio audiences by time periods...

*p

both in-the-home and out-of-home . .. and covers

all of Western Washington.

Hypo your sales in the important Puget Sound

market with Radio KING. Ask your Blair

rep for details.

50,000 Watts
ABC—Blair, Inc.

FIRST IN SEATTLE

Radio KiNG



>
=
»
p4
w
0
Zz

QUALITY




Radio and television are so vital a part of today’s advertising economy that
it’s shocking to realize how very young they are. Broadcasting’s growth has
been electric; this business that chalked up over a billion dollars in time sales
last year didn’t even exist thirty-five years ago. Even more startling — the
good right arm that wrote one out of every three of those sales-dollars didn’t
exist twenty-five years ago.

And yet it was just shy of twenty-five years ago that pioneering advertising
men like Paul H. Raymer created the system of exclusive national broadcast
representation. It’s fair to say that the Paul Raymers built this way of doing
business.

But it’s not enough to build a business...to grow with it...or even to survive
in it.

To satisfy broadcasting’s voracious demands on its national spot arm — the
Paul H. Raymer Company has traced a spiralling growth pattern...a pattern
that outlines the only kind of stability that can stand up to competitive fire.

It’s been a growth in service and skills, in coverage and depth, in sales tech-
niques and in men.

Most of all, perhaps, in responsibility to the stations it represents.

Few representatives can match the twenty-four year Raymer record of growth,
progress and leadership in national spot sales.

PAUL H. RAYMER COMPANY, INC.

Exclusive National Representative Since 1932
NEW YORK * CHICAGO * LOS ANGELES
DALLAS * SAN FRANCISCO “ R4
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DETROIT - ATLANTA Q ?
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Revion, Hal March Face
Broadway Producers’ Suit

REVLON Inc., New York, the cosmetics manu-
facturer which hypoed sales with its The 364,000
Question on CBS-TV, found itself involved last
week in a $250,000 suit that charges the firm
with depriving two Broadway producers of the
services of star Hal March.

The producers, Alexander H. Cohen and
Ralph Alswang, charged in New York Supreme
Court that Revion persuaded Mr. March to
break his contract to star in a forthcoming
comedy, “The Brass Section.” The star, accord-
ing to the complaint, was signed for the show
on March 8 and was to receive 10% of the gross
box office receipts, but was “intentionally and
maliciously” induced to breach the agreement so
that he could take on an additional tv program
for the firm. Mr. March, however, stated that
as of the present he was not going to do another
tv show for Revlon.

At the same time, the producers instituted a
proceeding against Mr. March with the Ameri-
can Arbitration Assn. The play was to have
gone into rehearsal late next month.

Revlon, which has 20 days to answer the
complaint, said only that George Abrams, vice
president in charge of advertising, had “cate-
gorically denied all of the allegations.”

Mr. March was quoted variously as terming
the suit as “ridiculous” in that Revlon used no
coercion and as expressing himself “ready, will-
ing and able” to start rehearsal no later than
Aug. 15. Mr. March’s attorney, Morton Becker
of Jaffe & Jaffe, New York, told BeT that so
far as he was informed, Mr. March was willing
to star in the new Max Wilk comedy. Revlon’s
attorneys are Blumberg, Singer & Blumenthal,
New York.

In a statement Wednesday, Mr. Cohen de-
clared that “if this sort of conduct is to be
tolerated,” a producer could spend a year in
preparing a play, hiring his star and “plan pro-
duction around him,” only to find the actor *can
disregard his commitments merely by saying
that he no longer wishes to honor his contract.”
Mr. Cohen asserted that Mr. March, and his
representatives, vacillated as to carrying out the
contract dependent “upon the daily progress of
his negotiations with Revlon.” The complaint
against Revlon was prepared by Milton R. Weir,
attorney with Cohen & Alswang, New York.

Slenderella Ups Budget,
Buys CBS, ABC Radio Time

SLENDERELLA INTERNATIONAL, which
recently upped its radio budget to $1.92 mil-
lion [BeT, June 4], last week added another
$250,000 to the total by purchasing participa-
tions on both CBS Radio and ABC Radio
shows. On CBS—via its agency, Management
Assoc. of Connecticut, Stamford—it signed a
13-week contract for three segments weekly of
The Bing Crosby Show, The Mitch Miller
Show and The Galen Drake Show. The con-
tract, effective today (Monday), marks the first
buy of Slenderella on CBS Radio, although it
has bought time on both Colunibia Pacific
Network and local CBS stations.

It also has purchased segments of ABC
Radio’s morning serial program, When a Girl
Marries, for 26 weeks, effective Aug. 6 (see
story, page 74).

Meanwhile, CBS Radio also announced that
Bronze Tan, a division of Shulton Inc., Clifton,
N. J., through the Wesley Assoc. Inc.,, New
York, had bought its first network radio cam-
paign, effective last Friday. The suntan lotion
will be featured on 15-minute portions of The
Arthur Godfrey Show throughout July.
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at the lowest cost per thousand

W F B BAILTIMORES BEST BUY
REPRESENTED B8Y JOHN BLAIR AND COMPANY
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-4,119,000
EVERY
MINUTE!

Five days a week, 12:00 noon to 2:45 pm, cNYT
an average of 4,115,000 people a minute listen
attentively to CBS Radio.

Mostly, they’re homemakers, too busy for other
advertising media. They’re listening to the

11 dramatic serials that are the strongest lineup
in all daytime radio.

In the course of one week, these programs reach
one out of every four households in the U.S.




this is the right time to buy...

12:00 N.
12:15 PM

12:30 PM

12:45 PM
1:00 PM
1:15 PM
1:30 PM
1:45 PM

2:05 PM
2:19 PM

2:30 PM

From left to right:

WENDY WARREN & THE NEWS
BACKSTAGE WIFE
ROMANCE OF HELEN TRENT
OUR GAL SUNDAY

ROAD OF LIFE

AUNT JENNY

YOUNG DR. MALONE
GUIDING LIGHT

RIGHT TO HAPPINESS
SECOND MRS. BURTON
THIS IS NORA DRAKE

THE GBS RADIO NETWORK



. ARF STARTS STUDY
OF COUNTY TV SETS

Figures to be based on Census
Bureau and Nielsen surveys.
No definite release date set.

THE Advertising Research Foundation last
week began work on a project designed to
produce individual county estimates of tele-
vision households as of February 1956, similar
to a tabulation released by ARF earlier this
year [B®T, April 30] on tv households as of
June 1955. The project will cost about $17,000,
according to ARF, and is being ‘underwritten
by ABC, CBS-TV, NBC, NARTB and TvB.

The ARF report will be based on informa-
tion obtained on television sets in 1956 by
the U.S. Bureau of the Census in conjunction
with its Current Population Survey, the founda-
tion reported. ARF’s general plan is to com-
bine this information with data from the
Nielsen Coverage Service as of March 1, 1956,

The statistical procedures to be employed
are described as “similar” to those used in
the earlier ARF tv household report, “U.S.
Television Households by Region, State and
County—June 1955.” Tt was pointed out that
“some modifications may be necessary.”

The foundation observed that it is *difficult”
to predict the completion date of the project
“before the census and Nielsen data are ex-
amined in detail to determine whether any
unusual statistical problems may be involved,”
and added:

“If there are no unusual problems, then it
is expected that county estimate computations
will be completed by September. However,
computation of standard errors depends in
part on a calculation that only the Census
Bureau can perform. Because of the heavy
workload, including commitments to other
[U.S. government agencies, it is possible that
the bureau may not be able to complete these
[calculations by the time the county estimates
have been completed. Therefore, if ARF’s
technical committee decides that the standard
errors should be included in the report, it may
e that another month or two will be required
for completion and publication of the report.”

ARF reported it has made arrangements
with the Census Bureau to add tv household
questions to its August 1956 Current Popula-
tion Survey questionnaires, with the cost being
defrayed by the aforementioned underwriters.
ARF added that it “does not now contemplate
computing individual county estimates based
on the August data.”

Fried Named Doner V.P.

|

HERB FRIED, account executive for W. B.
Doner & Co., has been appointed vice presi-
dent in charge of the advertising agency’s Balti-
more office, it was
announced last
week.

Mr. Fried began
his advertising ca-
reer in 1946 with
Foote, Cone & Beld-
ing, Chicago, served
in various
ments and was
named account exec-
‘utive in 1952, From
1954 to 1955, he
was an account ex-
ecutive for Weiss
B-L MR. FRIED and Geller, Chicago,
d joined Doner in the same capacity in 1955,
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.Advance Schedule
Of Network Color Shows
(All times EDT)

CBS-TV

July 7 (7-7:30 p.m.) Gene Autry Show
William Wrigley Jr. Co., through Ruth-
rauff & Ryan. g

NBC-TV

July 2-6 (3-4 p.m.) Matinee, participating
sponsors (also July 9-13, 16-20, 23-27,
30-31).

July 4 (7:30-7:45 p.m.) J. P. Morgan
Show, sustaining (also July 18).

July 4 (9-10 p.m.) Kraft Television The-
atre, Kraft Foods, through J. Walter
Thompson {alsc July 11, 18, 25).

July 7 (8-9 p.m.) Patti Page Show, par-
ticipating sponsors.

July 8 (5-5:30 p.m.) Zoo Parade, sustain-
ing (also July 15, 22, 29),

July 12 (10-11 p.m.) Lux Video Theatre,
Lever Bros. Co., through J. Walter
Thompson (also July 19, 26).

. July 15 (7:30-9 p.m.) Sunday Spectacu-
lar, “The Bachelor,” participating spon-
SOrSs.

July 21 (8-9 p.m.) Julius La Rosa Show,
participating sponsors (also July 28).
July 22 (9-10 p.m.) Alcoa Hour, Alu-
minum Co. of America, through Fuller,
Smith & Ross.

July 23 (8-8:30 p.m.) Producer's Show-
case, “Rosalinda,” Ford Motor Co.,
" through: Kenyon & Eckhardt and RCA
through Kenyon & Eckhardt, Al Paul
Lefton & Grey.
July 29 (9-10 p. m.) Goodyear Playhouse,
Goodyear Tire & Rubber Co., through
Young & Rubicam.

[Note: This schedule will be corrected to
press time of each issue of B:T]

Ted Bates Announces Changes
In tts Radio-Tv Department

NEW assignments in the radio-tv department

of Ted Bates, New York, were announced last
week by James C, Douglass, vice president and
director of the department.

Changes include Herbert Gunter, vice presi-
dent, who becomes director of television com-
mercials in addition to continuing to work with
copy and account groups and supervising all
commercial film production; Thomas F. Mec-
Andrews Jr., assistant vice president, who was
named director of operations, supervising all
programming and live commercial production;
Thomas W. Hanlon who becomes assistant
director of the film department, and Robert
Margulies, formerly with Young & Rubicam,
who was appointed a film producer,

Brother Adv. Agency Expands

THE D. P, Brother advertising agency, Detroit, -

has expanded its office space to 32,000 sq. ft.
and combined its staff into two adjacent build-
ings on the same floor level. The agency’s
offices in the General Motors Bldg., and the
Argonaut Bldg., are connected by an overhead
bridge. Other company offices are located in

- New York and Los Angeles.

No Bait-Switch Ads
On Networks, BBB Says

INDISCRIMINATE attacks on the telecasting
industry for so-called “bait-switch” advertising
is unjustified because these criticisms fail to
distinguish between network practices and those
followed by some independent stations, accord-
ing to the June issue of the News Bulletin of
the National Better Business Bureau Inc.

The lead article in the publication declared
the bureau “knows of no case where ‘bait-
switch’ advertising has appeared on any of the
three national tv networks.” It pointed out
that each of the three tv networks maintains
full-time continuity departments or divisions
which are “scrupulous in their denial of broad-
casting facilities to fraudulent advertisers,” and-
each ‘network rejects “very substantial revenue
in the form of proffered advertising which is
held to be not in the public interest.”

“The continuity acceptance experts of the
three networks are in daily contact with the
National Better Business Bureau,” the article
revealed. “During 1955, for example, they
sought the assistance of the bureau in determin-
ing the reliability of advertisers and their prod-
ucts or the validity of proposed advertising
claims in more than 700 instances.”

The article said that “the only instances” of
“bait-switch” broadcasts specifically cited in
criticisms coming to the NBBB’s attention have
occurred on non-network broadcasts, It added
that the bureau “does not suggest that all, or
a majority, of local stations, independent or
otherwise, have been guilty of such practices.”

Judge Rules Out Indictment
Charging False Advertising

INDICTMENT of four men on charges of
“bait” advertising on television was dismissed
in Chicago Criminal Court June 22 as “too
vague and evasive,”

Judge Wilbert F. Crowley quashed the in-
dictment against Irving Rocklin, president of
Rockling Irving & Assoc.; Ira Segall, copywriter
at the agency; Irwin Cole, president of Cole-
Finder (automobile agency), and Kenneth Sieg,
former Cole-Finder salesman. Judge Crowley
claimed the indictment contained ‘“no partic-
ulars for an attorney to defend against.”

The indictment was returned by the Cook
County (Ill.) grand jury after an investigation
by the Chicago Better Business Bureau, which
cited tv commercials aired on WNBQ (TV)
that city Feb. 25 and 27. The original charges
were broadened to include the advertising
agency at the request of State Attorney John
Gutknecht [AT DEeapLINE, May 28; BeT,
April 30].

Kenyon & Eckhardt to Open
Regional Office in Atlanta

KENYON & ECKHARDT, New York, is estab-
lishing a regional advertising office at 795
Peachtree St., N.E., Atlanta, according to Wil-
liam B. Lewis, president. Until now, K&E
has maintained a service operation in Atlanta
for the handling of Lincoln-Mercury Dealers
Assoc.

Other accounts to be serviced initially in
the new office are Pepsi-Cola, RCA television
and radio sets, RCA-Whirlpool washers, dryers
and -other appliances. “K&E’s move to Atlanta
is in recognition of our clients’ needs for strong
regional merchandising support. Also K&E ex-
pects to service out of its Atlanta office new ad-
vertisers with top calibre advertising developed
especially for their needs,” Mr. Lewis said.
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The Prestige Station of Wachita, Kansas

KANS

N(BIC

Announces the Appointment of

SIMMONS ASSOCIATES, Inc.

NEW. YORK CHICAGO |

220 PARK AVENUE 333 NORTH MICHIGAN AVE,
MURRAY HiLL 8,282) DEARBORN 2-2375
DAVID 'N. SIMMONS GALE BLOCKL, JR.

As Nuational Sales Repiresentatives

July 1, 1956
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RCA INTRODUCES A COMPLETELY

“FAMILY” OF AUDIO

A model to “fit” every station requirement. ..

ALL HAVE “BUILT-IN" POWER SUPPLIES,
MONITORING AMPLIFIERS AND SPEAKER RELAYS

Here is.a “family” of three consolettes that give you the
widest choice of facilities ever offered. All have printed-
wiring amplifiers in modular construction, providing the
utmost in circuit uniformity and performance. Each model
has its own “‘built-in’” power supply (the BC-6A has two).
Each has built-in monitoring amplifiers and speaker relays.

INSTALLATICN IS QUICK, EASY...INEXPENSIVE

The “self-contained’’ feature of all three models makes
them easy to install. There is no need for costly external
wiring and “hunting” for a place to mount such items as
power supplies, monitoring amplifiers and speaker relays.
The reduction of external wiring minimizes the chance of
stray hum pick-up greatly improving system performance.

CONVENIENT OPERATION

The low height of each consolette affords maximum studio
visibility . . . no stretching to observe cues. Relaxed wrist
comfort is provided by mixer controls on the right slant ...
at the right position above the desk top. RCA-developed

Tilt-forward front ponel
permits quick occessibility to mixer
pads and spring contacts; makes
maintenance easy.

finger-grip knobs provide convenient, positive contro! and
are color coded for “function identity.”

EASE OF MAINTENANCE

Routine maintenance time is reduced by the quick accessi-
bility of all components . . . easy-to-clean mixer pads,
simple-to-adjust leaf-spring contacts on key and push-
button switches. This is achieved by a snap-off top cover
and a tilt-forward front panel, in addition to strategic
placement of components.

RCA MATCHED STYLING PERMITS EXPANDABILITY

Styled with 30-degree sloping panels which match previ-
ous equipments such as the BC-2B consolette, BCM-1A
mixer, and compatible among themselves, a wide range of
augmented facilities is possible. Paired BC-5As provide
dual channel operation and extended facilities. Addition
of the BCM-1A mixer to any of these consolettes is simple
and provides added microphone inputs.

THEY WORK WELL INTC CUSTOM ARRANGEMENTS

Simple functional design and “engineered” compactness
makes any number of custom installation arrangements
possible. A custom “U" arrangement of two BC-5As flank-
ing a BCM-1A mixer is possible. The 30-degree front
panels match the slope of video contro! equipment making
them suitable for use in television studio custom applica-
tions as well as in radio.

Ask your RCA Broadcast Sales Representative
Jor detailed information

RADIO CORPORATION of AMERICA

BROADCAST AND TELEVISION EQUIPMENT +« CAMDEN, N. J.




NEW

CONSOLETTES

BC-5A NINE INPUTS

—facilities for 4 microphones, 2 turntables, 2 remote
lines, 1 network or tape. 4 mixer posiuons. Brilt-in
power supply. Easily expanded for dual channel use

by “pairing.” Block building !ends “custom touch"” $875*
when paired with existing BC-2B’s............ ST

BC-3B THIRTEEN INPUTS

—facilities for 6 microphones, 2 turntables, 2 remote
lines, 1 network, 2 urtility inputs which may be used for addi-
tional rurntables, tape, or as required. Eight mixer positions. Built-in power supply.

Easily expanded for dual channel use by pairing with BC-5A. Convenient script rack. $1095*
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BC-6A TWENTY-TWO INPUTS

—facilities for 10 microphones, 2 turntables, 2 tape, 2 film, 5 remote

lines, 1| network. Dual or single channel gperation with “split-mixer’”” faders. Master

fader controls both channels simultaneously. Ideal for binaural broadcasting. Nine mixer positions. Two
built-in power supplies (one for each channel) for greater reliability. Two monitoring channels, one for pro-
gram moaitoring and talkback, one for cueing and feeding background to studios. Convenient script rack. $ ] 7 5 0*

*Less Tubes— Prices subject to change withont notice.



Amoco Buys More Spots

AMERICAN, OIL. Co. will up its radio-tv
budget for the year in excess of $1 million by
buying 14 five-minute spots on NBC Radio’s
Monitor each- weekend starting next Saturday.
The segmérits will feature a “top tune of the
week,” up-to-the-minute sports news with NBC'’s
Lindsey Nelson and a series of Bob and.Ray
commercial satires. In addition to the Monitor
purchase, Amoco will launch a 26-week spot
radio campaign in 44 eastern markets, starting
today (Monday), through its agency, The Jo-
seph Katz Co., New York and Baltimore [AT
DEADLINE, June 18]. Firm also is retaining its
Friday 10:30-11 p.m. siot on CBS-TV with a
summer replacement show for Person-to-Person
(see story, page 98).

Lorillard Appoints Yellen

MANUEL YELLEN, west coast sales man-
ager, P. Lorillard Co. (Old Gold, Kent cig-
arettes and other tobacco products), New York,
last week was named to succeed Alden James,
who recently resigned as advertising director
of the firm.

Mr. Yellen has been with Lorillard since
1933, beginning as a salesman, later became
divisional sales manager at Cleveland, and,
after service in the U. S. Navy, was appointed
by Lorillard as head of the firm’s west coast
sales operations.

D'Arcy Names Four V.P.'s

ELECTION of four new vice presidents and
one new director was announced last week by
D’Arcy Adv. Co., New York. Newly-elected
vice presidents are Gene M. Cowall, art direc-
tor, St. Louis; Dean Coyle, art director, New
York; Lee White, account supervisor on Ander-
son, Clayton & Co. Foods Div. and Vern East-
man, manager of Los Angeles office.

The new director is James B. Orthwein, who
has been a vice president of the company for
10 years in the St. Louis office.

13th Year for Gillette

GILLETTE CO., Boston, has renewed spon-
sorship of the Cavalcade of Sports on NBC-
TV and NBC Radio on Friday, starting at 10
p.m. EDT, effective Sept. 27, it was announced
last week by George H. Frey, vice president
in charge of sales for NBC-TV. Maxon Inc. is
the agency. According to NBC-TV, this marks
the 13th year that the boxing bouts have been
sponsored by Gillette on the network, starting
on a local basis on WNBT (TV) New York
(now WRCA-TV) on Sept. 29, 1944,

AGENCY APPOINTMENTS

Halco Products Inc. (Southern Gold orange
juice, other citrus products), Orlando, Fla., ap-
|poim:s Kenyon & Eckhardt, N.Y.

A. Goodman & Sons Inc. (noodles, other prod-
ucts), Long Island City, N. Y., formerly handled
by Al Paul Lefton Inc., N.Y. to Doyle Dane

IBernb::u:li, N.Y.

Gibraltar Savings & Loan Assn., Beverly Hills,
lif., names Dreyfus Co., L.A.

SPOT NEW BUSINESS

American , Tobacco Co. (Lucky Strike ciga-
rettes), N. Y., through BBDO, N. Y., preparing
52-week television spot announcement campaign
in limited number of markets.
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LATEST RATINGS

TOP TV SHOWS, JUNE 1-7

Net-

Ronk Program Sponsor Agency work  Stations Time Roting
1. Ed Sullivan Lincoln-Mercury Kenyon & Eckhardt CBS 180 Sun., 8.9 50.5
2, $64,000 Question Revlon BBDO CBS 165 Tues., 10.10:30 48.7
3. ! Love Lucy Practer & Gomble  Biow CBS 155 Mon., 9-9:30 45.3

General Foods Young & Rubicam 157
4. $64,000 Challenge P. Lorillard Young & Rubicam CBS m Sun., 10-10:30 41.0
e Revion C. J. LlaRoche
What’s My Line? Jules Montenier Earle Ludgen CBS 70 Sun., 10:30-11 368
5. - Remington-Rand Young & Rubicam m
You Bet Your Life DeSote BBDO NBC 157 Thurs. 8-8:30 36.B
7. December Bride General Foods Benton & Bowles CBS 183 Mon., 9:30-10 34.8
8. ['ve Got a Secret R. J. Reynolds Wm. Esty CBS 170 Wed., 9:30-10 34.3
Perry Como Armour Tatham-Lajrd NBC 81 Sat., B.9 3.0
. Darmeyer John W. Show 82
Gold Seal Camphell-Mithun 86
International Foote, Cone & Belding 20
9. Caellucotton
Noxzema SSC&B 95
Teni North Adv. 91
| Alfred Hitchcock  Bristo] Meyers Young & Rubicam CBS 110 Sun., 9:30-10 33.0
Lineup Brown & Wi]liqmson Ted Bates CBS 176 Frl., 10-10:30 33.0

Rank Program Viewers Rank Program Viewers Rank Progrom Viewers
1. Ed Sullivan 48,370,000 5. Perry Como 31,83¢,000 B. lVMve Got a Secret 27,400,000
2. $64,000 Question 39,540,000 6. George Gobel 28,330,000 9. You Bet Your Life 27,350,000
3. 1 love Luey a8 X 7. December Bride 27,530,000 10. What's My Line? 26,440,000
4, $564,000 Challenge 33,460,000

Copyright, American Research Bureau Inc.
« TOP TV SHOWS (TWO WEEKS ENDING MAY 26)
1 Total
Audience
Tv Homes
. Net- No. of Reached

Rank Program Sponsor Agency work Stations Day & Time 000)
1. 364,000 Question Revion o} CB! 165 Tues,, 10-10:30 15,403
2. Ed Svllivan Show Lincoln. Mercury Kenyon & Eckhardt CBS 180 un., 8. 15,184
3. | Love Luey Procter & Guambie Biow CBS 155 Mon., 9-9:30 14,235

General Foods Young & Rubicam 157
4. December Bride General Foods 8enton & Bowles CBS 183 Mon., 9:30-10 12,994
5. Lux Theatre Lever Brothers J, Walter Thompson NBC 129 Thurs., 10-11 12,374
6. Ford Theatre Ford Motor Co. J. Walter Thompson NBC 156 Thurs., 9:30-10 11,936
7. ' Cavalcade of Sports  Gillette Maxon NBC 141 Fri.,, 10-10:45 11,790
8. Disneyland Amarican Motors Geyer & Brooks, Smith, ABC 180 Wed., 7:30-8:30 11,790
French & Dorrance
American Dairy Campbell-Mithun
Derby Foods McCann-Erickson
9. Jack Benny Show American Tobacco  BBDO CBS 172 Sun., 7:30.8 11,644
10. Perry Como Show Armour Tatham-Laird NBC 81 Sat., 8-9 11,534
Dormeyer John W. Shaw B2
Gold Seal Campbell-Mithun 86
International-Cellu-  Foote, Cone & Belding 90
cotton
Noxzema Sulfivan, Stauffer, Colwell 95
& Bayles .
Tonl North Adv. 91
1 Average Audience
Tv Homes Rearhed * Total Audience % * Total Audience %

Rank (000) Rank of Tv Homes Reached Rank of Tv Homes Reached
1. $64,000 Question 14,235 1. $64,000 Question 43.7 1. $84,000 Question 40.4
2. | Love Lucy 13,213 2. Ed Sullivan Show 43.2 2. 1 love Lucy 37.2
3. December Bride 12,045 3. ! Love Lucy 40.0 3. December Bride 34.3
4, Ed Sullivan Show 11,717 4. December Bride 37.0 4, Ed Sullivan Show 334
5. Ford Theatre 10,731 5. Lux Theatre 5.8 5. $64,000 Challenge 309
6. GE Theatre 10,512 6. Cavalcade of Sports 34,2 6. Ford Theatre 30.4
7. $64,000 Challenge 10,439 7. Ford Theatre 338 7. GE Theatre 30.2
8. I've Got a Secret 10,330 B. Perry Como Show 333 B. I've Got a Secret 29.8
9. Cavaleade of Sports 10,184 9. Disneyland 33.2 9. Cavaleade of Sports  29.5
10. Dragnet 10,147 10. Jack Benny Show 332 10. A. Hitchcock Presents 29.4

[Details on programs in preceding three tables, but not listed In top table]

General Electric Theatre General Electric  BBDO CBS 153 Sun., 9-9:30

$64,000 Challenge P. Lorillard Young & Rublcam CBS m Sun.: 10-10:30
Ravlon C. J. LaRoche

I've Got a Secret R. J. Reynolds Wm. Esty CBS 170 Wed., $:30-10
Dragnet Liggett & Myars Cunningham & Walsh NBC 169 Thurs., B:30-9
Alfred Hitchcock Presents Bristol-Myers Young & Rubicam CBS 110 Sun., 9:30-10

1 Homes reached by all or any port of the program, except for homes viewing only 1 to 5 minutes.

1 Homes reached during the averoge minute of the program.
* Percented ratings are based on tv homes within read

Copyright 1956 by A. C.

of station facilities used by each program,
Nielsen Co.

TOP RADIO SHOWS (2 WEEKS ENDING MAY 12)

Net- No. of Homes

Rank Program Sponsor Agency work  Statlons Day & Time 000/

Evening, Once-a-week {Average for All Programs) ibﬂ;

1. Dragnet RCA Kenyon & Eckhardt NBC 185 Tues., 8-8;

2. Qur Miss Brooks  Toni North Adv. CBS 203 Sun.s, 3%23%0 }ﬁg .

3. You Bat Your Life DeSoto BBDO NBC 194 Wed., 9-9:30 1:608

4. Two for the Money P. Lorillard Lennen & Newall CBS 203 Sun., B130-9 1,561

5. News & Gene Autry William Wrigley Jr, Ruthrouff & Ryan CBS 191 Sun., 6-6:30 1,324

6. Edgar Bergen CBS Columbia Ted Bates CBS 200 Sun., 7-8 1277

7. People Are Funny RCA Kenyon & Eckhardt NBC 177 Thurs., 8-B:30 1,277

Brown & Willlumson Ted Bates
Tokates Co.
Realemon Rutledge & Lillianfeld
8. Truth or Canse- RCA Kenyon & Eckhardt NBC 177 Wed., B-8:30 1,230
quences Realemon Rutledge & Lillianfeld X
9. Edgar Bergen Brown & Williumson Ted Bates Ccas 200 Sun., 7-8 1,183
10. True Detective Participating sponsors MBS 489 Mon., 8-8:30 1,183
Mysterias .
(Continues on page 52)
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Hi, ho
Hi, ho

It's off to fun we go

With ABC
Personalities

On our ra-di-o.

7>
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@H’“ﬂ "
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WABC v von

Home of ERNIE KOVACS, MARTIN BLOCK,
BEA WAIN and ANDRE BARUCH, ARTHUR VAN HORN,
FRANK FARRELL, HOWARD COSELL and '

many more favorites.

Represented nationally by JOHN BLAIR & CO.
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ADVERTISERS & AGENCIES

NIELSEN (Cont'd from page 50)

Evenlng, Multi-Weekly

(Average for All Programs) (710)

1. News of the World Miles Lobs Geoffrey Wade NBC 194 Mon.-Frl., 7:30.45 1,419
2. One Mon's Famlily Particlpating sponsors NBC 182 Mon.-Fri., 7:40-8 1372
3. Lowell Thamas United Motor Service Campbell-Ewald CBS 198 Mon.-Fri., 6:45-7 1,088
Division of
Generdl Motors
Weekdoy (Average for All Programs) (1,183)
1. Helen Trent Toni North Adv. CBS 185 Tues. & Thurs. & Mon. & 1,797
General Foods Young & Rubicom Wed., alt. wks., 12:30-45
2. Wendy Warren Standard Brands Ted Bates Cas 190 IA'P'I g::gs. Meon.-Frl., 1,797
3. Wendy Warren Philip Morris The Biow Ca. CBS 191 IA;"I ?1?, Mon.-Fri., 1,797
4. Wendy Warren Hazel Bishop Raymond Spectar CBS 189 IA2"'I ?1'5" Mon.-Fri., 1,797
5. Helen Trent Tonl North Adv., CBS 185 Alt. Weeks, Mon. 1,750
General Foods Young & Rubicam Wed., Tues. &
Thurs., 12:30-45
& Guiding Light Procter & Gambla  Compton CBS 143 Mon..Frl., 1:45.2 1,750
7. Arthur frey Amorijun Home Young & Rubicam CBS 201 Thurs., 10:30-45 1,703
Products
8. Arthur Godfre Compana Erwin Wase CBS 195 1,856
9. Young Dr. Malone Chesebrough J. Walter Thompsen CBS 112 Alt. Doys, Mon.-Frl., 1,656
Tonl Narth Adv 189 1:30-45
Carter Products Ted Bates 186
10. Young Dr. Malone Same sponsors as above 1,656
Day, Sunday (Average for All Programs) (474)
1. Woolworth Hour  F. W. Woolworth Lynn Baker CBS 198 Sun., 1.2 1.04)
2. Robert Trout News General Motors Compbell-Ewold CBS 154 Sun., 10-10:15 851
3. News 851
Day, Saturda (Average for AII Programs) (662)
1. Gunsmoke Liggett & Myers Cunningham & Walsh CBS 200 Sat., 12:30-1 1,561
2. Robert Q. Lewis ﬁ Gordon Best CBS 198 Sat., 11:55-noon 1,277
3. Allon Jackson— hwrolel Campbell-Ewald CBS 178 Sat., 12-12:05 1,230
News
. Copyright 1956 by A. C. Nielsen Co.
PULSE
TOP REGULARLY SCHEDULED ONCE-A-WEEK-TV SHOWS
No. of
Stations Day & Time Rating
Program Sponsor Agency Network May Apr. May Apr.
1. $64,000 Question Revion BBDO CBS 165 183 Tues., 10-10:30 445 454
2. Ed Sullivon Lincoln-Mercu Kenyon & Eckhardt CBS 180 T1BO un., 8- 442 443
3. | Love Lvey Procter & Gomble  Blow CBS 155 155 Mon., 9-9:30 406 40.2
General Foods Young & Rubicam 157 157
4. You Bet Your Lifs DeSoto BBDO N8C 157 157 Thurs., 8-8:30 357 363
5. $64,000 Challenge P. Lorillard Young & Rublcam CBS 111 1M Sun., 10-10:30 33.2 30
Revlon J. LaRoche
&, Perry Como Armovr Totham-Laird NBC 81 81 Sat., 8.9 3.1 328
Dormeyer ohn W. Shaw 82 82
Gold Seal Campbell-Mithun 86 86
International Foote, Cone & Belding 90 90
Cellucotton Prod.
Noxzema Chemical  Sullivan, Stauffer Colwell 95 95
& Bayles
Tonl Weiss & Geller 1 91
7. Disneyland American Motors Geyer & Brooks, ABC 180 180 Wed., 7:30-8:30 32.7 348
Smith, French & Dorrance
American Dalry Campbell-Mithun
Derby Foods McCann-Erickson
8. Jack Benny American Tobacco  BBDO CBS 172 172 Sun., 7:30-8 32.7 334
9. Jackie Gleason Buick Div. of Kudner CBS 187 187 Sat., 8.8:30 320 325
General Motors
10. Decamber Bride  General Foods Benton & Bowles CBS 183 181 Mon., 9:30-10 3.0 34
11. Dragnet Liggett & Myers Cunninghom & Walsh NBC 157 162 Thurs., 8:30.9 30.8 230.2
12. Ciimax Chrysler McCann-Erickson CBS 162 1482 Thurs., 8:30-9:30 29,92 32.9
13. GE Theatre General Electric BBDO CBS 153 Sun., 9-9:30 29.5 —
14. What's My Line? Jules Montenier Earle Ludgin CBsS 70 70 Sun., 10:30-11 29.4 29
Remington Rand Young & Rubicam M m
15. Phil Silvers R. J. Reynolds Wm. Esty 16% Tues., 8-8:30 285 —~
Amana Refrig. Mavry, Les & Marshall 151
16. Fireside Theatre Procter & Gomble Compton 132 132 Tues., 9-9:30 27.7 284
17. Caesor’s Hour American Chicle Dancer-Fitzgerold- NBC 116 Mon., 8.9 271
mple
Helene Curtis Eorle Ludgin
Remington Rand Young & Rubicam
18. This Is Your Life  Procter & Gamble Benton & Bowles NBC 133 133 Wed., 9:30-10 27.0 27.2
19, Lux Video Theotre Lover Brothers J. Walter Thompson  NBC 129 129 Thurs.,, 10-11 269 265
20, Medic Dow Chemical MnAcgmnus, John & NBC Bl Mon., 99130 267 —
oms
Procter & Gamble  DancerFitzgerald- B4
Sample
General Electric 84
20. Robt. Montgomery 5, C. Joh ?'B dh Lovis & NBC 98 Mon., 9:30-10:30 26.7 —_
/ ror
Schick Wurwu{ & Legler
TOP TEN REGULARLY SCHEDULED MULTI-WEEKLY SHOWS
1. Mickey M Club ted sp s and various ABC 94 94 Mon.-Fri., 5-6 19.7. 19.9
agencies
2. Guiding Light Procter & Gamble  Compton CBS 113 113 Mon.,-Fri., 12:45-1 11.8 12
3. chrrc For Procter & Gomble Blow CBS 125 125 Mon.-Fri., 4-4115 1.0 108
omorrow
4. Love of Lifs An';erl:nn Home Ted Bates CBS 153 153 Mon.-Frl,, 12:15-12:30 10.5 103
rod. ,
5. Valiont Lady ~ General Mills D-F.§ CBS %7 97 Mon.-Frt, 12-12:15 10.1 99
Toni North Adv. 71 71
Wesson Oil Fitzgerald 99 99
Scott Paper 70 70
6. Arthur Gadfrey participating sponsors and agencles CBS 99 99 Mon.-Thurs., 10-11:30 9.6 9.7
7. News Caravan Plymoufh N . Ayer NBC 116 116 Man.-Frl., 7:45-8 94 98
R. J. Reynolds Tob. 'Wm. Esty
8. Big Payoff Colgah-PuIrnoﬂv- Wm. Esty CBS 121 121 Mon.-Frl., 3-3:.30 21 93
9. CBS-TV News Whitehall 55CaB CBS 75 75 Mon.-Frl., 6:45-7 93 92
American Tobacco
10. Pinky Lee parficipating sp s and dgencd| NBC 70 Mon.-Fri., 5-5:30 80 —

Page 52 ® July 2, 1956

Standard Brands (Hunt Club Dog Food), N. Y.,
planning extension of television spot announce-
ment campaign in three markets—Bay City,
Mich.; Toledo, Ohio, and Fort Wayne, Ind.—
starting July 2 for about 20 weeks. Ted Bates
Inc., N. Y., is agency.

Clairol Imc. (hair preparation), N. Y., will
sponsor The Rosemary Clooney Show for
“double exposure” each week on WPIX (TV)
and WRCA-TV, both New York. Exact time
and date program will be presented will be
announced shortly. Agency is Foote, Cone &
Belding, N. Y.

Quaker City Chocolate & Confectionery Co.,
Philadelphia, has bought CBS-TV Film Sales
Brave Eagle tv film series in seven markets,
starting in early fall. Through Adrian Bauer
& Alan Tripp Inc., Phila, Quaker City will
sponsor series in New York, Philadelphia, De-
troit, Cleveland, Chicago, Pittsburgh and either
Baltimore or Washington.

NETWORK NEW BUSINESS

Union Carbide & Carbon Corp., N. Y., has
signed as third advertiser for Omanibus on ABC-
TV Sunday evenings, starting in the fall. Other
advertisers on show continue to be Aluminium
Ltd. and J. P. Stevens & Co. Union Carbide’s
agency is J. M. Mathes Inc., N. Y. Network
expects to sell fourth portion of show shortly.

Gulf Ol Corp. (Gulf-Spray), Pittsburgh, spon-
soring this summer 30 7%-minute portions of
CBS Radio daytime programs, divided among
Romance of Helen Trent, Young Dr. Malone
and This Is Nora Drake, effective June 25.
Agency: Young & Rubicam, N. Y.

Mogen David Wine Corp., through Weiss &
Geller, both Chicago, signed for ABC-TV’s
Treasure Hunt, new $25,000 tv quiz program
starring Jan Murray. Premiere for Treasure
Hunt, scheduled Fridays, 9-9:30 p.m. EST,
is Sept. 7.

William Wrigley Jr. Co. (chewing gum), through
Ruthrauff & Ryan, both Chicago, has dropped
option on Sunday, 6-6:30 p.m. EDT time slot
on CBS Radio (vacated this spring following
Gene Autry’s retirement from radio) and pur-
chased strip of five quarter-hour daytime shows
for 52 weeks on CBS. New series, titled Just
Entertainment, will be heard Mon.-Fri., 2:45-
3 p.m. EDT, effective today (Monday), replac-
ing Aunt Jenny, which moves to 1:15-1:30 p.m.
EDT. Star of new series is Pat Buttram, veteran
of old Autry show.

Simoniz Co., Chicago, and American Tobacco
Co.,, N. Y., both through Sullivan, Stauffer,
Colwell, & Bayles, N. Y., will sponsor Best in
Mystery, which occupies the summertime spot
of Big Story on NBC-TV (Fri., 9-9:30 p.m.
EDT), starting July 13.

NETWORK RENEWALS

Aluminum Co. of America, through Fuller
& Smith & Ross, both Pittsburgh, has renewed
NBC-TV’s Alcon Hour (alternate Sundays, 9-
10 P.M. EDT) for another year, effective Oct.
14,

Toni Co., Div. of Gillette Co., through North
Adv.,” both Chicago, has renewed three CBS
Radio daytime serials for another year, effec-
tive June 25. Programs are Romance of Helen
Trent, Young Dr. Malone, and This Is Nora
Drake.

Liggett & Myers (L&M cigarettes), through
Dancer-Fitzgerald-Sample, both N. Y., will con-
tinue to sponsor Gunsmoke throughout summer,
Saturdays, 10-10:30 p.m. EDT on CBS-TV.
Cigarette manufacturer announced earlier it
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ask yourself

these questions before you buy a syndicated film show
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2. PROMOTABLE 2
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Q. 1. Isit a dependable program—a tried and proven audience builder of the
same high quality every week?
. Q. 2. Isit a merchandiseable program—will it work for you right through
to point-of-purchase?
Q. 3 Is it a promotable program—will it attract a steady following readily
and hold it week after week?

Q. 4 Is it an adaptable program—jexible enough to suit programming needs
in a variely of time periods?

A. The answer is YES—every time—when you select an audience-proven syndicated

hit from NBC TELEvVISION FiLMS. Every show is a top ielevision. atiraction—tailored to
TV’s exacting requirements and starring outstanding personalities. You're always sure of a

" program that will build large and loyal followings quickly—when you buy from NBC
TELEVISION FILMS.

663 Flith Avenue in New York; Merchandise Mart in Chi Taft Building in Hollywood. In Canada: RCA Victor, 225 Mutual Street, Toronto.

+ ADAPTABLE ?

. Badge 714
. Steve Donovan,

Western Marshal

. Crunch and Des
. The Great

Glilldersleeve

NBC Television
Films

Programs for
All Stations—
All Sponsors

A DIVISION OF KAGRAN CORPORATION




would continue alternate sponsorship of Do
You Trust Your Wife? on Tuesdays, 10:30-11
p.m. EDT, also on CBS-TV.

Radio Bible Class, Grand Rapids Mich., through
John M. Camp & Co., Wheaton, IIl., has re-
newed Radio Bible Class on ABC Radio, (Sun.,
8-8:30 a.m. EDT), effective July 1.

A&A PEOPLE

Joseph R. Burton, associate copy director, I.
Walter Thompson Co. Chicago office, Willard
J. Loarie and John V. Sandberg, account rep-
resentatives, all elected vice presidents. Wil-
liam Rega, radio-tv director at Campbell-
Mithum Inc., Chicago, to Thompson, same
city, as creative writer.

William E. Palmer, merchandising executive
at William Esty Co., N. Y., has been appointed
vice president of agency. Before joining Esty
last year, Mr. Palmer was general manager of
consumer products, Ball Bros. Co., Muncie,

Ind. George T. Hobgood, account executive, -

Manning Public Relations, N. Y., to William
Esty Co., N. Y., as member of publicity staff.

"

4

MR. PALMER MR. CLELAND

Philip A. Cleland, vice president, account super-
visor on General Foods Corp. and member of
plans board, Benton & Bowles, N. Y., to C. J.
LaRoche & Co., N. Y., as account supervisor.

William H. Steele, vice president and senior
account executive on Pepsodent tooth paste,
L. A. office of Foote, Cone & Belding, to N. Y.
office as account group manager for Rhein-
gold beer.

John O’Brien, formerly with Ruthrauff & Ryan
and also head of own marketing counseling
service, and Bridg Griswold, formerly account
executive on National Sugar, Fletcher D. Rich-
ards, N. Y., appointed account supervisor, Re-
gent Cigarettes and account executive, package
products, respectively, at MacManus, John &
Adams, N, Y.

U. E. Gallanos, The Biow Co., N. Y., to Joseph
Katz Co., as account executive.

Graham Rohrer, formerly director of specialty
sales and advertising, Georgia-Pacific Plywood
"Co., N. Y., to Needham, Louis & Brorby Inc.,
N. Y., as account executive. Barker Lockett,
formerly senior writer at Leo Burnett Co., Chi-
cago, to radio-tv department of Needham,
Louis & Brorby Inc., same city. Robert E, In-
galls, formerly with Grant Adv. Inc., Chicago,
to Chicago copy department of N L & B.

Burton Kessler, office manager at Beltone Hear-
ing Aid Co., Chicago, appointed advertising
and promotion manager of firm.

Henry George, assistant copy chief, Frank
Block Assoc., St. Louis, named account execu-
tive, succeeding Jack M. Rafield, vice president
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and account executive, resigned to return to
N. Y.

Philip B. Hinerfeld, account executive, The
Biow Co., N, Y., to Kenyon & Eckhardt Inc.,
N. Y., in similar capacity. Albert F. Reming-
ton, previously advertising manager of Stude-
baker-Packard Corp.’s Packard-Clipper Div.,
and Bruce E. Miller, formerly advertising-mer-
chandising director for Plymouth Div. of Chrys-
ler Corp., to new Detroit office of K&E. Al-
berta Gilinsky, formerly freelance research and
psychology teacher at Tufts and Vassar Col-
leges, to K&E, N. Y., as assistant account re-
search supervisor. Harold Wallis, formerly
with Geyer Adv.,, N. Y., and Richard Whit-
son, formerly with McCann-Erickson, N. Y.,
also have joined agency as art director and
assistant tv art director respectively. John
Hickey, media department of N. Y. office,
transferred to Detroit as media buyer.

Fremont J, Knittle, vice president in charge of
marketing and merchandising, Robert Orr &
Assoc.,, N. Y., to Ted Bates & Co., as market
development manager.

Russell R. Parker, formerly vice president and
copy chief at Burnet-Kuhn Adv. Co., Chicago,
to copy staff of Aubrey, Finlay, Marley &
Hodgson Inc., same city.

Mary Forrest, North Adv., Chicago, to Gor-
don Best Co., that city, as timebuyer.

Russ Nordstrom to Jackson, Haerr, Peterson
& Hall Inc., Peoria, Ill., as art director of agen-
cy’s Minneapolis office.

Wallace J. Gordon, Ruthrauff & Ryan Inc.,
Chicago, to creative department of Walker B.
Sheriff Inc., same city, as copy group-super-
visor.

Michael Hitzig, public relations director and
advertising manager, Lambretta Div., The In-
nocenti Corp., to publicity and promotion dept.,
Grey Adv.,, N. Y.

Rolf Jensen, formerly with Biow Co., N. Y.,
to Warwick & Legler, N. Y., as art director.

Robert C. Wilson, advertising department, J.
L. Hudson Co., Detroit department store, to
creative staff of Zimmer, Keller & Calvert Inc.,
Detroit.

Nancy Webb, formerly with Bernard L. Lewis,
N. Y, to BBDO, N. Y., in public relations
department as publicity account executive for
Maine Sardine Industry.

Clare Acton, formerly copywriter with Chicago
Tribune, and Montgomery Ward & Co., to copy
department of Waldie & Briggs Inc., Chicago.

Mrs. Janice Stapleton, Screen Gems, Mrs. Anita
Fisher, Al Paul Lefton Co., and Nan Braman,
McManus, John & Adams, Detroit, to copy staff
of J. M. Mathes, N. Y., agency. John Burt,
public relations officer, Brookhaven National
Laboratory, Upton, L. 1., to Mathes public rela-
tions department.

James M. Mathes, chairman, J. M. Mathes,
N. Y., advertising agency, elected director of
Otarion Inc., Dobbs Ferry, N. Y., manufacturer
of hearing aids, acoustical testing devices and
other electronic products.

A&A SHORTS

Foote, Cone & Belding will open Detroit office
in next few months to handle advertising for
Ford’s new medium-priced automobile, now
being designed and engineered.

Rocklin Irving & Assoc,, Chicago, has an-

AN INTRODUCTORY tv spot and news-
paper advertising campaign for Spud cig-
arettes [BeT, June 25] is discussed by (l to
r} Roger M. Greene, director of advertising
for Philip Morris Inc.; David Ogilvy, presi-
dent of Ogilvy, Benson & Mather, advertis-
ing agency for Spud, and Joseph F. Cull-
man lll, executive vice president of Philip
Morris. Initial advertising on tv and in the
press for the new Philip Morris product
will appear the week of July 23 on the
West Coast and in Hawaii and Alaska.

nounced resignation of Cole-Finder Mercury
(Chicago automobile dealer) account.

Roxie Bell, 21-year-old student at Fresno State
College, Calif., chosen by Assn. of Advertising
Men & Women from among 56 top advertising
senjors, representing colleges from coast to
coast, as outstanding advertising student in
America, 1956.

Research Co. of America, N. Y., distributing
15th annual edition of Brewing Industry Survey
giving sales, consumption, production and other
figures and data on industry in U. S., Canada
and Mexico.

Frank B. Sawdon Inc.,, N. Y., agency for Robert
Hall Clothes, moved to larger quarters at
60 E. 56th St., N. Y. Telephone: Plaza 1-
2156. Move was stimulated, agency says, by
increased activity of Hall account. Robert Hall
plans to open additional 22 outlets in 17 cities
coast-to-coast, bringing total number of stores
to 240 in 140 cities.

Fairfax Adv., N. Y., has retained Monroe B.
Scharff & Co., 270 Park Ave., N. Y., as public
relations counsel.

Remtington Arms Co., Bridgeport, Conn., elect-
ed subscriber to Advertising Research Founda-
tion, N. Y.

Wellman-Buschman Co., Cleveland, elected to
membership in American Assn. of Advertising -
Agencies,

Compton Adv. Inc., N. Y., moved to 625 Madi-
son Ave. Telephone: Plaza 4-1100.

McKim Adv. Ltd., Toronto, moved to 1407
Yonge St.

Albert Frank-Guenther Law Inc., N. Y., has
opened branch in L. A., under direction of
Russell H. Clevenger, transferred from N. Y,
New office is at 1308 Wislhire Blvd.

Aubrey Willlams Adv. Inc, New Orleans,
moved to 923 Barracks St.
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MAXIMUM AUDIENCE PENETRATION

...and that's exactly what
WPRO-TV (channel 12, Providence,
R.1.) delivers in a Southeastern
New England area of over I million
television homes. WPRO-TV offers '
suryey-proved Maximum Audience
Penetration of not one, but three
major markets - PROVIDENCE, R. 1.,
plus FALL RIVER and NEW BEDFORD,
MASS. For proof, ask BLAIR-TV!
For results, use WPRO-TV.

PRCVICENCE, RHODE ISLAND 3'600Cg
S

Ask your Blairman




FILM

NTA TELLS ABOUT ITS FILM NETWORK

New York conference sketches
broad outline of film-for-time
arrangement, said to have 50
stations signed, 25-35 others
in prospect for October start.

PLANS of the long-heralded NTA Film Net-
work were disclosed last Thursday by Ely A.
Landau, president of National Telefilm Assoc.,
New York, parent company, at a news confer-
ence last week in New York.

A broad outline of the network plan was
presented by Mr. Landan during testimony
before the Senate Commerce Committee in
Washington two weeks ago [BeT, Jume 25).
During last week’s news conference he answered
reporters’ questions on details. He insisted his
new operation constitutes “a fourth television
network,” though he acknowledged to several
unconvinced newsmen that it was not a net-
work in the conventional sense of the word.

He reported that 50 stations have signed
affiliation agreements, and expected to have be-
tween 75 and 85 affiliates by October, when the
film network will begin operation. He said the
station client list is expected to cover 60-75%
of the country’s tv homes, pointing out that
contracts have not been signed as yet with sta-
tions in the 12 top markets having four or more
tv outlets. Mr. Landau listed Cincinnati,
Denver, San Diego, Richmond and.Savannah as
some of the markets in which the film network
will operate, but did not specify call letters.
A client list, he said, will be released in a few
weeks.

Under NTA's film network plan, affiliates
will be given a station library of 500-800 films,

including features, serials and short subjects, in
exchange for a minimum of one and one half
hours of time weekly which NTA will offer for
sale to national advertisers. Mr. Landau re-
vealed that the time will vary from market to
market but will be “prime feature film time.”
Most of the contracts, he said, will be for 78
weeks.

Under questioning, Mr. Landau revealed that
neither the library to be turned over to stations
nor the option time programming will include
the feature films produced by 20th Century-Fox,
J. Arthur Rank, David O. Selznick or the Para-
mount short subjects library. He said the
affiliates’ library will consist of other features
and short subjects NTA already has, or is in the
process of acquiring. He reported the option
time programming will be “first-run superspec-
taculars” of “a quality never before available to
tv on a continuous programming basis.” He in-
dicated the time period would be filled with
“quality feature films,” and said he would be
“more specific” on the subject in a week.

In larger markets, such as New York and
Los Angeles and perhaps others, the NTA Film
Network is in the process of developing a
“multi-affiliation” concept, Mr. Landau said.
Without going into much detail, Mr, Landau
said that in New York, for example, the NTA
Film Network might sign contracts with two
affiliates, under which the same feature film
could be played at the same time, giving a
sponsor a “saturation” pattern applicable in a
large market.

The network, Mr. Landau stated, will tap
program sources outside of the parent company
to obtain the “best programming.” He stressed
the point that the film network is “completely

WIAR-TV 3.
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t Reach the Home-Jolks

When You Bide the™Locals™

It had an 18.2 rating in February 1956 Telepulse.

It is available for Class “C” Participations
Monday, Tuesday, Wednesday and Friday, 4:30-
5:00 P.M. (Sorry, Thursday is sold.)

It is VARIETY SHOW ... WTAR-TV's own
low-cost, spritely half-hour that’s doing such “nip-
ups” for Advertisers that it takes two people to
sort the fan mail!

TALENT . . . Em-Ceed by Jeff Dane, singing
personality who's been on “The Steve Allen Show”,
“Toast of the Town”, “All Star Review.” He's
abetted by lovely Ruth Raye, the combo and a
host of local talent.

To get the full story of VARIETY SHOW that
sells WTAR-TV’s five city* market . .
call your Petry man or WTAR-TV, Norfolk, Va.

. write or

CHANNEL

Represented by Edward Petry & Co., Inc.

Page 56 e July 2, 1956

autonomous™ from the parent company, and
NTA will continue to make its film program-
ming available to its syndication clients.

At the outset, he said, the network will supply
only film programming, but added that “we are
exploring and do expect to program live major
sporting events” and “we expect to supply an
up-to-the-minute major news service on film.”

The question was raised whether NTA in-
tended to enter the station ownership field, and
Mr. Landau said it was NTA’s “hope” to be “in-
volved in multiple station ownership before
the year 1956 draws to a close.” He did not
elaborate on this point.

Officers of the NTA Film Neiwork will be
similar to those of NTA with Mr. Landau as
president; Oliver A. Unger, executive vice presi-
dent; Harold Goldman, vice president, and
Edythe Rein, vice president and secretary. In
addition, the operating head of the film network
will be Raymond E. Nelson, vice president and
general manager.

Screen Gems’ ‘Lancers’
Sold to General Foods

CLAIMING a new high in national sales for
any tv organization, Columbia Pictures® tv sub-
sidiary, Screen Gems Inc., has sold the Herbert
B. Leonard production Tales of The 77th Ben-
gal Lancers to the Jello Div. of General Foods
Corp. for 1956-57 season it was announced
Thursday in Hollywood by Ralph Cohn, vice
president and general manager of Screen Gems.
New series makes the ninth Screen Gems pack-
age to be sold for network telecast next season.
Lancers will be scheduled Sundays, 7-7:30 p.m.
John H. Mitchell, vice president in charge of
sales for Screen Gems, and Rob FErickson, vice
president of Young & Rubicam, Jello agency,
concluded negotiations.

Producer Leonard also will have two other
Screen Gem packages on the networks next
season. His Adventures of Rin Tin Tin will be
sponsored on ABC-TV by National Biscuit Co.,
and Circus Boy will be sponsored on NBC-TV
by Reynolds Metals Co. Other Screen Gems
package for next season include filmed portion
of CBS-TV Playhouse 90, Ford Theatre on
ABC-TV, Father Knows Best on NBC-TV for
Scott Paper Co., Tales of the Texas Rangers
on CBS-TV for General Foods and Captain
Midnight on CBS-TV for Ovaltine. Screen
Gems currently has eleven other programs in
spot syndication field.

‘Dr. Christian’ Sales Made

REGIONAL and station sales for Ziv Televi-
sion Programs' new Dr. Christian series were
announced last week by M. J. Rifkin, vice
president in charge of sales for Ziv Tv.

Total number of markets on the regional
transactions was not available pending station
clearances, but Hekman Biscuit Co., Grand
Rapids, Mich., has signed for its entire mid-
west marketing area, with Detroit, Cleveland,
Toledo, Grand Rapids, and Youngstown al-
ready set. Adolph Coors Co. (Coors beer)
has bought the series for the entire Rocky
Mountain area, plus five Texas markets.

Film Firm Holds Seminars

A WEEKLY SERIES of television film semi-
nars, to which advertisers and agencies are
invited, is being conducted by Keitz & Herndon
Film Co., Dallas. The Dallas staff of Ruthrauff
& Ryan attended the first session a fortnight
ago. At a typical session, visitors watch a dem-
onstration of each step in the production of a
filmed television spot.
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00 seconds is all it takes. ..

For centuries man tried unsuccessfully to
fly. Yet, in less than 60 seconds of staying
aloft with their heavier-than-air machine,
the Wright Brothers made history. Man-
kind was no longer earthbound.

Today, to get your sales campaign off the
ground and winging—whether you’re sell-
ing transportation . . . for a time-saving
business trip to the North, or a flying vaca-

tion plan to the South-—or any other service
. . . 60 seconds is all it takes on Spot Radio.

Spot Radio costs less to reach more of your
potential customers . . . whoever they are
. . . wherever they might be . . . at the pre-

cise time and place of your choice. -

60 seconds— or less is all it takes to sell more

with the right, bright buy—Spot Radio.

WSB ............o0 Atlanta KSTP ..... Minneapolis-St. Paul KMA ........... Shenandoah
WFAA ...... Dallas-Fort Worth WTAR .............. Norfolk KTBS ...........v Shreveport
WIKK .........ooivnenn Erie | WIP ............ Philadelphia KVOO ................ Tulsa
KPRC .......hvvinunn Houston WRNL ............. Richmond ABC ............ Pacific Radio
WiM ... oL . .Lansing KCRA ........... Sacramento Regional Network
KARK ............. Little Rock WOAI ........ San Antonio

WISN ............ Milwavkee | KFMB ............. San Diego Texas Quality Network

Represented by

EDWARD PETRY & (0., ixc.

THE ORIGINAL STATION REPRESENTATIVE

NEW YORK ® CHICAGO & ATLANTA @
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KRON-TV Buys Warner Films

IN A TRANSACTION estimated at almost $1
million, KRON-TV San Francisco last week
purchased the Warner Bros. library of feature
films and cartoons from Associated Artists
Productions, New York. Bob Rich, AAP gen-
eral sales manager, who announced the sale,
noted that the library currently is sold in 40
markets.

Negotiations on the transaction, said to be
KRON-TV’s largest film purchase, were con-
ducted by Norman Louvau, KRON-TV sales
manager, and Robert Kronenberg, AAP western
division manager. The sale included three groups
of Warner features, comprising 174 films; 337
Warner cartoons, and 234 “Popeye” cartoons.

FILM PEOPLE

Leo Salkin, UPA Pictures writer, cartoonist
and director, UPA Pictures, Burbank, Calif.,
named managing director of UPA Pictures
Ltd., London.

Fred Ahern, recently in executive capacity with
RKO Pathe in New York, appointed assistant
supervisor of television operations for RKO
Radio Pictures’ television film service unit,
Culver City, Calif.

Clyde L. Krebs, formerly sales promotion man-
ager and account executive at Sarra Inc., Chi-
cago, appointed vice president in charge of
Chicago operations for Galbreath Picture
Productions Inc., Fort Wayne, Ind. He will
headquarter in Board of Trade Bldg., 141 W,
Jackson Blvd.

Hal Davis, formerly head of West Coast Adv.
and previously with KVAR (TV) Mesa-Phoe-
nix, to John A. Ettlinger Assoc., Hollywood,
western states film distributor. He will handle
agency sales of syndicated film properties in
Los Angeles and San Francisco and will be
station account executive in southwestern U. S.

James J. Kelly, formerly merchandising man-
ager of WABC-TV New York, appointed ac-
count executive in commercials division of
Guild Films Co., N. Y. Geoffrey Bernard, pre-
viously head of sales for Associated Rediffu-
sion, London, named sales representative in
Britain for Guild Films.

William Kirshner, formerly producer-director-
writer at WKAR-TV East Lansing, Mich., to
Capital Film Productions, same city, in simi-
lar capacity.

Grant Atkinson, formerly head of tv depart-
ment, Campbell-Mithun Inc.,, Chicago, signed
by Fred A. Niles Productions, Chicago, as
writer-producer for series of industrial films.

FILM SALES

Screen Gems Imc., N.Y., announces sale of
“Hollywood Movie Parade” package of 104
Columbia Pictures’ feature films to 25 addition-
al stations. Total sales on package now number
63.

Cheryl Tv Corp., Hollywood, has sold tv pack-
age of 20 feature movies in 20 new markets in
past 60 days, making total sales in 141 markets
for subsidiary firm of Realart Pictures Corp.,
which handles theatrical reissue of Universal
films.

Sterling Brewers Inc., Evansville, Ind., in its
first tv advertising effort, has purchased MCA
TV Film Syndication’s The Rosemary Clooney
Show for six southern and midwestern markets.
Sterling will sponsor series for 52 weeks in
Indianapolis, Evansville, Nashville, Tenn.,
Chattanooga, Tenn., Louisville, Ky., and Terre
Haute, Ind. Agency is Smith, Benson & Mc-
Clure, Chicago.
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NATIONWIDE WIRE NETWORK IN PROSPECT
UNDER PLAN SPARKED BY TELEPROMPTER

Members of broadcasting industry would have instantaneous com-
munication system at command for number of uses. One of most
interesting: adaptation to national rating setup giving verdict on o

show 15 minutes after it's aired.

FORMATION of a nationwide, privately-
owned broadcasting industry wire communica-
tions network appeared closer to reality this
week with the announcement that an organiza-
tion committee, comprising some of the na-
tion’s leading broadcasters, has been estab-
lished.

The announcement was made last week and
followed a closed meeting earlier last month
in Washington.

The prospective private wire communica-
tions system is planned to provide facilities
interconnecting radio-tv stations, networks, sta-
tion representatives, advertising agencies and
programmers. The estimated $3.5 million non-
profit system would be financed cooperatively
by the users, with Western Union furnishing
the equipment and wire facilities, The idea
was sparked by TelePrompTer Corp., maker
of visual prompting aids for performers on
television or those making public addresses.
The proposed system would be called the Pro-
gram Communications Wire Assn.

Expected to report back in a month or six
weeks on questions of incorporation, finance,
and operation, the organizational committee
comprises the following:

Henry Grossman, CBS; W. D, (Dub) Rogers,
KDUB-TV Lubbock, Tex.; Fred Houwink,
WMAL-AM-FM-TV Washington, D.C.; Wil-
liam Hedges, NBC; Kenyon Brown, KFEQ-TV
St. Joseph, Mo.; C, Howard Lane, KOIN-AM-
TV Portland, Ore.; William H. Fay, WHAM-
AM-TV Rochester, N. Y.; John Fetzer, Fetzer
Broadcasting Co.; Donald H. McGannon, West-
inghouse Broadcasting Co.; Payson Hall, Mere-
dith Publishing Co. stations; Ernest Lee
Jahncke, ABC; Merle Jones, CBS; Edward
Codel, Katz Agency; Leonard Reinsch, Cox sta-
tions, Peter Levathes, Young & Rubicam, and
Edward L. Saxes, CBS. Irving B. Kahn, presi-
dent of TelePrompTer Corp., was chosen as
temporary chairman.

Messrs. Lane, Houwink and Brown are
chairman of their respective network affiliates
committees,

Within the next two weeks, Western Union
personnel throughout the nation will call on
stations to study traffic loads and cost of pres-
ent systems which would be supplanted, by the
proposed association wire. Notification of this
survey will be sent to affiliates by their respec-

COST CUTTER

AT THE Washington demonstration a
fortnight ago, Irving B, Kahan, Tele-
PrompTer president, listed what he said
were conservative estimates of how the
proposed Program Communications Wire
Assn. would cut message costs,

He said ABC, CBS and NBC now were
averaging a minimum of $1 per message
using present internal communications.
If they used the new system, their average
message cost would be cut to 47.7 cents
initially. After the system was in full
operation, the average cost would be re-
duced to 27 cents.

tive networks this week. Results of the survey
will be collated by Western Union and reported
back to the organizational committee next
month. Meanwhile, similar studies will be made
among representatives, agencies, advertisers and
networks,

Similar to other private line communica-
tions systems used in the banking and aeronau-
tical industries (and by a number of major
manufacturers), it is estimated the system would
utilize 35,000 miles of line to link §00 cities.
Five message centers would be established—
in New York, Chicago, Los Angeles, Dallas
and Atlanta. Flexibility would be assured so
that any subscriber could send a message to
any other individual subscriber or to multiples
or to all. Punched tape would be used to
speed messages. The system could be used,
it was explained, for time clearances, orders,
messages, etc. The possibility that it could be
used for an instantaneous rating service was
also raised.

Mr. Kahn told BeT that after the system
was fully operating, he envisioned many uses for
it beyond that of a rapid message exchange for
time clearances and other such traffic. It would
be ideally adaptable to a national rating setup
to provide ratings much faster and from a bigger
sample of homes than existing services provide.

Mr, Kahn said the TelePrompTer company
had already perfected a small device which
could be placed in selected homes and would
forward television tuning information from
the individual set to a central point. The tuning
information collected almost instantaneously
from sample homes in each market could then
be transmitted through the communications net-
work to a tabulating center in New York. It
is Mr. Kahn’s estimate that within 15 minutes
after a given program’s conclusion a rating
would be obtainable, with perhaps as many as
50,000 homes in the total national sample.

Cost of operation of the communications
network would be about $1.5 million yearly,
it was estimated. Savings over present use of
teletype service is clearly indicated, it was ex-
plained.

TelePrompTer has shown its proposals to
members of the Radio-Television Executives
Society in New York and before an NARTB
convention last year. “This intra-industry pri-
vate wire will be infinitely faster than any
other service now available and, because of
its antomatic design, considerably less expen-
sive,” Mr. Kahn commented. “It provides the
means for quick transmission of integrated
data, .Further, we anticipate that the use of
the system will lead to standardization of cer-
tain routine messages, thus providing basic
savings to the industry.”

PROGRAM SERVICE PEOPLE

John Coburn Turner, 41, assistant director of
Ford Foundation Tv-Radio Workshop and ad-
ministrator of Omnibus show, died June 22 in
St. Luke’s Hospital, N, Y., after brief illness.

Mark Knight, regional membership executive
for Associated Press in California, Arizona
and Nevada, appointed correspondent in Fres-
no, Calif., with responsibility for area radio
stations and newspapers.
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The Fund for the Republic is pleased to announce
the Winners of the 1956

ROBERT E. SHERWOOD AWARDS

for television programs
dealing with ..

freedom and justz'ce

to the National Broadeasting Company’s

THE BEST NETWORK production of ALCOA’s
DRAMA TRAGEDY IN A TEMPORARY TOWN
$ PRODUCER ....... Herbert Brodkin
20,000 DIRECTOR ....... Sidney Lumet
WRITER ......... Reginald Hose

to the National Broadeasting Company's

" THE BEST NETWORK production of Armstrong Circle Theatre’s
DOCUMENTARY . I WAS ACCUSED
$ PRODUCER ....... David Susskind
20,000 DIRECTOR ....... William Corrigan
WRITER ......... Jerome Coopersmith

to WAAM-TV, Baltimore, Maryland

THE BEST PRODUCTION for its production
BY AN INDEPENDENT STATION DESEGREGATION: BALTIMORE REPORT
PRODUCER .......Herbert B. Cahan
$
15,000 DIRECTOR ....... Kennard Calfee
WRITER ......... Mrs. Gray Johnson Poole
Honorable Mention Jurors:
s Kermit Bloomgarden Gilbert Seldes
OMNIBUS: TS OUh falTH Buell G. Gallagher Robert Tat, Jr.
Columbia Broadcasting WATYV, Newark, N, J. Robert M. Purcell Harrison Tweed
et TWIN CITY M Roosevel " Philip H. Willki
KRAFT THEATRE: HEART BEAT: rs. Eleanor Roosevelt hilip H. Willkie
One . The Invisible Fence
National Broadeasting KEYD, Minneapolis,
Company Minn. The Awards for television programs dealing with freedom and justice

PHILCO PLAYHOUSE: . e
A Man {8 Ten Feel Tall CA&?&%&%&E&&E%;ES presented on commercial television between October 1, 1955 and May 31,

Cational Broadeasting System 1956 are in memory of Robert E. Sherwood, until his death a Director of
PAGEANT: FRONTIERS the Fund for the Republic and a valiant champion of American liberties.

In Freedom OF FAITH SERIES The Awards will be made again next year, for programs presented between

KOMO, Seattle, National Broadeasting .

Washington Company October 1, 1956 and May 31, 1957. The Fund for the Republic is a non-
INTHE MINDS OF MEN | FRONTIER SERIES profit corporation devoted to increasing public understanding of the

Iéﬁ{f)é;n?: LRI gf,?,‘;’;‘,’,]med“‘mng principles set down in the Constitution and its Bill of Rights.

THE FUND FOR THE REPUBLIC, INC.
60 East 42nd Street, New York 17, N. Y.
PAUL G. HOFFMAN, Chairman of the Board ROBERT M, HUTCHINS, President
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Radio-Tv Code Established
For N. Y. City Departments

TELEVISION and radio code has been adopted
by New York City to guide its various depart-
ments on negotiations with agencies and broad-
casting program producers, packagers, networks
and stations seeking the cooperation of the city
on program material. Called a code of mu-
nicipal television and radio standards, it is be-
lieved to be the only broadcasting code of its
kind in any municipality in the country, accord-
ing to a spokesman for New York's Mayor
Robert F. Wagner.

The code, which was adopted by the Mayor's
Television & Radio Advisory Committee on
June 22, specifies that “each department or
agency of the city is the sole authority for the
approval of its cooperation with a television and
radio producer, network, station, program de-
veloper or author.” The code is intended as a
guide for each head of a department or agency
and for the mayor’s radio and television aide,
Arnold Cohan, who will be available for con-
sultation and advice to all heads of departments
and agencies.

The adoption of the code came as an after-
math of a controversy last fall when radio-tv
producer Theodore M. Granik was granted
rights to produce a tv film series based on New
York City department files [B®T, Oct. 31, 1955].
Objections were made by unidentified tv film
producers and by local newspapers, citing Mr.
Granik’'s long-time friendship with Mayor
Wagner as a possible reason for choosing Mr.
Granik as producer without benefit of competi-
tive bids. Another furor erupted when New
York’s police commissioner said he would refuse
access to his department’s files on the grounds
that the only cases that would interest a tv pro-
ducer would be dramatic ones, leading perhaps
to distortion. Mayor Wagner shortly thereafter
called a halt to the Granik project and appointed
a committee to explore the situation.

Among the members of the Mayor's Televi-
sion & Radio Advisory Committee, which
drafted the new code, are: G. Tyler Byrne, Na-
tional Assn. of Broadcast Employes & Techni-
cians; Ted Cott, DuMont Broadcasting Corp.;
Sam Cook Digges, general manager, WCBS-
TV New York; the Rev. Timothy Flynn, Arch-
diocese of New York; Seymour Siegel, director
of communications for the City of New York;
Robert L. Stone, WABC-TV New York; Gordon
Gray, WOR-TV New York; Thomas B. Mc-
Fadden, WRCA-TV New York.

TelePrompTer Promotes Tyrrell
To Assistant to President

THE ELECTION of Albert R, Tyrrell as as-
sistant to the president and vice president of
TelePrompTer Corp,
was announced last
week by Irving B.
Kahn, president. Mr.
Kahn said that Mr.
Tyrrell “will be con-
cerned solely with
the functions of
management and the
implementation of
policy.”

In his new posi-
tion, Mr. Tyrrell will
) headquarter in New
MR. TYRRELL York.. He formerly

was I charge of
the firm’s Washington, D. C. office and prior
to that was in the aviation industry.
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GOVERNMENT

s Dol 1.-"".-'::‘
MOST of the questioning fro

m House Anfitrust Subcommittee during FCC’s testimony

last week came from (I to r) Chairman Emanuel Celler (D-N. Y.), Herbert N. Maletz,
counsel, and Samuel R. Pierce Jr., associate counsel.

CELLER COMMITTEE PROBES
NBC-WESTINGHOUSE SWAP

® FCC’s without-hearing approval of transaction questioned
@ House antitrust group schedules more hearings for July
® Justice Dept. puts deal before Philadelphia grand jury (see box)

THE controversial NBC-Westinghouse Broad-
casting Co. swap of radio-tv stations in Cleve-
land and Philadelphia—and the FCC’s explana-
tion of why the transaction was approved with-
out a hearing—overshadowed all other sub-
jects last week during two days of hearings by
the House Antitrust Subcommittee in its hunt
for monopoly in the television industry.

At the end of the Wednesday-Thursday ses-
sions, subcommittee Chairman Emanuel Celler
(D-N. Y.} asked the FCC to return for three
more days of hearings, July 11-13, and in a
surprise announcement said the House group
will hold lengthy hearings in New York in
September. At these sessions, he said, his group
will hear testimony from networks, advertising
agencies, uhf representatives, talent and others
on antitrust problems in the tv broadcasting
field.

Although FCC members underwent some
questioning on allocations problems and on the
ABC-Paramount Theatres merger in 1953, the
subcommittee directed its main fire at NBC’s
swap of the former WNBK (TV) and WTAM-

AM-FM Cleveland for WBC’s former WPTZ
(TV) and KYW Philadelphia.

The House subcommittee based its whole
case on three memorandums prepared within
the FCC's Broadcast Bureau during the Bureau’s
five-month investigation of the facts surround-
ing NBC’s swap of its radio-tv properties in
Cleveland for WBC’s radio-tv stations in Phila-
delphia, with .WBC receiving $3 millon “to
boot.”

High points of these documents:

¢ That investigators found WBC executives
bitter at what they felt was NBC “pressure,” and -
that they felt that they might not only lose NBC
affiliation at WPTZ (TV), but also at KDKA-
TV Pittsburgh and WBZ-TV Boston, if WBC
failed to go through with the transfer.

® That Chris J. Witting, then WBC president,
in the heat of anger fired off a memorandum to
WBC Board Chairman E. V. Huggins suggest-
ing these alternatives for WBC: (1) possible
affiliation with CBS at Pittsburgh, San Francisco
and Boston and with ABC at Philadelphia; (2)

THE Dept. of Justice last week put the
NBC-Westinghouse station exchange before
a federal grand jury in Philadelphia.

In accord with the customary secrecy that
surrounds federal grand jury sessions, no
official word leaked out of Philadelphia. It
was understocd, however, that four key
Westinghouse executives whe were personal-
ly connected with the negotiations leading
to the NBC-WBC swap testified Thursday.

They were reported to be Chris Witting,
who was president of Westinghouse Broad-
casting Co. at the time of the station ex-
change but who has since been elevated to
vice president in charge of the Consumer
Products Div. of Westinghouse Electric Co.;
E. V. Huggins, chairman of WBC; John W.
Steen, WBC attorney, and Joseph E. Bau-
dino, WBC vice president in charge of the

THEY'RE ASKING QUESTIONS IN PHILLY

Washington office.

Complete details of conversations, meet-
ings and exchanges of correspondence re-
garding the station swap were reported to
have been sought in questions asked by Dept.
of Justice attorneys during the jury session.

Also under subpoena to appear before the
Philadelphia grand jury the second week of
July are RCA-NBC executives who were in-
volved in negotiating the Cleveland-Philadel-
phia deal. They reportedly are Brig. Gen.
David Sarnoff, RCA chairman; Robert W.
Sarnoff, NBC president; Joseph V. Heffer-
nan, NBC financial vice president, and
Charles R. Denny, NBC vice president in
charge of owned stations.

All NBC and Westinghouse records per-
taining to the deal also were understood to
have been subpoenaed.
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HoW, UAWIGRERTES
A NEW *PREED CASSY

GEVERAL MILLION US.
FAMILIES AND BUSINESSES
TODAY ARE IN A PECULIAR
POSITION FOR AMERICANS, A
TWIST OF FEDERAL LAWS PUTS
THEM IN A "FAVORED CLAGS"
WITH SPECIAL PRIVILEGES
IN BUYING ELECTRIC LIGHT
AND POWER..

PAY TAXES
HERE

i b e
VQL@ TAXES GOTO BUILD THE GOVERNMENT
POWER PLANTS THAT SERVE THEGE PEOPLE.
THEN YOU ARE TAXED FURTHER TO
PAY PART OF THEIR ELECTRIC

BiLLs!

[POLKS INTHE
"FAVORED CLACS"

‘EH 15 FAVORITISM IS ONE OF THE
UNPLEASANT AND LITTLE-KNOWN

=i o FACTS ABOUT FEDERAL- GOVERNMENT
THEIR ELECTRIC LIGHT
D POWER AS YoU ELECTRIC POWER. AND IT IS A
3}’;‘ IN FACT, YOU ARE FAR CRY FROM NORMAL AMERICAN
TAXED MORE TO PAY STANDARDS OF FAIR PLAY. THAT'S WHY
THEIR SHARE OF THESE FACTS ARE BROUGHT TO YOU BY
FEDERAL, STATE AND AMERICAS INDEPENDENT ELECTRIC

LOCAL TAXES. LIGHT AND POWER COMPAMIES.*

*Names on request from this magazine
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“work up a proposal for CBS;” (3) seriously
consider severing all relations with NBC; and
(4) determine the status of the “A-1 agree-
ment"—under which NBC programmed WBRC
stations from 1932-40 after Westinghouse di-
vested itself of its holdings as main stockholder
in RCA.

® That Mr. Witting saw RCA Board Chair-
man Brig. Gen. David Sarnoff and asked him
if “this muscling job™ was RCA company policy,
and that the general answered that it wasn't
a “muscling job,” that he was acting to protect
RCA stockholders by getting more financial
support for NBC and that RCA felt it had to
have WPTZ for this purpose.

¢ That WBC officials said they were told in -

negotiations that NBC was considering the pur-
chase of WFIL-TV Philadelphia if WBC failed

GOVERNMENT

to go through with the transaction. Investiga-
tors said WFIL-TV owner Walter H. Annenberg
denied he ever talked to RCA-NBC officials on
this subject, but did tell an “unidentified” per-
son he would swap WFIL-TV for 400,000-500,-
000 shares of RCA stock, making him that com-
pany’s largest stockholder,

® That the Broadcast Bureau felt, after Mc-
Farland letters had been sent to WBC and NBC
and replies received which indicated no “du-
ress,” that no hearing was warranted on this
point, but that NBC's stations and planned
acquisitions in the mid-Atlantic area posed
questions of area concentration of owned sta-
tions, with some overlap.

* That WBC Board Chairman E. V. Hug-
gins, in talking to Broadcast Bureau investiga-
tors, left the inference that WBC had decided

now —
Channel 2
in
fabulous FLORIDA,

now —
WESH-TV

is on the air in
Jam-Packed, Sales-Rich

Daytona Beach
now —

cali
Edward Petry & Company

for details on

| WESH-TYV,
Daytona Beach

and

WIHP-TYV,

Jacksonville
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to go through with the swap to protect its NBC
affiliations in Boston and Pittsburgh,

High points during last week’s hearing:

® Testimony by FCC Chairman George C.
McConnaughey that FCC approved the trans-
fer, after digesting the Broadcast Bureau report,
because: (1) WBC and NBC replies to FCC
McFarland letters indicated no pressure by
NBC and the Broadcast Bureau felt officials of
these companies would not be “candid” at any
hearing called by the FCC; (2) although the
Broadcast Bureau memorandums questioned
whether the total NBC acquisitions might not
pose a question of “area concentration,” Mr.
McConnaughey said he got the “impression”
from talking to Bureau personnel at an FCC
meeting that “nothing new would be developed”
at a hearing on this subject.

® Congressional questions directed at FCC's
liaison with the Justice Dept.’s Antitrust Divi-
gion. Congressmen wanted to know why the
FCC, which began its investigation in July
1955, didn’t inform the Justice Dept. until
August. They also wanted to know why the
FCC held to its Dec. 21, 1955, approval (pub-
lished Dec. 28) after Justice had delivered a
letter to the FCC Dec. 27 informing the Com-
mission it was investigating the case.

¢ When Mr, McConnaughey and other com-
missioners said they did not learn of the letter
until later, the subcommittee asked why FCC
did not rescind or withhold action on the ap-
proval during the 30-day limit within which it
is empowered to do so. Mr. McConnaughey
said Justice had not indicated it had any more
information than the FCC did on the case.

¢ FCC Comr, John C. Doerfer testified he
thought there was nothing illegal then about
the transfer and still didn't. He said he felt
the broadcast industry shouldn’t be “harassed”
by “three or four” government agencies. Asked
whether, as a member of the FCC's network
study committee, he would be “disturbed” if
it were found that the “dominance”™ charged
to networks in the FCC’s 1941 report on chain
broadcasting also apply to television, Comr,
Doerfer said, “not at all.” “Somebody has to
be dominant,” he said. “Dominance is just the
natural result of the ebb and flow of business
relations from day to day.”

Chairman Celler told Mr, McConnaughey
he didn’t think WBC “had much of a chance”
and was “in a sort of box.” The fact that the
Broadcast Bureau memorandums flashed a
“danger signal” gave emphasis to the need for
an inquiry, he said. Several other members
agreed with him, although Rep. Hugh Scott
(R-Pa.) said he saw no: wrongdoing on the
part of WBC, NBC or the FCC. Others present
included Reps. William M. McCulloch (R-
Ohio), Peter W. Rodino Jr. (D-N. J.), Kenneth
B. Keating (R-N, Y.), Byron G. Rogers (D-
Colo.) and James M. Quigley (D-Pa.).

The Wednesday session began with an open-
ing statement by Chairman Celler on the pur-
poses of the investigation. At the end of the
Thursday testimony, he told newsmen that the
subcommittee would hold the hearings in New
York in September. The group, he said, would
investigate financial setups of the networks and
their owned stations, network practices and
uhf-vhf problems.

Also to be investigated, he said, are the
“star systems” (for talent), “bottling up” of
talent by such things as long contracts, the
“tyranny of ratings,” “chewing up” of talent
by the heavy demands of television, the “short
life” of comedians and other talent, racial seg-
regation of talent on network programs, news-
paper and magazine control of broadcasting
media in specific geographic areas, the “power”
of advertising agencies, pre-emption of net-
work time and the “film monopoly.” He said
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the NBC-WBC swap will be explored further,
but that WRC will not be called to testify unless
it asks.

Much of the testimony dealt with the re-
spective jurisdictions of the FCC and the Jus-
tice Dept. in enforcing the antitrust laws and
whether an FCC decision can “immunize” a
case from action by the Justice Dept.

It was developed in the hearing that NBC
Vice President Charles V. Denny (owned sta-
tions and spot sales) first suggested the Cleve-
land-Philadelphia swap to NBC management in
February 1954 and that NBC’s original pro-
posal also included the trade of NBC's WRC-
TV Washington and WBC's WBZ-TV Boston,
which WBC quickly vetoed, according to the
Broadcast Bureau reports.

Actual negotiations did not begin until Sep-
tember 1954, with an estimated 23 meetings of
the two firms' officials from Sept. 28, 1954, to
May 16, 1355, when the transaction was closed.
WBC tried to get a “tax-free deal,” but failed,
the reports said.

No Commitments from NBC

WBC during negotiations tried to get com-
mittals from NBC to protect its NBC affilia-
tions, especially Boston, but got only one letter
from Gen. Sarnoff to the effect that NBC, with
its proposed acquisitions in Philadelphia, New
Britain and Buffalo, would have its plans for
station ownership complete in the eastern area,
the investigators’ report said. The Broadcast
Bureau probe was conducted by Lester W.
Spillane, then chief of the FCC’s Renewal &
Transfer Division, and Robert Leahy, FCC ac-
countant-investigator.

The Bureau report also warned that if the
FCC made the grant without a hearing and no
protest was filed, it would be “difficult if not
impossible to redress any undesired condition”
resulting from the transfer.

The reports indicated Joseph E. Baudino,
WBC Washington vice president, felt that al-
though no discussion took place concerning
NBC affiliations with WBC stations, WBC ex-
ecutives felt there was a “veiled threat” of such
a condition. Mr. Huggins told investigators, ac-
cording to the report, that WBC applied for
NBC affiliation for KDKA-TV Nov. 5, 1954,
but that NBC withheld it until it received a
Nov. 15 letter from WBC indicating Westing-
house would go along “in good faith” with the
transaction.

Questioned on WBC’s reply to the FCC’s
McFarland letter, Mr. McConnaughey said he
couldn't conceive of a firm the size of Westing-
house “not telling the truth.”

Mr. McConnaughey said the WBC answer
indicated the firm felt withdrawal of the NBC
affiliation from WPTZ would reduce the in-
come of the station considerably; that Cleve-
land was the type of community in which WBC
was interested; that it was more in the public
interest and to WBC interests to make the ex-
change than to operate without an NBC affilia-
tion; that Westinghouse Electric and RCA have
been competitive in the manufacturing fields
and that both companies make decisions they
believe is best for their respective interests; and
that WBC and NBC “in our own interests” de-
cided to try to work out an agreement.

Chairman Celler commented that the WBC
statement “speaks volumes.” He said the sub-
committee had been told the proposed purchase
of WFIL-TV by NBC was a *“hoax” used to
obtain bargaining power and said he felt the
WBC letter should have prompted the FCC to
ask “many, many questions.”

Comr. Rosel H. Hyde answered questions
about the ABC-Paramount Theatres merger, on
which the FCC held 93 days of hearings in
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Advertisement

From where I sit

by Joe Marsh

Junior Gets
“Pinned” Down

Junior Baker and friends are all set
for their circus. Look for their adver-
tisements on neighborhood trees.

The kids have had problems in stag-
ing the event. The biggest was the ad-
mission fee. Junior wanted to charge
five cents, Mrs. Baker thought it
would be much nicer if they charged
five pins.

So Junior held a meeting with his
Directors—then told his mother they’d
taken her advice. The ads now read:
Giant Circus in Baker’s Backyard.
ApMmissioN Five Pins Prus F1ve
CeNTs TaAx.

From where I sit, that’s a cute
example of a mighty important point
—if you want things to turn out your
way, then you had better let the other
fellow have his. choice, too. For in-
stance, if your taste should happen to
run to, say, iced tea . . . then you owe
it to yourself fo see that those who
prefer beer, buttermilk or what-have-
you get to enjoy their favorite bever-
ages, too. Turn about’s fair play.

e Mart

Copyright, 1956, United States Brewers Foundation
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1952 and approved in February 1953, with the
merger formalized in May 1953.

Mr. Hyde said the Justice Dept. had been
kept fully informed of progress of the hearings
by the FCC and that Justice observers attended
all phases of the hearings. Although the de-
partment was invited to participate in the hear-
ings, it never did so during the proceeding.
Chairman Celler, referring to Justice Dept.
refusal to participate, termed it as a case
“where the shoe was on the other foot.”

Although admitting that Paramount Theatre
stockholders wound up with 60% of AB-PT
stock and ABC stockholders with only 16%,
Mr. Hyde said he did not think of the case as
one where ABC was “taken over by a chain of
movie theaters,” but of one where a third net-
work was set up. He said it was a financial
strengthening of ABC instead of a lessening of
competition.

He felt the FCC “did a good job” in ap-
proving the merger after the hearing, but when
asked whether he thought the Justice Dept. did
a similarly good job, he smiled and said that was
for the department itself to say.
Mr.McConnaughey, answering questions on
the FCC's allocations report last week, said
he believed the FCC would have to get “con-
gressional assistance” to implement the pro-
posed long-range transfer of tv from vhf to
uhf. For instance, he said, Congress might
prohibit the shipment of vhf-only sets in inter-
state commerce.

He felt “nobody wants to see the networks
destroyed” and that's why Congress “finally”
gave the FCC funds for its network study. He
praised U. of Cincinnati Dean Roscoe Barrow,
head of the study, as a man with no previous
experience in broadcasting, but with “stature.”

Bill Seeking FCC Salary Raise
To Go Into Hearing Thursday

A HEARING will be held Thursday by the
Senate Post Office & Civil Service Committee
on a Senate bill (S 2628) and a House measurs
(HR 7619) to raise the salaries of members of
the FCC and other executive agencies and
heads of executive departments. FCC members
now get $15,000 a year.

Committee Chairman Olin D. Johnston (D-
8. C.) said he believed there are “many inequi-
ties” in the legislation as now presented. The
House-passed HR 7619 was passed in the first
session of the 84th Congress, but the Senate
has taken no action on it. The bill would
raise FCC members’ salaries from the present
$15,000 to $19,000.

The Senate measure (S 2628), introduced in
the first session by Sen. Johnston and Sen.
Frank Carlson (R-Kan.), the committee’s rank-
ing Republican, calls for FCC salaries of
$20,000. This figure was recommended by
the White House.

Blacklisting Report Author
Faces Hill Committee July 10

JOHN COGLEY, author of the controversial
Fund for the Republic report on blacklisting in

been subpoened to appear July 10 before a
closed session of the House Un-American Ac-
tivities Committee. The announcement was
made by Rep. Francis E, Walter (D-Pa.), chair-
man of the House group, which only two weeks
ago postponed an investigation of the fund
which was scheduled to begin last Wednesday.
Rep. Walter said the report on blacklisting
“levels very grave charges against organiza-

|ti0ns and persons in the entertainment indus-

try whose efforts have been directed toward
eleminating the menace of the communist
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THE FCC starred in a 90-minute, Charlotte,
N. C, $3,000 video show last Monday
when the full hour and a half of oral argu-
ment on ch. 9 Charlotte before the Commis-
sion en banc was filmed and recorded and
shown over ch. 3 WBTV (TV) Charlotte
that night in prime time to its 525,000 set
OWRers.

At issue was the second vhf facility in
North Carolina’s major city. Contending
were Piedmont Elecironics & Fixture Corp.,
Carolinas Television Corp., and WSOC
Charlotte. Piedmont, which was recom-
mended for the grant by the hearing exam-
iner, is owned by the Mitchell-Wolfson
{WTVJ [TV} Miami, Fla.) and Belk de-
partment store interests. Carolinas’ is largely
controlled by WIS-AM-TV Columbia, S. C,
{whch also owns WIST Charlotte).

WBTV used two professional Auricon
cameras, each capable of handling 1,200 ft.
of film and sound (about 30 minutes). The
crew of four was under the supervision of
Nelson Benton, WBTV news editor. The
cameras were set up in the corner of the
Commission meeting room on the sixth floor
of the Post Office Dept. Bldg., and were
operated without any additional lighting. As
each reel was completed, the second camera

sk ———

FCC STARS IN NEW KIND OF TV ROLE

was turned on and the first was unloaded.
The exposed film was rushed to a Washington
processor. The crew with its processed film
and equipment left for Charlotte at 6 p.m.
in the Jefferson Standard Broadcasting Co.’s
private company plane, arriving at 8 p.m.
The films were telecast, unedited, beginning
at 10 p.m. The station gave up a half hour
of Iocal live programming, a half hour of de-
layed network programming, 30 minutes
of news-weather-sports, and a national spot
show. This time was estimated to have a
value of $3,023.

The sound portion of the telecast was
simulcast by WBT Charlotte, sister station
of WBTYV, and also by WIST Charlotte,
owned by principals in the Carolinas’ applica-
tion.

The argument heard attorney Neville
Miller argue in beha!f of WSOC, William P.
Sims for Carolinas and Marcus Cohn for
Piedmont. Question of overlap between WIS-
TV and prospective ch. 9 in Charlotte was
raised against the Carolina application.
Charge that WTVT] flouted good commercial
practices in overabundance of commercials
was also raised. Richard T. Ely Jr. repre-
sented the Broadcast Bureau.

All Commissioners were present except
Comr. Webster.

el ."'h;. L4
PORTION of the FCC is shown here listening to oral argument on ch. 9 Charlotte,
N. C., filmed by WBTV (TV) Charlotte and telecast that night. Shown are (I to r)
Comrs. Robert E. Lee, Robert T. Bartley, Rosel H. Hyde and Chairman George C.
McConnaughey. Standing at podium, with back to camera, is Neville Miller, repre-
senting WSOC Charlotte, one of the three applicants for the vhf outlet.

the entertainment industry [BeT, June 25, has-

conspiracy in the United States.” He also
added that the committee is not now in a posi-
tion to pass judgment on the conclusions
reached in the report.

The Fund for the Republic was established
with a $15 million Ford Foundation grant.
It has been under heavy criticism as “soft”
on communism. Mr. Cogley, former editor
of the Catholic periodical Commonweal, crit-
icised the alleged blacklisting of “controversial”
performers and directors by entertainment em-
ployers.

Extended DST for D. C.

A BILL which would extend Daylight Saving
Time in the District of Columbia an extra
month this fall—to the last Sunday in Octo-
ber—cleared Congress last week and was sent
to the President for signature. The bill brings
Washington time into line with that of most
large eastern cities, including New York, and
will help radio-tv stations in the Washington
area in aligning their schedules to conform with
network programming.

Protests Bring Postponements
Of KTSA, KVAR (TV) Actions

THE FCC last week postponed the effective
dates of its May 2 grant for transfer of control
of KTSA-AM-FM San Antonio and its April
25 grant to KVAR (TV) Mesa, Ariz., for a
change in facilities. This action followed pro-
tests and petitions for reconsideration filed by
KITE San Antonio against the KTSA grant,
and by KTVK (TV) Phoenix against the KVAR
grant,

KTSA was sold by O. R. Mitchell Motors to
McLendon Investment Corp. for $306,000. The
McLendon Corp.—Barton R, and Gordon B.
McLlendon—owns KLIF Dallas, KELP EI
Paso, WRIT Milwaukee, WGLS Decatur, Ga.,
and KOKE (TV) El Paso. Mr. McLendon must
return control of KTSA to the assignor, the
FCC said. Hearings were set for Sept. 10, with
KITE bearing burden of proof. KVAR (TV)
sought to change its main studio location to
Phoenix and maintain an auxiliary studio in
Mesa. KTVK will be party to the proceeding
when hearings begin.
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Tampa, Evansville, Rochester
Purchases Submitted to FCC

TOPPING the monetary list of station sales
filed with the FCC last week was the $3.5 mil-
lion sale of WTVT (TV) Tampa, Fla., to WKY
Radiophone Co. {WKY-AM-TV Oklahoma
City The Daily Oklahoman and Oklahoma City
Times) [AT DEADLINE, June 25].

Also filed was the over-$500,000 purchase
of ch. 62 WFIE (TV) Evansville, Ind., by
WAVE Inc. (WAVE-AM-TV Louisville, Ky.)
[B®T, June 26], and the previously announced
sale of WHAM-WHFM Rochester, N. Y., by
Transcontinent Tv Corp. to Riggs & Green Inc.
[BeT, June 18]. Price paid for the Rochester
outlets was $500,000, the same amount Trans-
continent paid to Stromberg-Carlson Div. of
General Dynamic Corp. in the $5.1 million
deal which also included WHAM-TV [BeT,
April 9]. All the sales are subject to FCC ap-
proval.

Tampa Tv (WTVT) balance sheet as of May
31, 1956, showed a deficit of over $70,000 as
of Sept. 30, 1955, and a net loss of more than
$160,000 for the eight months ended May 31.
WKY Radiophone showed total assets of more
than $3.5 million with net income after state
and federal taxes of $384,000 in 1954 and
$260,000 in 1955.

Premier Tv Inc. {WFIE) listed $588,497
total assets as of May 31, 1956. Purchasing
group, WAVE Inc., listed more than $3 mil-
lion assets March 31, 1956.

Caples Asks Court to Review
Lottery Tag on 'Play Marko'

PETITION for a review of the FCC’s order of
May 23 [BeT, May 28] which declared the
bingo-type program Play Marko a lottery was
filed last week in the U. S. Court of Appeals in
Washington by the Caples Co., Chicago adver-
tising agency which distributes the program.
The Commission’s May order was in re-
sponse to a request for declaratory judgment
sought by Caples in May 1955. At that time
Caples was reported to have been airing the
program on some 25 stations. Then the Com-

misson, in a letter to KTLA (TV) Los Angeles, |

one of the stations carrying the show, declared
its belief that the program was a lottery. This
action, Caples said, caused all but one station
to terminate their contracts.

A suit by Caples in the U. S. District Court
in Washington seeking a hearing on the con-
troversy was dismissed on grounds the FCC had
issued no legal, official action against Marko.

In last week’s petition, Caples claimed that it
was adversely affected by the Commission’s
declaratory order; that Play Marko is not a
lottery since it lacks the essential element of
consideration, and that the FCC’s declaratory
ruling is an uncodified rule and wrongfully de-
prives Caples of -a valuable property right, con-
trary to the April 5, 1954 Supreme Court radio
lottery decision.

FCC Clarifies Angle
To Equal Time Provision

IT'S ALL RIGHT for a station to give sustain-
ing time to one candidate even though a second
candidate refused an offer of similar facilities,
the FCC has ruled—providing stations with
one more signpost on the eve of the 1956
political campaign.

Request for the ruling was made by WSAZ
Huntington, W, Va,, through its Washington
law firm, Cohn & Marks. The station said it
desired to make a sustaining period available
for use by political candidates for a local office
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for which there are two principal contenders.
One of the candidates accepted the offer, WSAZ
said, but the other said he did not desire the
time,

The Commission said that under the facts
stated there would be no violation of Sec. 315
of the Communications Act if the station went
ahead and made the sustaining period available
to the candidate who had accepted. However,
it added, if the candidate who refused subse-
quently requested time, the question of whether
he was entitled to equal time would have to be
determined in the light of all the facts and
circumstances then present.

Sec. 315 of the Communications Act re-
quires that if a station permits jts facilities to
be used by one candidate, it must offer equal
facilities to all other candidates for the same
office.

Webster’s Farewell

A farewell reception in honor of Comr.
Edward M. Webster, who retired yester-
day after 47 years of government service,
was held Thursday by the FCC. The
retiring FCC commissioner was given
an illuminated scroll, presented by FCC
Chairman George C. McConnaughey,
and a high fidelity radio-phonograph set.
He was also presented with a “DSC"—
“deintermixture service cross"—by the
staff, The reception, attended by several
hundred FCC officials and staff, was held
in the reception room of the Post Office
Building.

MILWAUKEE'S NEW WISN
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JACK DENTON

SHOW

12:00-6:00 P.M. DAILY
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and now the cream of the ABC network . . .

and everybody’s feeling the resultst
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GOVERNMENT

ADDED REGULATION OF TV SEEN UNLIKELY

Kenneth Cox, special counsel
to Senate Commerce Commit-
tee, tells ATAS luncheon in
New York that there is a good
chance Congress—and proba-
bly the Justice Dept.—will
continue to keep close watch
to guard against ‘abuses.’

THERE's no general feeling in Washington
that additional regulation of television is “nec-
essary or desirable” at this time, but there's a
good chance that Congress—and probably also
the Justice Dept.—will continue to keep a close
watch to make sure that no “abuses” develop.

This was the nub of conclusions drawn last
week from a speech by Kenneth Cox, special
counsel to the Senate Commerce Committee in
its long-drawn but now virtually completed
hearings on allocations, pay-tv, and network
practices.

He said that in his opinion the only way to
resolve the pay tv controversy may be in giv-
ing toll tv a *“try,” but on an experimental basis
if at all and with appropriate safeguards to pre-
vent harm to the present free system of broad-
casting. He maintained that nothing would be
allowed to kill off free television, as opponents
have claimed that pay tv would do. If pay tv is
authorized, he indicated, provisions would be
made “to stop it” if it should threaten the exist-
ence of free tv.

Although he felt the committee may take
some preliminary steps to relieve the “acute”
situation in tv allocations—this was before FCC
released its own proposals last week--he ad-
vised his listeners not to look for “any startling
changes in the overall look™ of television “for
a long time to come.”

Magnuson Detained

Mr. Cox spoke at a Tuesday luncheon meet-
ing of the Academy of Television Arts &
Sciences in New York. He substituted at the
last minute for Sen. Warren Magnuson (D-
Wash,), chairman of the Commerce Committee,
who was kept in Washington by the impending
Senate vote on Air Force funds.

With regard to the committee’s inquiry into
network practices specifically, he said “everyone
agrees” that networks are “essential,” that they
perform an important function and have per-
formed it well. The problem would be con-
siderably lessened if there were enough stations
in major markets, he noted, but added that at
least “until that time comes” it must be ex-
pected that Congress, and perhaps also the
Justice Dept., will continue to keep an eye on
network practices to see that abuses do not de-
velop.

He suggested, answering a question, that
“anti-trust” action against the networks might
come if some person or company felt sufficiently
aggrieved to file a triple damage suit under
anti-trust laws.,

He observed at one point that the FCC,
in its desire to avoid any appearance of censor-
ship has not always looked closely enough—in
renewal proceedings—at stations’ performance
records as compared with their promises.

He also expressed his view that stations’ right
to editorialize would be essential as television
“comes of age,” but also pointed out that edi-
torializing poses a number of problems includ-
ing that of assuring opportunity for the pres-
entation of opposing viewpoints and that of
making sure that editorials are not misconstrued
as newscasts,

Sen. Magnuson, he observed at another point,
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feels that newscasters should not read com-
mercials. He also cited a British practice of
never ShOWiﬂg the newscaster on camera.

The tv allocation problem—that of getting
three, and later four and five stations in all
important markets—is an “acute” one for which
a number of solutions have been advanced, he
observed. Uhf is vital, he said, but also “is in
bad shape,” And if uhf is to continue and be
successful, he asserted, present hard-pushed uhf
broadcasters will have to be “salvaged”—their
operations made profitable—or there will be
no incentive for other broadcasters to get into
the field.

Mr. Cox summarized some of the solutions
that have been proposed, reporting that wit-
nesses appearing before the Senate committee
appear agreed that deintermixture is the “essen-
tial first step” that should be taken now. Among
others: proposals that all television be moved
into uhf, which he said have “certain appeal”
but many problems; vhf drop-ins, which he
said might be used in some areas; and excise
tax relief to boost the manufacture of all-
channel sets, which he termed a ‘“desirable”
move that should also be extended to color sets
so that when color begins “flooding the market”
there will be assurance that sets will receive all
channels.

Mr. Cox said in Washington Thursday that
the Senate Commerce Committee’s proposed
interim report on tv allocations—directed to
the FCC and said to be a document setting out
broad principles for the FCC to follow in its
reallocations proceeding—is being redrafted in
the light of the FCC's issuance last week of its
“Report & Order on Television Allocations”
(see story, page 27).

The revised report will be substantially dif-
ferent from the one the committee staff had
planned to present for approval at a meeting
of the Senate committee last Wednesday, he
said. The redrafted document probably will
be presented for committee approval next week,
he added. Mr, Cox said senators at the com-
mittee meeting were in general agreement that
the interim report should be issued, despite the
FCC action last week, but in view of this action,
senators want to take a “more careful look” at
its contents.

Windup of the committee’s hearings are in
sight, although no date has been set for the
next sessions, Mr. Cox said. The committee
plans to have the FCC as the last group of
witnesses, with the Commission to be ques-
tioned, among other things, on its allocations
action last week. He felt two more days of
hearings could conclude the committee’s ses-
sions, with the FCC appearing last on the stand.
There are no present plans to hear film syndica-
tion interests, Mr. Cox said, adding that “up
to now they have been avoiding us like the

plague”.

Storer Amends Salem Bid

STORER Broadcasting Co. last week filed
amendment to application seeking FCC ap-
proval of its $27,277 purchase of KSLM-TV
Salem, Ore., requesting deletion of its request to
move the ch. 3 Salem vhf to Portland to replace
ch, 27 KPTV (TV) there. Storer instead asked
the Commission to grant a modification of the
KSLM-TV permit to move the station’s trans-
mitter location to a point 12 miles south of
Portland. This amendment follows an applica-
tion two weeks ago for Salem ch, 3 by Salem
Tv Co. (C. H. Fisher), accompanied by a pe-
tition asking the FCC to vacate the ch. 3 grant
to KSLM-TV [AT DEADLINE, June 25].

BOXSCORE
STATUS of tv cases before FCC:

AWAITING FINAL DECISION: 10

Corpus Chr!sti. Tex., ch. 10; Miami, Fla.,
ch. 10; Seattle, Wash., ¢h. 7 Jacksonvﬂle.
¥la., ¢h, 12; Hartford, Conn., ch. 3; P
ducah, Ky., ch 6; Indianapolis, Ind,, ch. 13-
New Orleans, La ch. 4; St. Louis, Mo ¢h.
11; Charlotte, N. C., ch. 9

AWAITING ORAL ARGUMENT: 7

Boston, Mass., ch. 5; Orlando, Fla ch. 9
McKeesport, Pa {Pittsburgh), ch, ; Buf-
falo, N. Y., ch. 7; Biloxi, MISS, ch, 13 San
Francisco- Oakland Cal ch, 2. Lead-
Deadwood, S, D., ch. 5

AWAITING INITIAL DECISION: 3

Hatfield, Ind,, (Owensboro, Ky.), ch. 9;
Pittsburgh, Pa,, ch. 11; Toledo, Ohio, ch. 11.

IN HEARING: 5

Beaumont-Port Arthur, Tex.. ch 4; Che-
boygan, Mich., ch. 4; Mayaguez, R., ch

nohndaga- Parma, Mich., ¢h. 10 Coos
Bay, Ore., ch. 186,

WWBZ Asks FCC to Grant
One-Year Probation Period

REQUEST for license renewal on a “proba-
tionary” one-year basis was filed with the FCC
last week by WWBZ Vineland, N. J., whose
license was revoked by the Commission last
November [BeT, Dec. 5, 1955] because of over-
emphasis of horse racing programs. In ordering
the station to cease operation within 60 days,
the FCC found that WWBZ'’s horse-race broad-
casts were helpful to, and being used by, illegal
gambling interests, Since the decision, the sta-
tion has been granted two 60-day grace periods,
the latest only a fortnight ago [B®T, June 25,
Yan. 30].

The unique request for probationary status
suggested alternative actions by the FCC, either
of which would be acceptable, the station said—
renewal for one year on a probationary basis
or suspension for one year of FCC action which
denies the station’s request for license renewal.

Deadwood Grant Proposed

INITIAL DECISION recommending that tv ch,
5 at Deadwood, S. D., be awarded to the lone
applicant, The Heart of the Black Hills Stations,
was issued last week by FCC Hearing Examiner
Herbert Sharfman. Heart of the Black Hills
(KDSJ Deadwood, KRSD Rapid City) became
the only applicant following the withdrawal of
Black Hills Broadcasting Co. (KOTA-AM-TV
Rapid City). Mr. Sharfman found that as
Heart of the Black Hills was a qualified, un-
opposed applicant, “nothing stands in the way
of a grant . . .”

Radio Shares in UAW Lobby

A TOTAL of $5,320 was spent on radio spot an-
nouncements in a campaign by the United Au-
tomobile Workers designed to “influence votes”
against the natural gas bill, Walter P. Reuther,
UAW president, told a Senate Lobbying In-
vestigating Committee last week in Washington.
All told, his union spent $38,762 in newspapers
and radio to defeat the bill, Mr. Reuther in-
formed the senators. He compared the union
figure with the $1,750,000 spent on behalf of
the bill by the oil-company backed Natural
Gas & Oil Resources Committee. The contro-
versial gas bill was vetoed by President Eisen-
hower because of what he called “arrogant”
lobbying.
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10 PHILA. STATIONS SERVED INDICTMENTS

Federal grand jury charges
outlets, nine officials, city's
broadcasters association with
illegally fixing time rates.

A FEDERAL grand jury in Philadeiphia last
week indicted the Philadelphia Radio & Televi-
sion Broadcasters Assn.,, 10 Philadelphia radio
stations and nine of their officers on charges of
illegally fixing rates for radio broadcast time.

The indictment charged that since 1952 the
defendants have been parties to an agreement
to maintain published advertising rates on radio
time in Philadelphia in violation of the Sher-
man Antitrust Act, The indictments were re-
turned to U. S. District Judge Francis L. Van
Dusen.

The charges came at the same time the Phila-
delphia grand jury was investigating allegations
of conspiracy in the NBC-Westinghouse Broad-
casting Co. exchange of stations (see story, page
60). Statements of denial against last week’s
indictments have been issued by a spokesman
for the 10 stations and WBC President Donald
H. McGannon. Named in the indictment were:

WHAT and William A. Banks, its presi-
dent; WPEN and ‘William B. Caskey, its vice
president; WIP and Benedict Gimbel JT., its
president; WFLN (FM) and Raymond S.
Green, its general manager; WDAS and Robert
A. Klein, its secretary; WBIG and John
Mahoney, its general manager; WIMJ and
Patrick J. Stanton, its president; WCAU and
Donald W. Thornburgh, its president; Westing-
house Broadcasting Co. and Robert Teter, sales
manager for former Philadelphia Westinghouse
station KYW; and WFIL.

Action in May

Charges against the stations developed late
in May, when the outlets were served with sub-
poenas by U. S. marshals [BeT, May 28). The
subpoenas, requested by the antitrust division
of the Dept, of Justice, asked for documents
and correspondence from 1952 concerning rate
fixing, rate maintenance, charges in rates at a
fixed time, agency recognition standards, stand-
ard contract form for political broadcasting,
standard advertising contracts, fixing of salaries
for employes and talent, standard policies re-
garding department store or chain store adver-
tising, use of uniform standards for broadcasts,
filing of information on rates and contracts with
a central office. The stations were ordered to
furnish this information to the Philadelphia
grand jury this month.

Commenting on the indictments, a spokes-
man for the 10 stations said:

“The radio stations of Philadelphia are
shocked that the government has decided to
proceed against them under the antitrust laws.
Everyone is aware of the keen competition that
exists among these stations. The stations do not
believe that their effort to keep the competition
among them on a dignified basis of encouraging
the fair treatment of their clients violates any
law. The government’s action will be contested
vigorously with confidence that the stations will
be vindicated.”

WBC President McGannon said:

“Westinghouse Broadcasting Co. has always
established and published its rates independently
and has always adhered to its published rates
so as to avoid any discrimination or unfairness
of its treatment of different customers. Its
policy of "adhering to its published rates has
long been known and recognized throughout the
advertising industry. Similarly, WBC policies
as to relations with other broadcasting stations
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have been carefully considered, firmly estab-
lished, and widely known throughout the organ-
ization. Nothing that may have been done in
Philadelphia in any way affected the operation
of the WBC station and it was not involved in
any offenses charged by the grand jury.”

Stockholders Try to Block
Cisler-to-Segal KEAR Sale

A ROADBLOCK may be thrust in the path of
Steve Cisler’s sale of KEAR San Francisco to
broadcaster David Segal for $500,000 [AT
DEADLINE, June 25]. San Francisco attorney
Milton Stern Jr. last week announced that legal

STATIONS

action will be taken in behalf of KEAR pre-
ferred stockholders to establish their right ta
constitute a majority of the board of directors.
Prospect also was held of protesting the transfer
application before the FCC in an effort to re-
tain the station’s classical music format.

KEAR has resumed its “good music” opera-
tion. The Treasury Dept.'s auction of the
physical property was forestalled by the Segal
purchase.

Mr. Stern said Mr. Cisler owned all common
stock and appointed all board members but
preferred stockholders had the right to name a
majority of the board when dividends were in
default for 24 months. Time to exercise this
right became effective May 1, Mr. Stern said,
and a meeting was called for June 20 but Mr.

it’s the "March Of The Juleps” — traditional opening ceremony
at the Kentucky Colonels' Annual Banquet on Derby Eve. And
in a state that's known for showmanship, Kentuckians look to
WAVE-TV for the hest in television showmanship. Here's the proof:

with that
KENTUCKY FLAIR!

PROGRAMMING: Two 1956 Surveys* show that WAVE. TV gets
andience-preference!

COVERAGE: W AVE-TV bhas 66% greater coverage than the second
Louisville station because of its low Channel 3, full power

LOUISYILLE'S

WAVE-TV

FIRST IN KENTUCKY
Affilioted with NBC

NHG) SPOT SALES
X .
Exclusive National Representatives

and greater tower height (914" above sea level) ! WAVE-TV
serves 2,437,000 people in 70 mid-Kentucky and Southern
Indiana counties.

EXPERIENCE: WAVE-TV was first on the air in Kentucky, in 1948,
Its experienced crews have the know:how to help your
programs — and your commercials — sell!

Let NBC Spot Sales give you all the facts!

*Metropolitan, March, 1936
*ARB Louisville, Feb., 1956
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Cisler sold the property the morning of the
meeting despite Mr. Stern’s efforts to present
him with a court restraining order.

Mr. Stern told BeT the preferred stockholders
invested $60,000 in KEAR while good music
fans in San Francisco contributed $42,000 in
the past 2% years as a result of broadcast ap-
peals for contributions to keep the station on
the air.

Mr. Cisler was unavailable for comment
Thursday.

Dannenbaum Elected
WBC Vice President

APPOINTMENT of Alexander W. (Bink)
Dannenbaum Jr., national sales manager of
Westinghouse Broadcasting Co., New York, as
WBC's vice president in charge of sales, is
e being announced (to-
day) by Donald H.
McGannon, presi-
dent. Mr. Dannen-
baum was mnamed
national sales man-
ager earlier this year
[BeT, March 5].

A veteran of 20
years in broadcast-
ing, Mr. Dannen-
baum joined WBC
in 1953 at the time
the company had
purchased WPTZ
(TV) Philadelphia.
He began in radio as a salesman for WDAS

MR. DANNENBAUM

Philadelphia in 1935, remained with the station -

(except for four years in the Army during
World War II) until 1946, resigning his post of
station manager at that time to join WPEN
Philadelphia as commercial manager.

When NBC-TV and Westinghouse effected
a sale and switch of their respective Cleveland
and Philadelphia stations this past winter [BeT,
Feb. 13}, Mr. Dannenbaum stayed on with the
Philadelphia stations (renamed WRCV-AM-TV
by NBC), as commercial manager, and rejoined
WBC as national sales manager two months
later to replace Eldon Campbell, who had
resigned.

In his new position, Mr. Dannenbaum will
take charge of the overall sales and sales poli-
cies of WBC stations in Boston, Cleveland, Ft.
Wayne, Pittsburgh, Portland, Ore., and San
Francisco. He will continue to headquarter in
New York.

KSD-AM-TYV to Get New Home
In ‘Post-Dispatch’ Expansion

ACQUISITION by the St. Louis Post-Dispatch
(KSD-AM-TV) of an 18-acre tract in that city
as a future home for its combined radio-tv
and newspaper operations was announced by the
newspaper last week. Also announced was the
purchase of another tract, 42 acres, which will
serve as site for KSD-TV’s new transmitter and
1,088-ft. (above average terrain) tower.

The proposed tower, billed as one of Mis-
souri’s tallest man-made structures, will be
1,649 ft. above mean sea level, 1,114 ft. above
ground and will replace the station’s present
540-ft. tower. The new facility will add 7,000
8q. miles to KSD-TV’s present 10,000 sq.-mile
coverage area, the station said.

Plans call for either a two- or three-story
building on the new property, which is located
in the west-central part of St. Louis. The Dis-
patch properties now are housed in an eight-
story, downtown building, which was built in
1917 and cannot be expanded.
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ARTHUR G. RYDSTROM (1), newly ap-
pointed vice president-director of Tv Den-

ver Inc. (KBTV [TV]), is “welcomed
aboard” by John C. Mullins, president of
the corporation who announced the ap-
pointment last week. Mr. Rydstrom is
senjor vice president of Webb & Knapp,
New York real estate firm headed by
William Zeckendorf. Webb & Knapp and
Mr. Mullins each own 50% of Tv Denver
In¢., which was organized to acquire sev-
eral radio and tv properties [BeT, Dec. 5,
1955].

New WISN-AM-TV Center
To Be Begun This Month

CONSTRUCTION of a $1,250,000 radio-tele-
vision center for WISN-AM-TV Milwaukee
will begin this month, it was announced last
week by John B. Soell, manager of the sta-
tions.

WISN currently is celebrating its 34th year
of broadcast service. The anniversary observ-
ance is including transcribed salutes from civic
leaders, congratulatory messages from enter-
tainment celebrities and other special program
features.

The radio station began broadcasting in 1922
with the call letters WSOE. WISN now is
affiliated with ABC, with most of its programs
originating locally.

Harry Burke Resigns Post
As KFAB Omaha Manager

HARRY BURKE, general manager of KFAB
Omaha since 1945, has resigned that post and
will announce future plans after returning
from an extended
vacation.

Prior to his as-
sociation with
KFAB, Mr. Burke
was with WOW
Omaha for 13 years,
serving as program
director and later as
assistant general
manager in <charge
of sales.

Mr. Burke has
served on the Ad-
visory Board of
CBS and is a past
president of Nebraska Broadcasters Assn.

MR. BURKE

Lawyer Charged in Attack
On KSEK Manager Sandstrom

A. S. GRAHAM, Pittsburg, Kan., lawyer, has
been charged with assault and battery upon
Thad Sandstrom, manager of KSEK in that
community.

The lawyer was charged with striking Mr.
Sandstrom at the radio station following a
news broadcast concerning rejected petitions
for recall of the city manager form of govern-
ment in Pittsburg. Mr. Graham is a leader in
the effort to get a special election on such a
recall. His trial has been set for July 17 in
Pittsburg City Court.

Beverly T. Whitmire, 53,
WFBC-AM-TV Manager, Dies

BEVERLY T. WHITMIRE, 53, manager of
WFBC-AM-TV Greenville, S. C, and part
owner of three radio stations, died Thursday at
Ramey Air Force Base, Puerto Rico, two days
after suffering a cor-
onary thrombosis.
He was stricken on
the first leg of a
Navy-sponsored in-
doctrination trip.
Mrs. Whitmire
and their daughter,
Beverly, flew to the
base when he suf-
fered his heart at-
tack. He was to
have gone to Pan-
ama to board the
Franklin D. Roose-
velr, aircraft carrier.
The three stations in which he held an in-
terest were WAYS Charlotte, N. C.; WCOG
Greensboro, N. C., and WAKN Aiken, S. C.

Mr. Whitmire was widely known in the
broadcasting industry. A raconteur, he was
asked at the Aprii NARTB convention in
Chicago to tell some of his famous stories
while the Tv Board election results were being
tabulated.

After schooling at Sewanee Military Acad-
emy, Georgia Tech and Columbia U. School
of Journalism he went to work on the Greenville
Piedmont, published by ex-Sen. Roger C. Peace,
becoming assistant city editor. When the Pied-
mont started WFBC in 1933, he persuaded Sen.
Peace to name him station manager.

In Greenville, Mr. Whitmire was a leading
figure in a little theatre movement, Kiwanis
Club and many local charities. Many of the
nation’s leading figures in politics and enter-
tainment have enjoyed rides on his boat, “Lolli-
pop,” cruising around the Saluda River where
Mr. Whitmire had a cottage. He taught a high
school boys class at an Episcopal Sunday
School.

The body was to be flown back to Greenville
Saturday, with funeral services yesterday (Sun-
day).

KDB Sold for $125,000

SALE of KDB Santa Barbara, Calif., by F.
Robert Bauer to a group headed by James
Harford for $125,000, was announced last week.
Sale of the 250 w, 1490 ke, MBS-affiliated
outlet is subject to FCC approval. Mr. Har-
ford is part owner of KONE Renc and KTITO
Las Vegas, both Nevada. The sale was nego-
tiated by Arthur Hogan, president of Albert
Zugsmith Corp., Hollywood. Mr, Harford said
there would be no changes in personnel.

MR. WHITMIRE
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Intercontinental Elects’
Ailbert Zugsmith President

ALBERT ZUGSMITH has been elected presi-
dent of Intercontinenta! Broadcasting Corp.,
which is seeking FCC approval for purchase of
KVSM San Mateo, Calif. [BeT, May 28]. Mr.
Zugsmith is a Universal Pictures producer,
chairman of the board of the Albert Zugsmith
Corp. (newspaper-broadcast brokers) and chair-
man of the board of KRKD Los Angeles and
KITO San Bernardino, Calif.

Other Intercontinental principals include Vice
Pres. Arthur B. Hogan, who is seeking FCC
approval for purchase of KFOX Long Beach,
Calif.; Sec.-Treas. Frank Oxarart, executive
vice president of Albert Zugsmith Corp.; Mel-
ville Tucker, Universal executive, and John
Feéeldman, owner of KDON Salinas-Monterey,
Calif.

Petry to Open New Offices

EDWARD PETRY & CO., station representa-
tive, will open its new offices in New York
next Monday at 3 E. 54th St.

In announcing the move, Edward Petry, pres-
ident of the firm, noted that both his clients
and agencies contributed to the Petry concern’s
growth., He declared the shift was “significant”
to the whole broadcast industry “because it
shows dramatically the increased service sta-
tion representatives are providing their stations
and the advertising profession.” New quarters
for the company, formerly at 488 Madison
Ave., will have more sales and executive offices,
including space for the firm’'s new sales devel-
opment and special services department.

Hudelson on WBC Project

BEN A. HUDELSON, production supervisor,
WBZ-TV PBoston, will take a leave of absence
to work on a special assignment in New York
at the headquarters of the parent Westinghouse
Broadcasting Co.

In New York, Mr. Hudelson will work with
WBC Education Director Ordon Hawkins and
William J. Kaland, the group’s national pro-
gram manager, on development of several new
radio-tv educational and public service pro-
grams.

KANS Wichita, Kan., has appointed Sim-

mons Associates as its national sales
representative, it was announced last
week. At the contract signing are (I to r):
Gale Blocki Jr., Simmons vice president;
Kenyon Brown, president of KANS; Dave
Simmons, president of Simmons, and Frank
J. Lynch, the station’s general manager.
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- ca’s most complete Program Service which features hundreds

lassified

with SESAC’s great Alphabetical, Bridges Moods & Themes
and Classified Catalogs . . . only three of the many new,
unique program aids that come as part and parcel of Ameri-

of network-quality scripts. All yours in the

SESAC TRANSCRIBED LIBRARY
(now also available in sections)

designed for your specific AM, FM and TV program needs and
featuring SESAC Music . . . “the best music in Americal”’

SEeSSOLC 475 FIFTH AVE. NEW YORK 17, N. Y.
Celebrating Our 25th Anniversary

¥ expert tv lighting
& low cost ...

& flexible

B3 One of the largest suppliers of
¥ temporary lighting facilities
Bl anywhere in the U. S, and
Elu

’( Canada.

'I Rental equipment Service in-
; cludes installation and removal

T m ¥

=k

at one low cost.

T

I, el

free estimates

Write for fFree
Catalog of Equipment

JACK A. FROST

Department BT
234 Piguette Ave.
Detroit 2, Michigan
e o e T
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Civil Defense Volunteers
Goal of WCBS Program Series

AN ATTEMPT to “humanize” Civil Defense
and to attract volunteers was launched last
week by the New York State Civil Defense
Commission in conjunction with WCBS New
York and Kastor, Farrell, Chesley & Clifford
Inc.,, New York, radio-tv consultants to the
commission.

Over 30 New York State radio stations have
contracted to run a new series of programs
titled Civil Defense Means You! They take
listeners to local CD demonstrations, allow
them to meet active volunteers, “some of whom
might be neighbors,” according to the com-
mission. The programs are produced and nar-
rated by Martin Weldon, producer of WCBS's
This Is New York and other local public af-
fairs programs.

Petry Promotes Steese

WILLIAM H. STEESE, member of Edward
Petry & Co. sales promotion staff, has been
named promotion-
research-sales de-
velopment manager
in the station repre-
sentation firm's radio
department. In addi-
tion, Jack Keiner,
also on Petry’s sales
promotion staff and
former radio-tv di-
rector of Allen &
Reynolds Adv.,
Omaha, has been
promoted to adver-
tising and sales pres-
entations director
for the Petry firm.

REPRESENTATIVE SHORTS

Forjoe & Co. and Forjoe-Tv Inc. have moved
to new quarters at 451 N. LaCienega Blvd.,
L. A. 47. New phone: Oleander 5-7755.

MR. STEESE

Burke-Stuart Co., station representative, moved
N. Y. offices to larger quarters at 60 B. 56th
St., effective today (Monday). Telephone: Plaza
i-2156.

REPRESENTATIVE PEOPLE

Buxton Johmson, assistant to president, Dun-
nan & Jeffrey Inc., N. Y. advertising agency,
to Blair-Tv, N. Y., as member of sales staff.

Dick Kelliher, formerly with WWI-TV and
WIBK Detroit, to San Francisco office of Mc-
Gavren-Quian Co. effective July 15.

STATIOM SHORTS

WFRV-TV Green Bay, Wis,, moving studios
from present Scrays Hill site to new quarters
at Mason & Rossevelt Sts., Green Bay.

KYW Cleveland, Ohio, went on 24-hour broad-
cast schedule June 25.

KPOJ Portland, Ore., operating new mobile
unit built by Pacific Body Builders, Portland.

STATION PECPLE

Thomas B. Sawyer, commercial manager, WIST
Charlotte, N. C., named general manager of
WAYS Charlotte, succeceding James P. Poston,
resigned to join ABC in New York.

Robert E. Morey, program director, KDKD
Clinton, Mo., appointed station manager.
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Jack Shiver named resident manager of WCRE
Cheraw, S. C.,, by Roy Zess, new owner and
partner-manager of WGMA Moultrie, Ga.

Harvey Lucas, account executive, WCUE
Akron, Ohio, appointed assistant station man-
ager,

Martin Barksy named national sales manager,
WGLV(TV) Easton, Pa. Bill Latham to WGLV
local sales manager.

Gene A. Milsteen, film buyer, KFEQ-TV St.
Joseph, Mo., named program director.

Dale Allison to KPDQ Portland, Ore., as pro-
gram director.

Fred Mueller, formerly of KMOX and KWK-
TV St. Louis, to KSD-AM-TV as promotion
manager, succeeding David Pasternak, ap-
pointed assistant circulation manager of St
Louis Post-Dispatch.

Albert Downing, Crosley Broadcasting Co.,
Cincinnati, to KYW-AM-FM-TV Cleveland as
merchandising manager,

John Francis Dunn, Procter & Gamble Co,,
N. Y., to the newly-created post of merchan-
dising manager of WABC New York.

Don Dickerson, advertising manager for Dal-
las, Tex., Div. of Safeway Stores Inc., to
WFAA-TV Dallas on local sales staff.

Harrison Wooley, San Francisco radio execu-
tive, to KCBS there as sales account executive,
succeeding Robert Price, promoted to CBS
Radio Network sales.

Jack Van Nostrand, national sales representa-
tive for KNXT(TV) Hollywood and CBS-Tele-

Campaign in Campaign

WTVJ (TV) Miami believes it has found
the answer to the ticklish, often irritating
business of political advertising on tele-
vision, It's recent “campaign within a
campaign” has turned viewer complaints
of yesteryear into words of commenda-
tion.

Long before spring primaries exploded
in Florida, the station had mapped out
its plan. Its premise was simple: protect
the viewer by limiting and selecting time
for each candidate and protect the can-
didate by putting him in the right time
slot with the best production possible.

The first step was to secure a list
of state and local qualified candidates.
WTVJ General Sales Manager John S.
Allen then sent each a form letter de-
scribing the maximum time he and the
other candidates in his particular race
were allowed and the procedure for
buying time.

“This assured voters that the ‘rich’
candidate would not monopolize televi-
sion time,” said Mr. Allen. *“And since
voters are viewers, it assured them that
they would not miss their favorite pro-
grams week after week.”

Every effort was made to steer away
from the time-weary picture of the can-
didate who sat motionless while his
mouth moved. Candidates were asked
to bring visual aids-platform charts,
maps diagramming proposed highway
plans and pictures. Professional lighting
techniques were brought into play, and
numerous background props were used.
Film shows were aired by some more
enterprising candidates.

WGTH-TV Hartford, Conn., carried all
four days of the Insurance City Open golf
tournament last Wednesday-Saturday at
Hartford’s Wethersfield Country Club.
The $20,000 tournament was co-sponsored
by the Connecticut Bank & Trust and Con-

necticut Medical Service. Checking the
contract (I to r) are William B. Dixey, ac-
count executive, Wilson, Haight, Welch &
Grower advertising agency; Charles Stew-
art, WGTH-TV account executive; Graham
R. Treadway, Bank & Trust vice president;
Jack Downey, WGTH-TV general man-
ager, and Adrian Conway, director of
public relations, Medical Service.

vision Pacific Network, promoted to account
executive, succeeding Ray Beindorf, joining
CBS-TV Spot Sales, Chicago. Bruce Huffman,
sales service coordinator for station and net-
work, succeeds Mr. Van Nostrand as national
sales representative. Van Rubenstein, chief
assistant, commercial traffic department, to
sales service coordinator.

Charles Harrison, news director, WFIL Phil-
adelphia, to WCKT(TV) Miami, Fla.,, as di-
rector of news and special features.

Myron Wagner, formerly in radio-tv in Mid-
west, to KSFO San Francisco as account ex-
ecutive.

William J. Moyland, recent graduate of Wis-

. consin State College, Milwaukee, to sales staff

of WTMJ Milwaukee.

Cy Kassel, newscaster, appointed news direc-
tor, WHIL Medford, Mass.

Jack Vaughn, formerly production director of
KWIE Kennewick, Wash., named radio pro-
ducer for WBZ Boston, where he will super-
vise station’s music library.

Dick Richmond, news director, WRIT Milwau-
kee, Noe-Mac station, transferred in same
capacity to KTSA San Antonio, Tex., also Noe-
Mac outlet.

Dick Covington, WHBQ Memphis, Tenn., and

Don Norman, WMC Memphis, to WHHM
there.

Nancy Wallace, continuity assistant, WTIC
Hartford, Conn., appointed continuity editor.
Fred Bennett, early morning m.c.,, WPEN Phil-
adelphia, resigned to join Voice of America.
Larry Cott, formerly news editor, KFRC San
Francisco, to newswriting staff, KGO-AM-FM-
TV San Francisco.

Bob Scoit, WGEM-TV Quincy, Ill., to talent
staff of WOOD Grand Rapids, Mich.

Jack D, Hunter, WICA Ashtabula, Ohio, to
WTAY Robinson, Ill., replacing Wayne W.
Cody Jr., resigned to take position in Salt Lake
City,
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James E. Shipp, former salesman, WDBJ Roa- Boydston, former U. of Okla. All-American

noke, Va., returned to WDBJ-TV there as an-
nouncer. Dudley Townsend, WDRBJ announcer,
assigned show on WDBJ-TV. Ron McDonaid,
WDEV Waterbury, Vt., to WDBI-TV as news-
man. Sherman Cable, WBLT Bedford, Va.,
to WDBJ-TV as audio engineer. Pat Darden,
Kyle Compton, James Dalmas and Al Dyson
also to engineering staff. Toby Garrett, Roa-
noke College student, and David Conner, Roa-
noke Times-World advertising department, to
WDBJ-TV as floormen. Irene Richardson to
station receptionist and Rita Riley named sec-
retary to production manager.

William C. White, assistant brand manager,
Procter & Gamble, Cincinnati, to WMUR-TV
Manchester, N. H., as executive assistant. Mary
Lou Guiney, station staff, promoted to traffic
chief.

Len Corbosiero, associate director, KNX Holly-
wood and Columbia Pacific Radio Network,
named director.

Renetta Jacobson named continuity chief,
KVOO-TV Tulsa, Okla., replacing Barbara
West, resigned to join Seidenbach's as advertis-
ing director.

Don Sherman, WAFB Baton Rouge, La., to
WBOS Boston as disc jockey.

Charles Masella, on staff of Hotel Kenmore,
Boston, to WBZ Boston as assistant traffic
manager.

Jake Rufli, formerly announcer at WPBN Tra-
verse City, Mich., to WKZO-TV Kalamazoo in
similar capacity.

Spook Beckman, personality, WITVN-TV Co-
lumbus, Ohio, emceeing daily radio show on
WTVN.

Dick Stohrer, account executive at WKZO
Kalamazoo, Mich., elected president of East-
wood Community Assn., Mich.

Del.ois Faulkner, fashion coordinator, WKY-
TV Oklahoma City, married June 23 to Max

yeRREda.

PIPER AIRCRAFT Corp., Lock Haven, Pa.,
using northeastern Pennsylvania as a test
market, is sponsoring Let’s Fly with Piper,
a weekly program on WILK-TY Wilkes-
Barre, Pa. The program gives flight in-
structions with actual film shots of student
pilots. Completing arrangements are (|
to r): Thomas P. Shelburne, WILK-TV man-
aging director; William D. Strohmeier,
Davis, Parsons & Strohmeier advertising
agency, New York, and Harold Swank,
owner-operator of Scranton Airways and
Piper distributor.

BROADCASTING ® TELECASTING

football player.

Malcolm Klein, assistant general sales manager,
KABC-TV Hollywood, father of boy, Daniel
Louis, June 20.

Ralph Renick, news director, WTVI (TV)
Miami, Fla., father of girl, Susan Marie, June
19.

Gene Webster, producer-writer, KNX Holly-
wood, father of girl, Jill Meredith, June 19.

Mrs. Carleton D. Smith, wife of NBC vice
president and general manager of WRC-AM-
FM-TV Washington, died June 25 after short
illness.

Jeanne Kenna, known professionally as Jeanne
MacKenna, performer on WGN-TV Chicago’s
Lunchtime Little Theater, died in Augustana

Rising Power

TV was the yeast that upped the sales of
Spruance Bread Mix from 20 cases a
month to 750, according to WHEN-TV
Syracuse. All it took, the station reported,
was one 60-second spot a week on
WHEN-TV’s Kay’s Kitchen, a half hour
cooking show. The 3,000% sales in-
crease, said the station, is due completely
to that one spot a week.

Hospital, Chicago, June 23. She formerly
worked for NBC and CBS in Chicago.

W. J. Williamson, sales manager, WBZ-WBZA
Boston-Springfield, Mass.,, named to board of
directors, Advertising Club of Boston.

. ®

In the progress towards automation, the

Gates "Sta-Level” offers broadcasters a
highly efficient average level amplifier that
relieves the operator of most gain riding.
Rated at 1% or less distortion at 30 Db.
compression at +20 Db. output threshold
level. = "Sta-Level” is 100% self-contained

including regulated power supply and drop

down to service front panel. Rack size only

5% x 19%, = All

Gates products incude
tubes in the selling price. "Sta-Level" com-

plete only $225.00.

1

GATES RADIO COMPANY

MANUFACTURING ENGINEERS SINCE 1922
QUINCY, ILLINOIS, U.S. A,
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REACTIONS ON BLACKLISTING

« Lawrence Laurent, writing in the Wash-

ington Post & Times Herald on the Fund
for the Republic's report on “blacklisting”
[BeT, June 25]:
NO ONE KNOWS how many. patriotic
and innocent persons have been damaged
in the blacklisting process. The answer
is not to be found in the *Report on
Blacklisting” and the answer won’t be
given by the television industry. There is
no way to tabulate silence. . ..

And since there are no concrete an-
swers to the specific questions, the whole
practice raises much larger issues. The
first issue, of course, is the integrity of
the communications industry. It is diffi-
cult to admire an industry which runs
from “controversy” and refuses even to
risk the possibility of “bad publicity.” A
mature industry has to stand on its own
right to determine the fitness of its own
personnel. The television industry ran
from this responsibility. The responsibil-
ity was assumed by self-appointed list
makers, professional patriots and, from
all reports, a few racketeers. . . .

If the “Report on Blacklisting” has any
durable validity, it is this: The television
industry must accept the responsibility
for its own operation and, surely, a new
set of standards is to be found.

The Washington Daily News, Com-

menting editorially on the blacklisting re-
port:
UNDER the guise of a factual report on
what it chooses to call “blacklisting” in
the radio-television industry, the Ford
Foundation-financed Fund for the Re-
public has come up with a curious treatise
which apparently sees anti-communism a
greater menace than communism. . . .

Like its president, Robert M. Hutchins,
the one time “boy” head of the U. of Chi-
cago, the Fund for the Republic does not
distinguish between political activity and
the communist conspiracy. . . .

Nowhere in the report is there anything

PLAYBACK

QUOTES WORTH REPEATING

about how many unfairly have been
denied tv or radio jobs. Most of the al-
leged “victims” are unnamed, and so are
the sources of the information on which
the report is based. Considering Mr.
Hutchins’ avowed distaste for faceless in-
formers, that’s an ironic commentary. . ..

The report smacks more of boon-
doggling than usefulness.

ABOUT PUBLIC INTEREST

Harry M. Brawley, director of public
affairs, WCHS-TV Charleston, W. Va.,
addressing the Ohio State Institute for
Education by Radio-Tv:

MOST DEFINITIONS of “operating in
the public interest” include a statement
about “improving” the public in some
way or other. Usually we say that any
program which informs, educates or in-
spires is one which will improve the
listener. We would like to add another
verb to that list. We would like to say
that any program which “relaxes” the
listener or viewer is also in the nature of
an improvement and is therefore in the
public interest.

Everyone knows the value of relaxa-
tion when one gets home from the office
or the job. A farmer wants his market
reports and his informational programs
from the Dept. of Agriculture, but he
also wants his fun. After a day with
the crops he will be in no moed for a
program on how to outmaneuver army
worms. He would much rather watch
Jack Benny, and who is to say he won’t
be a better farmer tomorrow if he can
relax and enjoy himself tonight?

We must have our forums, our inter-
views, our classrooms of the air, and our
religious programs—but let’s brag a lit-
tle about the other things, too! Let’s stop
saying that broadcasting must operate in
the public interest. Rather let us realize
that, properly done, broadcasting—all of
it—1IS the public interest!

IN CINCINNATI . ..
LOOK AT AUDIENCE
LOOK AT COST
LOOK AT POWER

ITS OBVIOUS . . .
FOR
MORE AUDIENCE
LESS €COST
HIGHEST POWER
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PERSONNEL RELATIONS —

READ GETS STAY
OF AFM EXPULSION

Court grants temporary re-
straining order to union’s
Hollywood rebel leader. Local
47 elects five pro-Read sup-
porters to board.

EXPECTATION that AFM President James
C. Petrillo soon will use his new powers of
trusteeship to take over insurgent Local 47 in
Hollywood appeared last week as Local 47 rebel
leader Cecil F. Read obtained a temporary
court order staying his membership expulsion
and anti-Petrillo forces scored victories in the
fight to control Local 47 at an all-night member-
ship meeting Monday.

Court tests of Mr, Petrillo’s powers are in
prospect. Also significant in the rebellion
against Mr. Petrillo’s policies and the AFM
Music Performance Trust Funds (which are
bolstered by radio, tv and recording royalties)
was the open stand taken by tv star and band-
leader Ozzie Nelson in support of Mr. Read.

Mr. Nelson challenged pro-Petrillo leader
John te Groen, Local 47 president, to explain
his defense of Mr. Petrillo and the manner in
which AFM treated Mr. Read and 11 other
Local 47 rebels when they appeared before the
AFM Atlantic City convention June 12 to
appeal their expulsion by a trial board. The
convention sustained the penalties [BeT, June
18].

Los Angeles Superior Court Judge John J.
Ford granted Mr. Read a temporary restrain-
ing order last week returning him to member-
ship pending a formal court appeal. Mr. Read
said he intends to be a party, among others, “to
one or more law suits which will be filed shortly
to determine the validity of the trust fund and
which will challenge the right of the Federa-
tion to make or modify collective bargaining
agreements without the approval or consent of
the musicians covered by these agreements.”

Mr. Read also said, “I intend to ask for
further congressional investigation of the AFM,
the undemocratic provisions of its constitution,
the arbitrary powers granted to the president
(Petrillo) and the executive board, the trust
fund policies and collective bargaining agree-
ments which are under the domination of the
International Executive Board and Mr, Petrillo.”

By three-to-one margins the Local 47 mem-
bership meeting elected five Read-supporters to
fill vacancies on the board; provided for election
of the local’s trial board by the membership
instead of appointment by the president and
board, and voted that the local’s ten business
agents be appointed by the board instead of just
by the president.

It was expected that at least one of the local’s
business agents, Vincent Augustine, would be
replaced soon since he has been charged with
“bugging” by secret tape recorder the Feb, 27
caucus meeting at which rebel leaders planned
their strategy to win membership support for
ouster of pro-Petrillo president te Groen. Mr.
Petrillo played portions of the tape to the
Atlantic City convention, Mr. Read said, and
the tave reportedly played a role in the trial and
expulsion of the Read group from AFM.

SAG Details Reasons
For Anti-Merger Stand

SCREEN ACTORS GUILD last week sent its
national membership a special report detailing
reasons why the SAG board of directors has
unanimously rejected a proposal by leaders of
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the American Federation of Television & Ra-
dio Artists that the two organizations merge
[BeT, June 4].

The report by SAG President Walter Pidgeon
condemns an AFTRA move “to invade” the
guild’s long-established motion picture jurisdic-
tion, It lists six major reasons and other sup-
plementary reasons why the guild refused to
merge with AFTRA. It also pledges that the
guild will work for a stronger federation of
actors’ unions (the Associated Actors and
Artistes of America) and a “simplified member-
ship card plan for the entire entertainment
industry.”

Among reasons given for turning down the
idea of merger with AFTRA, the guild report
said that “AFTRA spokesmen and publications
have made clear that AFTRA policy is to
promote live television at the expense of tele-
vision motion pictures” and that had the guild
“succumbed to AFTRA’s arguments and pres-
sures years ago, in all probability there would
be little employment for actors in television
motion pictures today.” It added that
“AFTRA’s attitude toward television motion
pictures is inequitable” and *“would adversely
affect thousands throughout the United States
who' are presently employed as performers in
television motion pictures and filmed tele-
vision commercials, under Screen Actors
Guild contracts.”

“Because the Screen Actors Guild won its
fight (against AFTRA) six years ago, the per-
formers today are part of a thriving and grow-
ing television motion picture industry,” the
report said.

The SAG report also declares that “merger
would not lower unmion dues and probably
would raise them . . .”, and refers to “the
political fights and schisms between various
wings in the union, which periodically plague
AFTRA, and from which the Screen Actors
Guild has remained singularly free.”

— PROFESSIONAL SERVICES —

Porter, Winsor Nuptials

PAUL PORTER and the former Kathleen
Winsor are honeymooning in Spain following
their wedding last Tuesday in New Haven,
Conn. Mr. Porter, former chairman of the
FCC and OPA administrator, is a partner in
the Washington law firm of Arncld, Fortas &
Porter. Miss Winsor is the author of “Forever
Amber.” They will make their home in Wash-
ington.

PROFESSIONAL SERVICE PEOPLE

John A. De Chant, vice president, Crusade for
Freedom, Washington, opening public rela-
tions firm in Washington Oct. 1 with Crusade
as first client.

Victor J. Nexon, president of Microwave Serv-
ices Inc., N. Y., elected to board of directors,
William J. Scripps Assoc. Inc., Detroit tele-
communications consultant firm.

George T. Land, former operations manager,
WLBT (TV) Jackson, Miss., to Phil Dean
Assoc,, radio-tv station public relations firm,
N. Y., as southern and southwestern regional
manager.

Robert W. Bloch, account executive for Dine
& Kalmus, N. Y., public relations firm, for
more than two years, resigned, effective July 1,
to open public relations organization at 20 E.
53d St., New York 22.

William R. Day, who resigned as publicity di-
rector, KLZ-AM-TV Denver [BeT, June 11],
has opened Denver public relations firm, Ethell
& Day, with Edward O. Ethell, public relations
consultant,
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AFFILIATES FAVORABLE TO MUTUAL PACT

Network officials wind up two
weeks of regional meetings to
discuss new contract with af-
filiates and declare results are
‘by and large’ pleasing.

MUTUAL NETWORK officials last week
wound up a two-week round of regional meet-
ings to discuss their new affiliation contract
with affiliates and described themselves as well
pleased with the overall results.

They conceded that some stations probably
will be lost when the new contract goes into
effect on Nov. 1, but said that “by and large”
the reaction of affiliates was “good” and that
there undeubtedly would have been some defec-
tions no matter how small a change had been
proposed.

The Mutual officials could give no exact ac~
counting of acceptances because some of the
new contracts have not as yet been sent to sta-
tions. This task may take another week or ten
days, they indicated.

Station Relations Vice President Robert Car-
penter said he was pleased with the overall
reaction and reiterated his view, expressed
when the plan was first unveiled officially to
affiliates during the NARTB convention [BeT,
April 23], that “if this were the first contract
ever offered by a network, every station would
be beating down cur doors to get it.”

The new contract—which network officials
say will go into effect Nov. 1 “regardless” and
will be the only affiliation contract that Mu-
tual has—asks stations to “pre-clear” and carry
without compensation 16 hours of network
time a week, but cuts the amount of network
option time back from the present 63 a week
to 35, and provides free programming for
stations to sell locally.

‘Share the Wealth’ Plan

Another feature of the new MBS system
of operation, although this is not written into
the new affiliation contract, is a “share the
wealth” plan whereby stations that clear for
network programs will share in MBS profits
(after operating costs are paid) in proportion
to their respective network rates [BeT, June
18]. Officials said this plan also will go into
effect Nov. 1.

Other new features include the so-called
“block music” programs to be made available
to stations without charge (9 p.m. to midnight
Sunday through Friday, 6-8 p.m. Saturday,
and 11 p.m. to midnight Saturday), and the
“automation” plan whereby affiliates are urged
to install or adapt equipment to permit inte-
gration of network shows with local spots or

For Mamie and lke

IN a musical tribute to President and
Mrs. Eisenhower on their 40th wedding
anniversary yesterday (Sunday), CBS
Radio’s Music on a Sunday Afternoon
scheduled several tunes that are favorites
of the President and his wife. The songs
to have been played included “Down
Among the Sheltering Palms,” “Little
Girls, Goodbye,” “Swing Low, Sweet
Chariot,” “I'm in Love With a Wonder-
ful Guy” and “Star Dust.” The program
was to conclude with a tune that CBS
Radio noted has pleased the President
since the first time he heard it at the
opening of “Call Me Madam"—"“They
Like Ike.”

breaks for evening or weekend programming
hours [BeT, June 18].

Mr. Carpenter estimated that 250 affiliates
attended the six regional meetings, held between
June 15 and June 27 to explain the new plans
in detail. The last two sessions were held last
week, with one in Atlanta on Monday attended
by some 70 affiliates and the windup in New
York on Wednesday with 31 present. Net-
work officials making the rounds of the meet-~
ings included Mr. Carpenter, President John
Poor and Sales Vice President Harry Trenner.

ABC Radio Reports Billings
Of $500,000 for Morning

BUSINESS representing approximately a $500,-
000 net billing in ABC radio’s morning schedule
was to be reported today (Monday) by the
network’s national sales manager, George
Comtois,

Topping the sales was a 52-week contract
signed by Admiral Corp., Chicago, for five
segments weekly on Breakfast Club starting at
various dates this month on behalf of the
manufacturer’s portable and standard tv sets

‘and refrigerators., Agency is Henri, Hurst &

McDonald, Chicago.

Other new business included Thomas J. Lip-
ton Inc. (Lipton soups), Hoboken, N. I,
through Young & Rubicam, New York, buying
15 segments of Breakfast Club, starting Oct. 2
on a schedule not vet firm; Magla Products
(silicone ironing board covers), Newark, N. J.,
taking eight segments of Breakfast Club, starting
Sept. 13 and through Edward Lieb Agency,
Newark; Slenderella International salons (slen-
derizing system), Stamford, Conn., through
management Assoc. of Connecticut, same city,
contracting for segments on Mondays, Wednes-
days and Fridays of When a Girl Marries for
26 weeks starting Aug. 6.

Renewals included Beatrice Foods Co. {Make-
A-Shake milk shakes), Chicago, via Mason
Warner Co., same city, for Monday and
Wednesday segments of Breakfast Club, start-
ing July 9; the Dromedary Co. (cakes and
mixes), division of National Biscuit Co., New
York, through Ted Bates & Co., New York, for
Tuesday, Wednesday and Thursday segments of
When a Girl Marries, effective July 17, and
General Foods Corp. (Calumet baking power),
White Plains, N, Y., through Young & Rubi-
cam, New York, for Tuesday segment weekly,
effective tomorrow (Tuesday).

NBC Radio Will Top Rivals
In Weekend Business—Ayres

NBC RADIO claimed last week that by this
month it will be doing a bigger dollar volume
of business on weekends than any other radio
network. Charles T. Ayres, vice president in

. News Flushes From

WHLS

FULL TIME NEWSMEN

are just 4 of the many
reasons why this commun=
itysminded seation is num-
ber one on everyone's dial
for news in « « .

PORT HURON, MICHIGAN

Fepempmind Nationally by Gill-Femp.
For Dwdrail ~— Michigan Sear Saleg
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charge of the network, said advertisers will be
spending 48% more dollars with NBC Radio on
weekends than with “the second” network.

Weekends on NBC Radio consist of the con-
tinuous Monitor service, which Mr. Ayres said
was 50% sold out in June and is 71% sold for
July and 78% for August. He also reported
that during its first year on the air, which ended
June 12, Monitor recorded more than $4 million
in billings and boosted NBC Radio's weekend
revenues by 278% over the preceding year.
These figures had been estimated earlier, but
unofficially, as $5 million in billings for the
12-month period representing a 300% increase
in weekend business [BeT, June 25].

Mr. Ayres also maintained that NBC Radio
now carries 64% more sponsored time on week-
nights than does “the second radic network.”

Levitt New General Manager
Of NBC Film, Merchandising

APPOINTMENT of Robert D. Levitt as general
manager of NBC-TV Films and the merchan-
dising {licensing) division, effective July 9, was
announced last week by Alan W. Livingston,
president of the Kagran Corp., an NBC sub-
sidiary. Kagran supervises the activities of
NBC-TV film sales, network licensing, film pro-
duction and NBC’s theatrical operation.

Mr. Levitt, who has been director of national
sales at Screen Gems, New York, since the be-
ginning of 1956, will headquarter in Kagran's
New York office and will report directly to Mr.
Livingston. From 1942 to 1946, Mr. Levitt was
a vice president and director of the Hearst Pub-

MR, LEVITT

MR. STANTON

lishing Co. and was publisher of the American
Weekly and Puck, the Comic Weekly. He was
director of Hearst promotion enterprises from
1947-51.

As general manager of NBC-TV Films, Mr.
Levitt will handle the duties currently adminis-
tered by Carl M. Stanton, vice president of
NBC-TV Films and a director of Kagran. Mr.
Livingston announced that Mr. Stanton will
leave the film unit and return to NBC as a vice
president and director of Kagran. The exact
nature of Mr. Stanton’s new duties has not been
determined, according to a network spokesman,

Deitch Joins CBS-TV Div.

GENE DEITCH, formerly creative supervisor
of Robert Lawrence Productions, New York,
has been appointed to the newly-created post of
creative supervisor of Terrytoons, a division of
CBS-TV Film Sales, it was announced last
week by William M. Weiss, general manager of
Terrytoons.

Mr. Deitch was with CBS from 1945-46 as
assistant art director in Hollywood. In 1946,
he joined United Productions of America in
Hollywood and' left in 1949 to join the Jam
Handy Organization (motion picture products)
in Detroit. Mr. Deitch rejoined UPA in 1951
to help organize a branch office in New York
and served the company for more than four
years as supervising director.
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GOVERNORS SEE NEW GEAR
FOR CONVENTION USAGE

NBC demonstrates electronic
equipment to be used in report-
ing Democratic, Republican
nominating sessions.

A REPRESENTATIVE group of state gover-
nors, their aides and a number of newsmen
were guests of NBC Tuesday at the first public
preview of the network’s new electronic gear
that will be used to cover the national political
conventions this summer. The briefing and
demonstration were held at the Shelbourne

governors’ conference was in session.

On hand for NBC were Davidson Taylor,
vice president in charge of public affairs; Wil-
liam R. McAndrew, director of news; Barry
Wood, director of special events; Chet Huntley,
newsman and one of the NBC-TV convention
anchor men; Richard Harkness, and various
other NBC News correspondents who will
cover the conventions.

Emphasis was placed on the portability and
mobility of equipment, in particular the RCA
“transceiver”—a tiny, two-way radic that is
the size of a lady’s formal handbag, and the
“creepie-peepie,” a portable tv camera.

A display of equipment used in radio-tv
coverage of the 1952 conventions with their

Hotel, Atlantic City, N. J., where the annual 1956 counterparts dramatized the evolution of
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PRESTO 'R’ series
PROFESSIONAL TAPE RECORDERS

roducer units is the Presto R-11. Three
full-track heads. Tape speeds 15 and 7' ips, with others on special
order. Reels sizes 10'2” or 7”. Exclusive capstan drive with
hysteresis motor. Torque-type reel motors. Solenoid-operated, self-
adjusting brakes. Variable fast-speed control. erecr for remote
control. Complementary A-901 amplifier has separate record and
playback channels, single 500-chm transformer input, 250-ohm
low-level mlxer, illuminated VU meter, and 500-ohm output with
=20 db maximum power.

The ultimate in recorder-re,

Mode! R-11 tape transport mechanism {chassis only) —.$ 775,00
Model R-11 in cafrying ¢ase. 827.00
Model SR-11 recording console (include R-11 mechonism, A-201 omplifier

and €C-2 studio console) 1250.00
Mode! SA-5 remote control switch 40.00

Write for complete information en the ‘R’ Series

83 o 55 =5 5555555555855 8555 585858585888 38384

PRESTO Long-Playing
Tape Reproducer FOR BACKGROUND MUSIC

8 hours continuous playback from 14” reels with dual-track opera-
tion at 3% ips. Fool-proof, trouble-free, economical. Complete
assembly includes PB-17A tape playback- mechanism, A-904 pre-
amplifier and CC-4 (horizontal) cabinet*.

Complete $996.00

*Cabinets for vertical mounting availoble
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PRESTO T-68H TURNTABLE UNIT

Professional performance combined with maximum simplicity of
operation, Beautifully machined 16" cast aluminum turntable for
super-smooth, rumble-free operation. Heavy-duty hysteresis syn-
chronous motor to meet all requirements in speed accuracy. Three-
idler drive system with interchangezble idler wheels minimizes
wear. Single-flick shift, operated in one plane, selects 33%, 45 or
78.26 r.p.m. speeds and shuts off motor.

Medel T-68H $147.00

Amarica’s Leading Manufacturer of Tape and Disc Recording Equipment

RECORDING
CORPORATION

PARAMUS, NEW JERSEY.
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Advertisement

STOVIN APPOINTMENT

Mr, W. D. (Bill) BYLES

Horace N. Stovin, President of Horace N.
Stovin & Company, Radio and Television
Station Representatives, announces the
appointment of Mr. W, D. {(Bill) BYLES
as Executive Vice President and Director.

Mr. Byles—who leaves Young and Rubi-
cam as supervisor of Radio and Televi-
sion—brings with him 25 years of experi-
ence in the business. He was formerly
Radio Director of Spitzer and Mills, and
prior to that with MacLaren Advertising
and Philp-Massey, in their radio depart-
ments. He is widely and favorably known
in Radio and Television cireles.

Horace N, Stovin & Company has been in
the Station Representation business
sinece 1940. Since then their list of
“proven’” stations has grown both in
number and size;and the appointment of
Mr. Byles as Executive Vice President
will be in the interest of their more
comprehensive representation, as well
as a more complete service to adver-
tisers; and is in line with the growing
economy of both Radio and Television
as Advertising Media.

Daily Visitors
in 534,000 Homes
in Western New

York State*

* Plus a bonus of 559,000 Canadian
Homes

-

WGR-TV

BUFFALOD

National Representatives

PETERS, GRIFFIN, WOODWARD, INC.
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electronic broadcast gear toward lightweight,
easier-to-handle devices. Included were a
portable camera power supply that is used in
place of the weighty power pack; the pistol
grip Airflex for 16 mm or 35 mm film and
the 16 mm Auricon sound camera, compared
to heavier film camera and associated equip-
ment; the portable scoop lights and portable
light carried with pack vs. bulky flood lights,
and lapel and wireless microphones, including
the BK-6A mike, as compared to hand micro-
phones and the old-type headsets used four
years ago.

Of interest to the observers was the 7%2-1b.
magnetic film amplifier which makes obsolete
the 130-1b. combination of sync¢ recorder and
34 mm magnetic tape recorder formerly used.

The “creepie-peepie” (camera and pack),
which elicited the most comment from the
audience, was seen by Mr. Wood as the “most
exciting” equipment yet devised for such an
event as the conventions. The camera weighs
10 Ibs., the pack 48 lbs. A receiving antenna,
operated separately, aids pickup. On display
was $35,000 worth of camera gear, booms and
cables which was needed for the 1952 conven-
tions. Also shown was a “cue receiver” that
resembles a hearing aid device,

Cellomatic projector equipment was demon-

strated. It will use new, fast film developed,

by Polaroid permitting a picture (film trans-
parency) to be projected only two minutes
after the photograph is snapped. The pro-
jector also handles such optical effects as dis-
solves, fades, cartoons, etc.

A special film was shown of progress to date
in setting up both the International Amphi-
theatre at Chicago and the Cow Palace in
San Francisco, where the respective Demo-
cratic and Republican conventions will be
held. Various camera and microphone posi-
tions were explained, as well as seating arrange-
ments.

Mr. Taylor noted that no sooner does one
convention year end than the networks start
plans improving coverage of the next one, four
years later. He said that ‘“‘concentrated work
to improve coverage” started as long as 18
months ago. Mr. Huntley disclosed that equip-
ment to be moved about 1,900 miles (from
Chicago to San Francisco with about 48 hours
to do the job) would be the equivalent to
outfitting three tv stations. Mr. McAndrew
spoke about the NBC News people assigned to
various tasks at the convention, summarizing
NBC’s purposes as objectivity in the presenta-
tion and ‘gavel-to-gavel” coverage.

ABC-TV Promotes Curran

ROBERT E. CURRAN, manager of the ABC-
TV Cooperative Program Dept., last week was
named assistant regional manager of ABC-TV’s
Station Relations Dept., reporting to Alfred R,
Beckman, director, whom he also will serve as
general administrative assistant. Mr. Curran
joined ABC in 1950, resigned for a four-year
duty in the U. S, Navy and returned to the
network in 1954, serving successively as sales
representative, tv cooperative program super-
visor and then manager of the co-op department.

CBS Radio Press Names Berk

APPOINTMENT of Howard Berk, formerly
publicity director of MCA Tv Film Syndication
Div., as trade news editor of CBS Radio Press
Information was announced last week by
George Crandall, director of the department.
Mr. Berk succeeds Harry Feeney, who recently
transferred to the CBS-TV press information.
department. Mr. Berk previously had served
in public relations capacities with the New York
Yankees baseball team and with David O. Alber
Assoc., New York.

More Video Recorders
Purchased by CBS-TV

CBS-TV has ordered a “substantial number” of
Ampex video tape recorders in addition to the
three prototypes scheduled for delivery in
August, William B. Lodge, network vice presi-
dent in charge of general engineering, said Tues-
day afternoon during a demonstration of the re-
coder at CBS Television City in Hollywood
for delegates to the 53d annual convention of
thge) Advertising Assn. of the West. (story, page
29).

Mr. Lodge declined to specify exactly how
many units are on order because of excessive
publicity already issued about the new technical
development, but he assured his audience the
number is considerable. He indicated that if
initial “shake-down” tests of the units are suc-
cessful, the recorder will replace film kinescopes
in Hollywood as early as October for West
Coast delayed playback of network shows. The
West will be four hours behind New York time
that month when the East continues on ex-
tended daylight savings time.

Mr. Lodge frankly admitted “we are not
certain of all the capabilities or limitations of
the recorder yet,” explaining a lot of study is
needed on practical application of the machine
in addition to its immediate prospect as an
economical substitute for firm kinescoping of
delayed telecasts. He said a single tape can be
used “fifty or a hundred times” for delayed
telecasting whereas the practice has been to
shoot a full hour of 35 mm film for each hour
of delayed program, play it back once, and then
discard the film.

Mr. Lodge told his advertising audience that
problems still must be ironed out on splicing
and editing the wide tv tape too, another factor
which indicates the recorder won’t immediately
obsolete all other tv production procedures as
feared in some quarters.

The recorder has no erase mechanism for the
video section of the tape because it would have
to be precisely syachronized with the high-
speed whirling recording heads. The tape must
be bulk-erased on another special device before
being re-used on the recorder, thus the producer
cannot immediately back up the tape and re-
record over a flub as can be done with a sound
recorder.

Mr. Meighan and other network executives,
including Mr. Lodge and Frank Samuels,
Pacific sales manager, were hosts to the dele-
gates on a CBS Television City tour and a cock-
tail party.

NETWORK PEQPLE

William M. Koblenzer, account executive on
ABC-TV's special project sales staff, which is
responsible for network’s Film Festivals, to
ABC-TV general sales staff in a similar ca-
pacity. Mr. Koblenzer is succeeded in his for-
mer post by John R. Porterfield, WABC-TV
New York account executive.

Ray Beindorf, account executive, KNXT (TV)
Hollywood, to CBS-TV Spot Sales, Chicago, in
similar position.

Edwi-n S. Reynolds, radio-tv director, Fletcher
D. Rxcpard Inc,, N. Y., to ABC Radio as account
executive.

WESTERN MICHIGAN'S
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Technical Employment
Status Good-Walker

_ASSUAGING fears of heavy technical un-
employment by virtue of remote control of
radio station transmitters, A. Prose Walker,
NARTB engineering manager, said last week
that in the three years since the FCC authorized
remote control operation of non-directional am
and fm stations using transmitters with powers
up to 10 kw, there has been no widespread
loss of employment.

“On the contrary,” Mr. Walker said, “it is
still increasingly difficult to obtain qualified
technical personnel . . .”

Mr. Walker, who addressed the summer
meeting of the Pacific Division of the Ameri-
can Institute of Electrical Engineers in San
Francisco, also stated that 98% of all remote
control stations are operating in conformance
with the FCC Standards of Good Engineering
Practice. He also reported on a 1954 survey
which showed that 53% of the stations reply-
ing reported no time loss through failure of

" remote control equipment.

Meanwhile, the FCC last week postponed
the deadline for filing comments on the pro-
posal to permit all am and fm stations to use
remote control—without regard to power or
directivity of antennas—from July 2 to Aug.
2. This was at the request of the National
Assn. of Broadcast Employees and Technicians
(NABET). The latest proposal on remote con-
trol was based on a petition by NARTB, filed
last spring.

A signed editorial by Clifford F. Rothery,
NABET international president, in the June
issue of NABET News, charged that the
NARTB petition “is in effect asking an agency
of the federal government for an indirect sub-
sidy.” It claimed NARTB's arguments [BeT,
Feb. 20] are “illogical.”

NABET spokesman in Chicago had no com-
ment on what specific comments the union
would offer in its brief. The competing Inter-
national Brotherhood of Electrical Workers is
collecting information on broadcast station
operations from its own locals to be used in its
comments [BeT, June 11, 4].

North Carolina Broadcasters
Hold Nags Head Meeting

RADIO and tv will be used on a sponsored
basis in future campaigns, North Carolina
Assn. of Broadcasters was informed Thursday

e

“All you have fo do is listen fo KRIZ
Phoenix and learn how to do it
yourself.”
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TRADE ASSNS.

TESTIMONIAL on behalf of the industry
was presented June 22 to C. E. Arney Jr.,
retiring NARTB secretary-treasurer, by
NARTB President Harold E. Fellows, who
presided at the luncheon. Mr. Arney was
given $2,500 cash gift, radio and tv sets
and other gifts on completion of 17 years.

by the N. C. Heart Assn. The broadcast group
had protested use of newspapers on a paid
basis while radio-tv were asked to donate time.

Meeting at Nags Head, NCAB sessions were
presided over by Allen Wannamaker, WBIG
Greensboro, president. Announcement was
made that Ford Motor Co. had bought 40
Tobacco Network and other stations for Tar
Heel Farm Hour, thrice weekly. The program
is produced by NCAB and the state university.
Jack Hankins, WELS Kinston, reported for the
agriculture committee.

David™ Weaver, extension director, N. C.
State College, said county agents had taken part
in 12,000 radio and 800 tv programs in 1955.

Other speakers included Richard P. Doherty,
management consultant; Thompson Greenwood,
secretary, N. C, Merchants Assn.; Harry Payne,
Blackburn-Hamilton Co.; Tony Vacarro, Asso-
ciated Press, and John B. Poor, MBS president.
Mr. Poor spoke at the Friday luncheon. At
a Friday breakfast he explained the new MBS
affiliate structure.

The resolutions committee went on record as
approving a proposal that FCC be asked to
make engineering licenses good for life and
passed a resolution supporting the NARTB
proposal that all radio stations be permitted to
operate transmitters by remote control. Com-
mittee members are Chairman Harold J. Essex,
WSIS Winston-Salem, J. Robert Covington,
WBT Charlotte, and E. Z. Jones, WBBB Burl-
ington.

NCAB will provide coverage of a special
session of the Legislature starting July 23, with
Fred Fletcher, WRAL Raleigh, in charge. Pro-
ceedings will be fed via fm off-the-air hookup.

A survey conducted by the NCAB sports
committee showed that 26 replying stations
took in $180,000 from sports programs.

Texas UP Organizes

ORGANIZATIONAL meeting of the United
Press Broadcasters Assn. of Texas was sched-
uled to be held in Austin yesterday (Sunday),
with William C. Payette, assistant general news
manager of UP, as guest speaker. At a pre-
liminary meeting in Dallas several weeks ago
a proposed constitution was drafted and was
to be voted on at the Austin meeting. Officers
of the planning group are Bill Stinson, WFAA-
TV Dallas, president; Larry Rasco, KRLD-TV
Dallas, vice president, and LaNeil Stapp, UP
Dallas, secretary-treasurer.

The ONI,Y way you can really

REACH...

all of this rich
Central Texas

It's the long reach that countsl
Get over 158,126 TY Homes*
with KTBC-TV and over
$782,517,000 E. B. 1.**
*May {, 1954

**Whole or Partial Coverags,
Sales Management, 1956

KTBC'S radio veice
REACHES 62 Central Texas
counties, . . but rates are

based on ONLY 20 counties
of Austin's Trade Areal

AUSTIN, TEXAS

Represented Nationzlly by

»

L Paul H. Raymer Co., inc.

il Sl A
Sam Molen, veteran KMBC-XKFRM [

Sports Director, keeps himself in top
broadcasting condition with three daily [
sportscasts plus several weekly sport #
shows and features. Personalized radio |
that sells as it serves!

m the New Sound of
KMBC-KFRM

The big news in Kansas City radio is the
New Sound on KMBC-KFRM! By com-
pletely overhauling old programming con-
cepts, KMBC-KFRM have introduced a new
type of radio service that’s tailored to
today’s audience demands. New variety,
new personalities, new formats, new impact
—they're all woven into every hour of every
broadcast day. This inspired local program-
ming, combined with the best from the
ABC Network, produces radio that sells
as it serves! Your Peters, Griffin, Wood-
ward, Inc. Colonel can tune you'in on the
New Selling Sound of KMBC-KFRM.

KMBC of Kansas City
KFRM foz the State of Kansas

Zﬁ} in.the Heart of America
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H. Dennison Parker Named
To Head Fla. Broadcasters

H. DENNISON PARKER, WTAN Clearwater,
was elected president of the Florida Assn. of
Broadcasters at the¢ June 21-23 meeting in
Clearwater. He succeeds Harold P. Danforth,
WDBO Orlando. Other officers elected were
James L. Howe, WIRA Fort Pierce, first vice
president; John H. Phipps, YTAL Tallahassee,
second vice president, and Charles Fernandez,
WKXY Sarasota, secretary-treasurer.

Elected to the FAB board were Larry Rol-
lins, WSIR Winter Haven; Mr. Danforth; M. A.
Reynolds, WFTW Fort Walton Beach; Lee
Ruwitch, WTVJ (TV) Miami; Tom Gilchrist,
WIHP Jacksonville; Frank Hazleton, WTNT
Tallahassee, and Myron A. Reck, WTRR San-
ford.

FCC Comr. Richard A, Mack, banquet
speaker, said the uhf problem was due mainly
to failure of manufacturers to provide enough
all-wave receivers., Robert L. Heald, NARTB
chief attorney, reviewed legal problems affect-
ing broadcasters. James W. Blackburn, Black-
! burn & Hamilton, station brokers, spoke on
methods of appraising station properties.

Mr. Howe was named head of a committee
to study relations of broadcasters with educa-
tional bodies in coverage of sports. Resolutions
were adopted calling for a study of music li-
censing and ratification of North American
Regional Broadcast Agreement. John Brown-
ing, WSPB Sarasota, was chairman of the reso-
lutions committee.

Rhode Island Assn. Re-Elects
H. William Koster President

H. WILLIAM KOSTER, WEAN and WPIB-
FM Providence, was re-elected president of
Rhode Island Broad-
casters Assn. at the
June 22 meeting
held in Providence.

Other officers re-
elected were Edward
Boghosian, WJAR -
TV Providence, vice
president, and Mil-
ton Mitler, WADK
Newport, secretary-
treasurer. The name
of the association
originally was Rhode
Island Radio & Tel-
evision Broadcasters
Assn. Mr. Koster is serving his third one-year
term as association president.

MR. KOSTER

|Ad Group Installs Officers

INSTALLATION of new officers and directors
of the Assn. of Advertising Men & Women
Inc., New York, was held Tuesday at the Bilt-
more Hotel, The officers are John J. Patafio,
Reporter of Direct Mail Advertising, president;
Stan Rubin, Elite Letter Co.,, New York, and
Robert Murphy, Bureau of Advertising, ANPA,
both vice presidents; William Graves, Grey
Adv., New York, treasurer; Vinnie Volpe,
Lithographers’ Journal, secretary; and Marianne
Heiden, Frederick Atkins Inc., New York, as-
sistant secretary. Elected to the board: Herbert
Ahrend, Ahrend Assoc., New York; Alan Ja-
cobson, free-lance writer; John Ryder, Local
Trademarks Inc., New York; Conrad Schafran,
Edwin Freed Inc., New York; and Charles
Piamond, Charles Diamond Studio, New York.
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BRIEFING on duties of new Florida Assn. of Broadcasters officers was given by Harold

P. Danforth (I}, WDBQC OCrlando, retiring president. New officers {| to r): Charles
Fernandez, WKXY Sarosota, secretory-treosurer; H. Dennison Parker, WTAN Clearwoter,
president, ond James L. Howe, WIRA Fort Pierce, first vice president.

SDX Accepting Nominations
For Fellows in Journalism

SIGMA DELTA CHI last week announced
opening of nominations for the election of
Fellows in Journalism, setting a deadline of
Nov. 1 for entries. Under SDX rules, not
more than three living journalists may be
selected.

A committee of past SDX presidepts will
review the nominations, presenting a maximum
of six candidates to the national convention of
the professional journalism fraternity at Louis-
ville, Nov. 28-Dec. 1. Alden Waite, president
of Southern California Associated Newspapers,
heads the committee.

Nominations are being accepted (in writing)
from individuals, chapters and fraternity mem-
bers at Sigma Delta Chi headquarters, 35 E.
Wacker Drive, Chicago 1, IlIl. Twenty-four
journalists have been honored in the past by
SDX with fellowships.

Monroe Elected to Head
La.-Miss. AP Broadcasters

BILL. MONROE, news editor, WDSU-AM-TV
New OQrleans, was elected president of the La.-
Miss. Associated Press Broadcasters Assn. at
the group’s meeting in Natchez, Miss., June
23-24, Granville Walters, general manager of
WAML Laurel, Miss., was elected vice presi-
dent.

Roundtable work sessions were held, dealing
with both wire and local news matters, and Don
Rowland, KSIG Crowley, La., took top honors
in a “cold reading” newscasters contest. Fifty-
two broadcasters and their wives attended the
sessions.

RAB Moves Into Boston
For 5-Day ‘Sales Blitz’

ANOTHER MOVE to hypo local radio sales
was taken last week as Radio Advertising Bu-
reau launched the first of a series of five-day
“sales blitzes” in the Boston area. The drive,
scheduled to blanket 22 U, S. cities, will at-
tempt to “talk radio” to local food manufac-
turers, grocery chains, retail stores, industrial
firms, utilities and banks [BeT, June 11].
For five consecutive days last week, RAB

vice president and general manager John F.
Hardesty, aided by RAB salesmen, Ted Max-
well, Jim Baker and John Curry, called on
Boston “prospective” advertisers on behalf of
stations WBZ, WEEI, WHDH, WNAC and
WVDA all RAB members. Results of the
push will be made known to station managers
concerned “some time this week.”

TRADE ASSOCIATION PEOPLE

Helen Murray Hall, manager of advertising and
promotion, NBC Western Div.,, Hollywood,
elected president of L. A. Advertising Women
Inc. Others elected: Betty Kizer, Trans World
Airlines, first vice president; Dee Davis, Miracle
Mile Assn., recording secretary; Dorothy Win-
ter, BBDO, corresponding secretary; Marion
Vilmure, Roy Rogers Enterprises, treasurer;
Mildred Carruth, KIEV Glendale, Calif,, as-
sistant treasurer. Board members: Jane Collins,
Hixon & Jorgensen Inc.; Fran Harris, Harris-
Tuchman Productions; Lucile Liets, Liets Ad-
vertising; Helen Pine, Times-Mirror Co.; Mar-
jorie Lenz, Charm magazine; Claire Hughes,
KWKW-AM-FM Pasadena, Calif.

A. N. Haas Jr., Bud Radio, Cleveland, elected
chairman and director of Assn. of Electronic
Parts & Equipment Mfrs. Kenneth Hathaway,
Ward Leonard Co., Chicago, elected treasurer;
Kenneth C. Prince, executive secretary, and
Helemn Staniland Quam, Quam-Nichols, vice
chairman.

Brand Plugging

BRAND NAMES FOUNDATION is dis-
tributing two tv spot commercials on the
value of brand advertising and brand
buying to tv stations in major market
areas. Time for the foundation’s adver-
tising is being contributed by the stations.
The tv spot campaign is similar to the in-
stitutional advertising on brand themes
used in printed media and on radio. The
announcements were created by Dancer-
Fitzgerald-Sample, New York, volunteer
agency this year for the foundation’s
consumer advertising.

BROADCASTING ® TELECASTING
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Snyder Adds Duties
In Ampex Expansion

BECAUSE of expanded production and sales
in video tape recorder field, Ampex Corp. has
expanded its sales staff, with Ross H. Snyder
named manager of video sales in addition to
his duties as sales manager for theatre stereo-
phonic and custom audio products, Ampex
President George Long announced Thursday.

Walter Goldsmith is in charge of video cus-
tomer relations while Charles P. Ginzberg,
project engineer for development of the video
tape recorder, has been named chief video
‘engineer. Senior video project engineer is
Charles E. Anderson. Ampex is increasing its
engineering staff by 150% and adding 50,000
sq. ft. of production facility at its Redwood City,
Calif., plant to handle the tv recorder.

Before the Ampex tv tape recorder demon-
stration Tuesday at CBS Television City, Holly-
wood, for the Advertising Assn. of The West
(story, page 29), Ampex officials met with
executives of XTTV (TV) and KHJ-TV Los
Angeles and KRON-TV San Francisco to ex-
plore potential of recorder in addition to
immediate function of delayed telecasting,

Since the NARTB convention last April,
Ampex has not been soliciting new orders be-
cause of production backlog yet to handle. Some
70 units were ordered by 35 stations while CBS-
TV bought the first three prototypes and since
has ordered two more, to be delivered this fall.
After three units go to NBC-TV, CBS-TV also
has ordered seven production units for total of
12 machines and is understood to have planned
progressive acquisition of additional units later.

Ampex Plans Free Service
At Both National Conventions

AMPEX Corp., Redwood City, Calif., has an-
nounced plans to furnish materials and record-
ing services free to accredited broadcast repre-
sentatives covering the Democratic and Repub-
lican nominating conventions in August. Am-
pex will install complete recording studios,
equipped with Ampex Model 350 console re-
corders and Model 600 lightweight portable
recorders at hotel headquarters and convention
site for both conventions.

The Ampex studios in Chicago for the Dem-
ocrats, who convene Aug. 13, will be located on
the second floor of the north wing of the Inter-
national Ampitheater and the Conrad Hilton
Hotel. For the Republican convention, begin-
ning in San Francisco Aug. 20, Ampex will
occupy studios in the North Barn at the Cow
Palace and the Fairmont Hotel. The studios
will be open several days in advance of the
conventions so that newsmen may cover the
arrival of their home state delegations.

Microphones for the studios will be furnished
by Altec-Lansing Corp., and recording tape will
be supplied by Minnesota Mining & Manufac-
turing Co. Ampex will provide all necessary
supplies for addressing and mailing of recorded
tapes to radio stations throughout the country.

.CLIP THE CLIPPER"

Like many other BIG NAME firms, yov, foo,
can clip monthly Clippér art for smkmg, origi-
nal layouts that can be produced in a jiffy.
Free sample. Yours to use. Address. .

MULTI-AD SERVICES, IN'I:.
Box 806-0 Peoria, Hllinois

BROADCASTING ® TELECASTING

MANUFACTURING

$22 Billion in Electronics
By 1965, Sylvania Men Aver

AN ANNUAL $22 billion or more electronics
business by 1965 was seen last week by several
key executives of Sylvania Electric Products
Inc., who met with the firm’s radio-tv distribu-
tors at a three-day conference in Buffalo on
the forthcoming sales picture.

Not only will the industry set a new record
of over $11.5 billion this year, said Sylvania’s
chairman and president, Don G. Mitchell, but
tv set production will surpass the 7.5 million
mark by the end of this year. Color set pro-
duction, Mr. Mitchell predicted, will reach
275,000 units this year, of which 200,000 will
ultimately reach the consumer; by the end of
1957, he added, color set production will climb
to 900,000, with black-and-white set produc-
tion dropping to 6.7 million units.

“Color television,” Mr. Mitchell declared,
“is definitely on the way . . . However, it
will be some time before color sets will be
marketed in relatively large quantities and it
will be four or five years before color sales
catch up to black-and-white.”

Mr. Mitchell and his vice president in charge
of operations, Marion E. Pettegrew, under-
scored that point when they introduced Syl-
vania’s second and third color set model to
date, the “Granada™ and “Saratoga,” retailing
at $595 and $695, respectively. Sylvania's
first color set, introduced last year, retails
at $850.

WHYY-TV Buys Equipment

WHYY-TV, Philadelphia ch. 35 educational
outlet, has ordered a $300,000 12% kw trans-
mitter and related studio equipment from RCA,
Richard Burdick, the station’s managing direc-
tor, announced last week. Studio equipment
will include three image orthicon cameras, one
vidicon camera for slides and 16 mm films and
kinescope recording equipment. WHYY-TV has
not as yet announced a target date.

Three Qutlets Order From GE

GENERAL ELECTRIC Co. reported last week
it had shipped a 10 kw transmitter to KLAS-TV
Las Vegas, Nev. (ch. 8) and a six-bay antenna
to WMBR-TV Jacksonville, Fla. (ch. 4). GE
also has an order from WCYB-TV Bristol, Va.
(ch. 5) for August delivery of a 30 kw trans-
mitter and three-bay batwing antenna.

DuMont Ships to WDBJ-TVY

A 50 kw transmitter, with associated equipment,
was shipped last week by Allen B. DuMont
Labs to WDBJ-TV Roanoke, Va. (ch. 7), as a
replacement for the station’s 5 kw transmitter.
The station reports that the power increase will
boost its effective radiated power from 27.78
kw to 316 kw.

MANUFACTURING SHORTS

Crescent Indusiries Inc., Chicago, to introduce
new line of high fidelity phonographs, tape re-
corders and record-changers at 1956 Music
Trades Industry Show in New York July 23-26.

Philco Corp. Government & Industrial Div.,
Phila., reports Telesistema Mexicano S. A.
XEW-TV, XEQ-TV, XHTV [TV], XEX-TV,
XHGC-TV Mexico City and XHNL-TV Mon-
terrey) purchase of 1-kw vhf transmitter.
Transmitter and associated studio equipment
to be installed at network’s plant, Guadalajara,
Mexico's second largest city.

Sylvania Electric Products Inc., N, Y, reports
installation of 1,050 special combination radio-
tv sets at Toronto (Canada) Royal York Hotel,
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MANUFACTURING

replacing two-channel radio unit system in-
stalled in 1929. Firm also announced 500 tv
sets being installed in Buffalo, N. Y., Statler
Hotel.

Affton Industries, St. Louis, is introducing a
long-playing recording tape, said to have base
with greater tensile strength than normal tape
bases.

RCA, Camden, N. I., has reported shipment of
25-kw transmitter to KIDO-TV Boise.

Electro-Voice Inc., Buchanan, Mich., announces
new Model 649 miniature lavalier dynamic
microphone for tv. Unit measures 2 11/16
X % in. and weighs 1.3 ou., is omnidirectional
and can be held in hand or used on stand as
well as around petformer’s neck, Frequency
response is 70-13,000 cps. List price is $115.

General Electric Co., Syracuse, N. Y., has an-
nounced price reductions ranging up to 27%
on ten new transistors used in portable and
table model radios and high fidelity audio sys-
tems. Lowered prices eventually could be re-
flected in price reductions of as much as 20%
on transistorized portable radios in 1957 mod-
els, G-E says.

Turner Co., Cedar Rapids, Iowa, announces new -

dynamic microphone, model 124, usable on
stand or as hand unit. Low-cost instrument is
available with 12-ft. removable cable, single-
conductor shielded on high impedance models
and two-conductor shielded on low impedance
models. List price is $49 and shockmount stand

is $8.
MANUFACTURING PEOPLE

Dr. Carlo L. Calosi, founder and manager of
Raytheon Mfg. Co.’s research department, Chi-
cago, recently on leave of absence to serve
Finmecanica, Raytheon’s Italian manufacturing
licensee, has rejoined company in U. S. as vice
president and consultant in microwave and
power tube operations.

Ira Y. Kaar, engineering department manager,
General Electric Co. electronic division, to Hoff-
man Electronics Corp., L. A., as vice president
and engineering director.

William L. Unger, administrative assistant chief
engineer, Packard-Bell Co. (tv, radio sets, hi-fi
equipment), L. A., named assistant to vice presi-
dent of technical products division. Kenmeth
L. Jones, formerly engineering manager of Syl-
vania Electric Products Microwave Tube Lab-
oratory, to Packard-Bell as assistant chief
engineer for technical products division.

Donald J. Hughes, advertising and sales promo-
tion supervisor for electronic products, Sylvania
Electric Products Inc., N. Y., appointed adver-
tising manager of electronic products sales
department.

Richard A. Wilson (Rear Admiral, Ret., U.S.N.)
to Magnavox Co., Fort Wayne, Ind., as coor-
dinator of plans and programs.

Frank R. Buchanan, administrator of product
planning control and special analysis, RCA, to
controller of RCA semiconductor division,
Harrison, N, J.

rig. Gen. David Sarnoff, RCA board chairman,
named honorary chairman, The American Mu-
seum of Immigration’s Greater New York
Committee. Campaign called “Operation
Unity,” intends to raise $5 million to set up
museum and to provide special endowment
fund for educational program, Museum will be-
come part of Statue of Liberty National Monu-

ent and will be administered by Dept. of

terior's National Park Service.
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AWARDS

ANNUAL AWARDS BY AAW
ARE MADE AT CONVENTION

Radio jingle prepared for
Southern Pacific Railroad and
tv spot created for Chevrolet
by Five-Star Productions are
winners of top honors.

NEWEST radio jingle prepared for the South-
ern Pacific Railroad by Song Ad Film-Radio
Productions, Hollywood, tock top awards in
the craft competitions of the Advertising Assn.
of the West 53d annual convention last week
as a tv spot created for Chevrolet by Five-Star
Productions, Hollywood, won first honors in
that medium.

Foote, Cone & Belding’s San Francisco
office, which is testing the Southern Pacific
spot on stations in both that city and Los An-
geles, reported the radio campaign “very suc-
cessful” and pointed out that the jingle and its
train-thythm style permit it to be fully inte-
grated by disc jockeys within their programs
as though it were a hit tune itself. Song Ads
President Robert Sande wrote and sang the
jingle, backed by four vocalists and instru-
mental group directed by Vice President Larry
Greene.

Agency placing the winning Chevrolet tv
commercial in western markets is Campbell-
Ewald Co., Detroit.

Full list of radio and tv awards follows:

RADIO ADVERTISING AWARDS

Perpetual Trophy—Donated by Vancouver
Advertising & Sales Bureau, Vancouver, B. C.,
for best over-all job in all classifications, won
by Southern Pacific Company, San Francisco;
spot announcement in city of 100,000 or more
population; agency, Foote, Cone & Belding, San
Francisco; producer, Song Ad Film-Radio Pro-
ductions, Hollywood.

COMMERCIAL PROGRAMS

(A) Prepared and used primarily in cities of
100,000 or over, or networks, won by Sturdy
Dog Food Company, Burbank, Calif.; program,
Sturdy Dog Food Newscast; station, KBIG
Avalon, Calif.; agency, Mogge-Privett Inc., Los
Angeles.

Honorable Mention: Associated Products
Corp., Puente, Calif.; program, Sakrete Ready-
mix Cement; station, KBIG Avalon, Calif.;
agency, Glenn Advertising Agency, Los An-
geles.

(B} Prepared and used in cities of less than
100,000, won by Johnson Peatiac Co., Colo-~
rado Springs; program, Sabena Lounge; station,
KRDO Colorado Springs; producer, KRDO Ra-
dio Copy Dept.

COMMERCIAL SPOT ANNOUNCEMENTS

(A) Prepared and used primarily in cities of
100,000 or over, or on nets, won by Southern
Pacific Co., San Francisco; agency, Foote, Cone
& Belding, San Francisco; producer, Song Ad
Film-Radio Productions, Hollywood.

Special Honorable Mention: Delsom Estates,
Devon Gardens, New Westminister, B. C.; sta-
tion, CKNW New Westminster, B. C,

Honorable Mention: L. F. D. Chevrolet
Dealers; station, KMPC Hollywood; agency,
Eisaman & Johns, Los Angeles, also Eastside
Old Tap Lager beer, Los Angeles; agency, J.
Walter Thompson Co., Los Angeles; producer,
Song Ad Film-Radio Productions, Hollywood.

Special Award for Successful Handling of a
Difficult Sales Problem, won by Continental

Air Lines, Denver; agency, Galen E. Broyles
Co., Denver; station, KOA and 17 others,

Special Award for Effective Continuity Bstab-
lishing Theme, won by Bergermeister beer,
Hollywood; agency, Batten, Barton, Durstine
& Osborn, Hollywood; producer, Song Ad
Film-Radio Productions, Hollywood.

(B) Prepared and used primarily in cities of
less than 100,000, won by Frontier Airlines,
Denver; agency, Rippey, Henderson, Kostka &
Co., Denver.

Honorable Mention: Littletown, Tucson,
Ariz.; station, KOPA-AM Tucson; producers,
Don Phillips, Ed Tucker, KOPO-AM Tucson.

TELEVISION COMMERCIAL AWARDS

SWEEPSTAKES AWARD, donated by Hol-
lywood Advertising Club for best over-all entry
selected from the winners of all classifications,
won by Chevrolet Motor Co., Flint, Mich.;
agency, Campbell-Ewald Co., Detroit; pro-
ducer, Five-Star Productions, Hollywood.

CLASSIFICATION 1, local advertisers, film
commercials (one minute or less), won by
Broadway Merchants, Salt Lake City, Utah;
agency, none; producer, Dan Rainger, Salt
Lake City.

CLASSIFICATION 2, regional advertisers,
film commercials (one minute or less), won by
Rheingold Brewing Co., Los Angeles; agency,
Foote, Cone & Belding, Los Angeles; producer,
UPA Pictures Inc., Burbank, Calif.

Honorable Mention (No preferential rating):
Bowman Biscuit Co., Denver, Colo.; agency,
Ball & Davidson, Denver, Colo.; producer,
Alexander Film Co., Colorado Springs, Colo.;
W. P. Fuller Co., San Francisco; agency,
Young & Rubicam, San Francisco; producer,
Academy Productions, Los Angeles, and Bank
of America, San Francisco; agency, Charles P.
Johnson Co., San Francisco; producer, Story-
board Inc., Hollywood.

CLASSIFICATION 3, national advertisers,
film commercials (cne minute or less), won by
Chevrolet Motor Co., Flint, Mich.; agency,
Campbell-Ewald Co., Detroit; producer, Five-
Star Productions, Hollywood.

Honorable Mention: Hills Bros. Coffee Inc.,
San Francisco; agency, N. W. Ayer & Son Inc.,
San Francisco; producer, Johnson and Siday,
New York.

CLASSIFICATION 4, general, live or kine,
any length, won by Utah Copper Div., Kenne-
cott Copper Corp., Salt Lake City; agency,
Adamson, Buchman & Associates, Salt Lake

Promotion Managers Contest
Won by KARD-TY’s Leon Bert

LEON BERT, promotion manager of KARD-
TV Wichita, Kan., has been named first place
winner of the eight-state, 22-station Skelly Oil
Co. promotion man-
agers contest.

The contest was
to select the most
outstanding promo-
tion and merchan-
dising support of-
fered Skelly Oil's
weekly Waterfront
television program,
for the period of
April 29 to May 31.

Runners-up were
WDSM-TV, Duluth,
Minn.; WKOW-TV,
Madison, Wis., and
WMT-TV, Cedar Rapids, Iowa.

Meanwhile, Skelly reported that retail sales
had jumped 103% in the greater Wichita area.

MR. BERT
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City; producer, Nathan Berlin-Charles Sweeney,
Salt Lake City.

Honorable Mention: Pacific Telephone &
Telegraph Co., San Francisco; agency, Batten,
Barton, Durstine & Osborn, San Francisco;
producer, Volcano Productions, Hollywood,
and Jet Glas Water Heater, Los Angeles; agen-
cy, Hixson & Jorgensen, Los Angeles; producer,
Song Ad Film-Radio Productions, Hollywood.

SPECIAL AWARD, low budget, won by
Oven Magic, San Jose, Calif,; agency, Long
Advertising Inc., San Jose; producer, Motion
Picture Service, San Francisco.

Ed Graham Wins Ad Award

ED GRAHAM, 27, formerly a copywriter at
Young & Rubicam, New York, last week was
named the “Outstanding Young Advertising

Man of 1956" by the Assn. of Advertising Men |

and Women. Mr. Graham was honored by the
organization at a meeting in New York for his
creative work in formulating the Piel’s beer ad-
vertising campaign centered around the mythi-
cal Piel brothers, Bert and Harry. Mr. Graham
recently left Y & R to form his own tv com-
mercial company—Goulding, Elliott, Graham
Inc.—in partnership with Ray Goulding and
Bob Elliott (the voices of Bert and Harry).
A special citation for “Outstanding Achieve-
ment in Advertising” was presented to Louis
G. Cowan, CBS vice president, for creating
CBS-TV 364,000 Question.

AWARD SHORTS

KCMO Kansas City, Mo., received certificate
of merit from Art Directors Club of Kansas
City for best newspaper ad in annual competi-
tion. Entry was prepared by Potis-Woodbury,
station’s agency.

KMOX St. Louis cited in certificate of apprecia-
tion by St. Louis Red Cross Blood Program for
station’s series on national blood program.

Larrabee Assoc., Washington, won Advertising
& Human Welfare Award from local Com-
munity Chest Federation. Award, given for ad-
vertising that resulted in successful campaign,
represents first citation of its kind given by
Washington Chest.

Mike Schaffer, promotion director, WDBI-TV
Roanoke, Va., received certificate of apprecia-
tion and title of honorary naval recruiter for
work promoting Navy Log, CBS-TV show car-
ried by WDBI-TV.

Jim Dooley, m.c., Lef’s Go Fishing on WTVJ
(TV) Miami, Fla., given Lions Club Achieve-
ment Award by Key Biscayne Lions Club for
contributing to benefit Dade County youth.

KHOL-TV Holdrege, and KGFW Kearney,
both Neb., presented with commendation
awards by Neb. National Guard. Awards given
in conjunction with National Guard Exposition
Days in Kearney.

L. E. Caster, president of WREX-TV Rockford,
1L, cited by loca! Commission on Human Rela-
tions for helping public education through tele-
vision, contributions to social causes and group
hospitalization plans in his business enterprises.

Broadcast Music Inc., N. Y., cited by American
Legion for “Fourth of July and Our Chiidren”
programming service, which BMI is currently
mailing to radio-tv station subscribers. Manual
contains information regarding safety hazards
involved in firecrackers and suggestions for
promoting Independence Day.

Olmsted Sound Studios, N.Y., was presented
award for “outstanding and imaginative decor
in American industry” by Fashion Council of
Upholstery Trade Schools, making second sue-
cessive year that Olmsted has been honored by
council.
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CBC'’s Board of Governors
Refuses New Station Bids

THE board of governors of the Canadian Broad-
casting Corp., meeting June 22 at Ottawa, re-
fused all new applicants for am and tv stations.
Approvals were given only for share transfers,
changes of corporate name and expansion of
CFRG Gravelbourg, Sask., to nighttime opera-
tion with 250 watts on 1230 kc.

New radio stations at Calgary, Winnipeg, Bur-
lington (Ont.), Welland (Ont.) and Toronto,
were denied, primarily because the board felt
there were already enough stations in the areas
giving service. The Toronto request was for an
fm station, which had been turned down last
year and which would have been used to some
extent for storecasting service.

Applicants for tv stations at Yorkton, Sask.,
l and Rouyn, Que., were turned down, the first
because financial basis of applicants was held
not satisfactory, and the second was turned
down for further study in view of petitions
from the area that CBC open a station there,

Power increase for CKOT Tillsonburg, from
250 watts on 1510 kc to 1 kw on 1510 ke was
deferred for further study.

Canadian Radio-Tv System
Backed by Station Manager

PRESENT SET-UP of Canadian radio and
television, with government-owned and private
stations, is the only workable system for Can-
ada, according to Finlay H. MacDonald, man-
| ager of CICH Halifax, N. 8., and a former

president of the Canadian Assn. of Radio &
[ Television Broadcasters. Mr. MacDonald aired
this view before the Royal Commission on
Broadcasting at Halifax in mid-June, pointing
out that in his opinion a private television net-
| work is not feasible at present.

If second tv stations are to be licensed to
private owners in cities now having one station,
these second stations should also form part of
a second tv network controlled by the Canadian
Broadcasting Corp. Mr. MacDonald felt that
demand for an independent regulatory body
could be met by having two members of the
CBC board of governors, in addition to the
chairman, placed on full-time salaries. He crit-
| icized CBC for its administrative structure
which he said deprived staff of imitiative, and
for what he termed its pre-occupation with tv
to the neglect of its radio responsibilities.

CFCL-TV Timmins on Air

CFCL-TV Timmins, Ont., began telecasting to
northern Ontario’s gold mining region on June
30, on ch. 6. The station, which is program-
ming 75% in English and 25% in French, :s
affiliated with CFCL, a French-language radio
station at Timmins. Owner is Conrad Lavigne.
Rene Barrett, general manager of CFCL-TV,
plans at least ome hour local live program
nightly. Omer Renaud & Co., Toronto, repre-
sents the station in Canada, Joseph H. McGill-
vra in the United States.

|
|

Canadian Tv Set Sales Drop

SALES of television sets declined 14% in the
first four months of this year, according to
figures released by the Radio-Electronics-Tele-
vision Manufacturers Assn. of Canada, Toronto,
Ont. Sales of sets to dealers in the January-
April period totaled 168,635 valued at $50,-
478,605, compared to 197,183 sets at $60,754,-
034 in the January-April 1955 period.
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Buss Heads Canadian Group

BOB BUSS, manager of CHAT Medicine Hat,
Alta., has been elected president of the Western
Assn. of Broadcasters, succeeding Vern Dallin
of CFQC-AM-TV Saskatoon, Sask. WAB di-
rectors elected were Gil Seabrook, CJIB Ver-
non, B. C.; Norm Botterill, CJOC and CJLH-
TV Lethbridge, Alta.; Vern Dallin; Jack Blick,
CIJOB Winnipeg, Man., and Chuck Rudd,
CHUB Nanaimo, B. C.

INTERNATIONAL PEOPLE

Lorrie Potts has purchased Toronto office of
James L. Alexander Co., station representative
firm, where he has been manager for some time.
Company name is to be changed to Lorrie Potts
& Co. Montreal office of Alexander Co. con-
tinues to be managed by Jim Sheridan.

W. H. Clerk, supervisor of commercial radio
and television at Canadian Broadcasting Corp.,
Toronto, Ont., to supervisor of radio and tv
at Young & Rubicam Ltd., Toronto, succeeding
Bill Byles, resigned to join H. N. Stovin & Co.,
station representative firm at Toronto, as execu-
tive vice president.

Dick Sheppard, film sales manager of S. W.
Caldwell Ltd., Toronto, film distributors, to su-
pervisor of tv production at McKim Adv. Ltd.,
Toronto, Ont.

- Keith Chase, tv director of McKim Adv. Ltd.,
Montreal, and prior to that sales manager of
CFPL London, Ont., to sales and promotion
manager of CKCW-TV Moncton, N. B.

Ross Hamilton to sales manager of CKNX-TV
Wingham, Ont., succeeding Vin Dittmer, re-
signed after more than decade with CKNX-
AM-TV,

Gilles Morin to sales representative, Montreal
office of Jos. A, Hardy & Co. Ltd., station rep-
resentative.

Donald Ferguson, formerly sales representative
of All Canada Radio-Television Ltd., Toronto,
Ont., to radio-tv timebuyer of Harold F. Stan-
field Ltd., Toronto.

Earl Conner, chief engineer of CFAC Calgary,
Alta., elected chairman of engineering section,
"Western Assn. of Broadcasters at annual meet-
ing in Vancouver. He succeeds Bill Forst of
CKOM Saskatoon, Sask.

INTERNATIONAL SHORTS

CKSL London, Ont., has started operation with
5 kw on 1290 kc. J. Lyman Potts, formerly of
CKOC Hamilton, Ont., is manager, John C.
Morris sales manager and Francis R. Kirton
program manager. Station is represented in
Canada by National Broadcast Sales and Hor-
ace N. Stovin & Co., and in U.S. by Cana-
dian Station Representatives Inc.

CKSW Swift Cnrrent, Sask., now on air with
250 w on 1400 kc. D. W. Scott is general man-
ager, Wilf Gilbey station manager and Alec
Maxwell commercial manager. Station is rep-
resented in Canada by Radio Representatives
Ltd., Toronto, Ont.

Standard Brands Ltd., Montreal, Que., and
Frigidaire Products of Canada Ltd., Toronto,
Ont., jointly begin on July 4 sponsorship of new
summer half-hour variety show The Barris Beat,
with Alex Barris, Toronto Globe & Mail thea-
tre critic, as master of ceremonies. Program is
being aired on CBC tv network, Wed. 9-9:30
p.m. Agencies are J. Walter Thompson Co.,
Montreal (Standard Brands), and Baker Adv.
Agency, Toronto (Frigidaire).

Page 82 o July 2, 1956

Fund Spends $500,000
In Media Over 3 Years

OF THE $5.4 million spent the past three years
by the Fund for the Republic, more than
$500,000 has gone into projects bearing directly
on radio, tv or both. In addition, there is more
than $85,000 granted but not yet spent on
projects which may bear directly on the broad-
cast media.

These figures, contained in a three-year re-
port summarizing the fund's activities, were
released June 22 in New York. A breakdown
includes $127,482 for blacklisting study in
movies and radio-tv; $195,221 for general work
in radio-tv, encompassing attempted placement
on programs on air; $20,000 for experimental
tv films (aired by KRON-TV San Francisco);
$5,000 for American Friends Service Commit-
tee’s radio tape program (aired on rural radio
outlets and school systems); $4,211 for reecord-

- ings of Senate Judiciary Subcommittee hear-

ings on constitutional rights (aired on various
radio stations); $46,541 for tv series to feature
Herbert L. Block, cartoonist for Washington
Post & Times Herald, which failed to materi-
alize; $65,383 for experimental expamsion of
newsfilm and radio recording, started in Cali-
fornia last September; $59,799 for tv script
competition (written off by fund); $17,937 (not
including sums for actual awards) to Robert E.
Sherwood tv awards, and others. The organiza-
tion now has $10.5 million in reserve.

In general, the projects authorized bore on
such subjects as civil liberties, constitutional
rights, education, freedom and justice. Com-
menting on its extensive, near $200,000 project
of exploring and developing ways to place
programs on air “that might otherwise not be
shown,” the fund noted that pilot film of half-
hour series entitled “Challenge,” based on
loyalty oaths, was made and though “widely
praised” by people in “industry, advertising and
television . . . the sale effort was a failure.”
Fund now is distributing prints on non-com-
mercial basis.

Other series being prepared under this proj-
ect include “Integration in St. Louis” and “A
Date With Liberty.” A number of pilots of A!?
Capp, filmed series starring cartoonist in com-
mentaries on current events, were “reluctantly”
abandoned because producer and fund could
not agree on acceptable format.

The organization also wrote off its original,
near $60,000 tv script competition, saying it
“must be regarded as failure.” In competi-
tion on historical role of civil liberties in
America, 19 prizes were given for hour-long
dramas and half-hour documentaries with plan
to have some scripts produced on commercial
tv. Concluded fund: “Despite efforts by the
fund and the authors’ agents, the attempt was
unsuccessful.”

Closed-Circuit Ty System
Planned for Md. Schools

TELEVISION will become an important part
of the curriculums at two high schools and six
elementary schools of Washington County, Md.,
under a program opening in September. By
1958 all 47 schools in the county system will be
equipped for closed circuit tv instruction.
Plans for the educational project were an-
pounced Tuesday by William M. Brish, county
superintendent. Over 6,000 pupils in the eight
schools will receive daily instruction by tv.
Member manufacturers of Radio-Electronics-Ty
Mifrs. Assn. are donating equipment. Fund for
the Advancement of Education, a Ford Founda-
tion project, is financing the training of per-
sonnel and supervising the program. Also par-

ticipating are U. S. Office of Education, Na-
tional Education Assn. and Joint Council on
Educational Television.

Two main objects of the test, Mr. Brish said,
are to discover ways of using closed-circuit tv
to improve public education and to test ways
of meeting the teacher shortage in the face of
increasing enrollment and lack of facilities.

First tv instruction will be offered at the high
scheool level in 9th grade science, 10th grade
mathematics, 10th grade U, S, history and 12th

_grade English. Elementary work will include

6th grade science, S5th grade arithmetic, 4th
grade social studies, and reading and number
readiness in the first three grades. During the
first term no pupil will receive tv instruction in
more than one course.

A summer workshop will be held in Hagers-
town July 9-Aug. 17, with 40 teachers partici-
pating.

High School Students Get
College Credit on KQED (TV)

OUTSTANDING high school students in the
San Francisco area will be able to earn three
hours of college credit this fall via a television
experiment being conducted by San Francisco
State College and educational KQED (TV)
there.

Between 150 and 200 students will take a
psychology course, which is to be financed by
a $125,177 grant from the Fund for Advance-
ment of Education. Two weekly 45-minute
tv lectures will be supplemented by a two-hour
campus discussion every other week. Philco
Corp. is participating by making tv sets avail-
able to each of the high schools.

The college will present four other regular
undergraduate courses on KQED this fall.

Radio-Tv Institute Begins

SIXTH annua! Barnard College-NBC Sum-
mer Institute of Radio & Tv opened last week
at the NBC studios in New York for six weeks
of classes devoted to various phases of radio
and television. The institute is designed to
introduce beginners to radio and tv for applica-
tion in the community, in education and in the
commercial field. NBC reported a registration
of 56 students.

EDUCATION PEOPLE

Norris E. Grover, chief engineer, WKAR East
Lansing, Mich.,, non-commercial station of
Mich. State U., retired after 28 years.

James E., Lynch, instructor in radio-tv, State
U. of Iowa, Jowa City, to Indiana U., Bloom-
ington, as assistant professor of radio and tele-
vision and program supervisor.

EDUCATION SHORTS
WFAA Dallas, Tex., cooperating with South-
ern Methodist U., Dallas, for second year
in presentation of summer workshop course at -
station’s studios. Station staffers aid in direct-
ing classes.

Allen B. DuMont Labs, Clifton, N.J., has in-
stituted tuition aid plan for salaried employes
who take engineering or science courses at col-
lege level. Under plan, employe who receives
grade “A” or equivalent is refunded 100% of
the tuition by the company; grade “B" 75%
and grade “C,” 50%.

Raytheon Mfg. Co., Waltham, Mass., has in-
stituted new engineering development program
to encourage employes to attend evening col-
lege classes and obtain scientific training. Quali-
fied employes will be granted tuition and other
fees and stipend for books and study at ac-
credited colleges and universities with evening
divisions, such as Boston U. and Northeastern U,

BROADCASTING -® TELECASTING
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A monthly situation report on
present and planned tv stations
and television network shows

JULY 1956

Total U. S. Stations on Air: 474
{Commercial: 454; Educational: 20)

Total Cities With Tv Stations: 301

Total Tv Homes: 35,000,000
(U. 8. Census Bureau, February 1956)

HOW TO READ THIS LISTING

Each station or grantee is listed in the
city where licensed.

Triangle (»): station on air with reg-
ular programming. Date of grant is
shown for permittees, followed by
planned starting date when known.

Channel number is in parentheses, fol-
lowed by national network affiliations
and sales representatives, estimated sets
in coverage area and station’s highest
one-time hourly rate.

Set figures are provided by stations.
Queries on set figures should be directed
to stations.

Asterisk (*): non-commercial outlet.

Dagger (1): not interconnected.

Data on station color equipment: N,
equipped for network color; LS, local
color slides; LF, local color film; LL,
local live color.

ALABAMA
ANDALUSIAT—
WAIQ (*2) 3/9/55-July
BIRMINGHAM—

» WABT (13) NBC, ABC; Blair; 366,400; N; $800
» WBIQ (*1})

» WBRC-TV (8) CBS; Katz; 366,400; N; $800
WJILN-TV (48) 12/106/52-Unknown’

DECATURT—

> WMSL-TV (23) CBS, NBC; McGillvra; 31,800;
$1

DOTHAN—

= WTVY (9) CBS; ABC; Young; 37,200; N; $150
MOBILE—

» WALA-TV (10) NBC, ABC; Headley-Reed;
192,000; N; ?4 0

> WKRG-TV' (3) CBS; Avery-Knodel; 187000

MONTGOMERY—

» WCOV-TV (20) CBS, ABC; Raymer; 78,600; N;

200
DWSSF‘A-TV (12) NBC; Katz; 129,000; N; $450
MUNFORDT—
» WTIQ (*7)
SELMAT—
WSLA (8) 2/52/54-Unknown

ARIZONA
FLAGSTAFF—
Flagstaff Telecasting Co. (9) §/29/56-Unknown
MESA (PHOENIX)—
» KVAR (12) NBC; Raymer; 148,880; N; $450
PHOENIX—
>KOC0)DL-TV {10) CBS; Hollingbery; 175,000; N;

$0
» KPHO-TV (5) Katz; 143,880; N; $360
» KTVK (3) ABC; Weed; 175,000; N, LF, LS; $400
TUCSON—
» KDWI-TV (9) Headley-Reed: $350
»KOPO-TV (13) CBS; Hollingbery; 54,253; $300
» KVOA-TV (4) NBC, ABC; Branham; 54,253;
$300

YUMAT—
» KIVA (i) CBS, NBC, ABC; Raymer; 21,500

$200
KYAT (13) 1/25/56-Unknown

ARKANSAS
EL DORADO—
» KRBB (10) NBC, ABC; Pearson; 55,000; $200
FORT SMITH—
-Kg‘uSoA -TV (22) NBC, ABC, CBS; Fearson; 40,-

200
KNAC-TV (5} Rambeau; 6/3/54-Unknown
HOT SPRINGS—
KSPS (9) 2/16/56-Unknown
JONESBOROT—
KBTM-TV (8) 1/12/55-Unknown
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LITTLE ROCK—

» KARK-TV (4) NBC; Petry: 159,904; N: $450

» KTHV (11) CBS; Branham; 159,148; N; $450
» KATV (7) (See Pine Bluff)

PINE BLUFF—

» KATV (7) ABC; Avery-Knodel; 118,694: N; $450
TEXARKANA—

» KCMC-TV (6) (See Texarkana, Tex.)

CALIFORNIA
BAKERSFIELD—
» KBAK-TV (29) ABC; Weed; 100,000; $300
DKER%(;I“)V (10) NBC, CBS; Hollingbery, 183,000;
BERKELEY (SAN FRANCISCO)—
» KQED (*9)
CHICO—
bKHSL-g‘s\g (12) CBS, ABC; Avery-Knodel; 70,-
CORONAT—
KCOA (52) 9/16/53-Unknown
EUREKA
» KIEM-TV (3) CBS, ABC, NBC; Hoag-Blair;
31,000; $250
FRESNO—
» KFRE-TV (12) CBS; Blair; $650
PKJEO (47) ABC; Branham 170,000; N, LL, LS;

$500
» KMJ-TV (24) NBC; Raymer; 170,000; N, LF, LS;
50

$5:
KBID-TV (53) See footnote
LOS ANGELES
» KABC-TV (7) ABC; Katz; 2.444,064; $2,000
» KCOP (13) Petry: 244406 $1,250
» KHI-TV (9) H-R 4,064 N: $1,2
> KNXT (2) CBS: CBS Spot Sls 2444 064 N, LS,
T.F. LL; $2.700
DK.EgA (4) NBC NBC Spot Sls.; 2,444,064; N, LS,

DKTI:Z%D (5) Raymer; 2,444,064; N, LS, LF, LL;

D-K?TT'V (11) Blair; 2,444,064; $2,000

KBIC-TV (22) 2/10/52-Unkown
MODESTOT—

KTRB-TV (14) 2/17/54-Unknown
OAKLAND (SAN FRANCISCO)—

Channel Two Inc. (2) Initial Decision 6/20/56
REDDING—

KVIP (7) 3/28/56-August; Branham; $225
SACRAMENTO
» KBET-TV (10) CBS; H-R; 390,000; N, LL, LF,

LS; $700
» KCCC-TV (40) ABC; Weed; 165,000; $450

PK;:?I;E}-TV (3) NBC; Petry, 354 401; N, LF, LS;
KGMS-TV (46) 3/2/56-Unknown
SALINAS (MONTEREY)—
H-R; 110,879;

» KSBW-TV (8) CBS, ABC, NBC:
$350

SAN DIEGO—
» KFMB-TV (8) CBS, ABC; Petry: 418,997; N;

>K§SDTV (10) NBC, ABC; Katz; 418,997; N;

SAN FRANCISCO—

» KGO-TV (7) ABC; Blair; 1,263,097; $1 700

» KPIX-TV (5) CBS: Katz. 1 263 097 LS $1,700

» KRON-TV (4) NBC; Peters, Griﬂ-‘m Woodward
1,263,097; N, LS, LF LL; $1,500.

> KSAN-TV (32) Stars National; 325,000; $225

KBAY-TV (20) 3/11/53- Unknown (granted STA

89/15/54)

SAN JOSEt—

» KNTV (11) Bolling; 548,159; $350

SAN LUIS OBISPO—

» KVEC-TV (6) ABC, CBS; H-R; 102,366; $200

SANTA BARBARA—

» KEYT (3) ABC, CBS, NBC; Hollingbery; 227-
$18; $450

STOCKTONT—

» KOVR (13) Avery-Knodel; 1,141.290; $300

TULARE (FRESNO)—

» KVVG (27) 150,000; $325

COLORADO

COLORADO SPRINGS—
» KKTV (11) CBS, ABC; Bolling; 61,701; 5200
» KRDO-TV (13} NBC Pearson 44000 $

14 o L el
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DENVER—
» KBTV (9) ABC; Peters, Griffin, Woodward;
377,689; $650

» KLZ.TV (7) CBS; Katz; 377,689; N; $700
DKOA TV (4) NBC; NBC Spot Sls 3117,689; N;

PKRMA TV (*6}

» KTVR (2) Hoag-Blair: 377,689; N; $500
GRAND JUNCTIONT—

» KREX-TV (5) NBC, CBS, ABC; Holman; $150
MONTROSE—

KFXJ-TV (10) 2/23/56-7/15/56 (Satellite of
KREX-TV Grand Junction)
PUEBLO—
» KCSJ-TY (5) NBC; Pearson; 56,000; $150
CONNECTICUT
BRIDGEPORT—

» WICC (43) ABC; Young; 72,340; $200
WCTB (*71) 1/29/53-Unknown
HARTFORD—
» WGTH-TV (18) CBS; H-R; 360,000; $500
WCHF (*24) 1/29/53-Unknown
Travelers Bestg. Service Corp. (3) Initial Deci-
sion 5/31/55

NEW BRITAIN—
» WKNB-TV {30) NBC; Bolling; 373,596; N; $500
NEW HAVENT—
»wjz:rsncsw (8) ABC, CBS; Katz; 948,702; N, LF,

WELIf'I'V' (59) H-R; 6/24/53-Unknown
NEW LONDONT—

WNLC-TV (26) 12/31/52-Unknown
NORWICHT—

WCNE (°*63) 1/28/53-Unknown
STAMFORDT—

WSTF (27) 5/21/53-Unknown
WATERBURY—
» WATR-TV (53) ABC; Stuart; 217,554; $200

DELAWARE

WILMINGTON—
D-WsliF")Ho(u) NBC; Raymer; 2,051,000; N, LS, LF;
00

DISTRICT OF COLUMBIA
WASHINGTON—
> WMAL-TV (7) ABC; H-R; $1,200
bWI;CéSg'V (4) NBC; NBC Spot Sls.; 754,000; N;

$
>WTOP-T\6'0(9) CBS; CBS Spot Sls.; 704,300; N,

» WTTG (5) Raymer; 700,000; $600
WOOK-TV (1) 2/24/54-Unknown

FLORIDA
DAYTONA BEACHT—
» WESH-TV (2) Petry; $200
FORT LAUDERDALE—
DWI’I‘;‘GI (17) ABC; Forjoe; 375,000 (also Miami);

FORT MYERST—
’Wéﬁé"w {11) CBS, ABC; McGillvra; 23,500;

FORT PIERCE}—
WTVI (19) 4/19/55-Unknown
JACKSONVILLE—
» WJHP-TV (36) ABC, NBC; Petry; 98,896; N;

$200
» WMBR-TV (4) CBS, ABC; CBS Spot Sls.; 367,-
238; N; $700

WQIK-TV (30) Stars National; 8/12/53-Unknown
Jic}lz/sgsnville Bestg. Corp. (12) Initial Dectsion

MIAMI—
» WGBS-TV (23) NBC; Katz; 278,869; N; $500
» WTHS-TV (*2)
> WTVJ (4) CBS, ABC; Peters Griffin, Wood-
ward; 371,500; N LL, LF 8900
» WITV (17) See Fort Laude
WCKT (T) 1/19/56-7/29/56 NBC Spot Sls,; $950
WMFL (33) 12/8/53-Unknown
MIAMI BEACH}—
WEKAT Inc. (10) Initial Decision 3/30/55
CRLANDO—
» WDBO-TV (6) CBS ABC, NBC; Hoag-Blair;
164,000; N; §25
WEAL-TV (18) 9/21/55 Unknown
WORZ Inc. (9) Initial Decision 8/10/55
PANAMA CITY—
» nglgM (7} ABC, CBS, NBC; Hollingbery; 30.100;
PENSACOLA—
> WIIW.:AR-TV (3) ABC, CBS; Hollingbery; 152,000;

WEFA-TV (15) See footnote
ST. PETERSBURG—
» WSUN-TV (38) ABC; Venard; 301,900; $400
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TAMPA—
» WFLA-TV (8) NBC; Blair; 319,542; N, LF, LS;

> T (13) CBS; Avery-Knodel; 301,900; N, LF,

LS; $600

WEST PALM BEACH—

» WEAT-TV (12) ABC, CBS H-R; 90,000; $225

» WINO-TV (5) NBC, CBS; 'Venard; 295, 306 $275
WRIK-TV (21) See footnote

GEORGIA
ALBANYf—
> WALB-TV (10) ABC, NBC; Venard: $45,000; $200
ATLANTA—
DWAC&%-TV (5) CBS; Katz; 578,000; N, LS, LF;
1,

» WLWA (11) ABC; WLW Sales; 548,250; $800
» WSB-TV (2) NBC; Petry; 556,460; N, LS,

1,000
#ATL-—TV (36) See footnote
WETV (*30) 3/21/56-Unknown
AUGUSTA—
» WIBF (6) NBC, ABC; Hollingbery; 188,565; N;
0

» W-TV (12) CBS; Branham; 170,000; $300

COoOLUMBUS—

I'WDAK-T;J {28} NBC, ABC; Headley-Reed; 136,
959;

bWRBgE.i-o’gV (4) CBS, ABC; Hollingbery; 187,327;

MACON—
> WMAZ-TV {13) CBS, ABC; NBC (per program
basis); Avery-Knodel; 117,778; N; $300

WOKA (47) See footnote

ROMET—

» WROM-TV (9) McGillvra; 174,330; $150

SAVANNAH—

-WSAV:;-TV (3) NBC, ABC; Hoag-Blair; 150,501;

5
le'l;(z)sc Tvén) CBS, ABC; Avery-Knodel; 153,

'I'HOMASVII.I.E"' (TALLAHASSEE, FLA.)—
» WCTV (6) CBS, NBC, ABC; Meeker; 80,564;

LF;

IDAHO
BOISE}—
= KBOI-TV (()g) CBS; Peters, Griffin, Woodward;

; §2
b!ﬂé)s(g-TV (7} ABC, NBC; Hoag-Blair; 53,200,

IDAHO FALLSt—
» KID-TV (3) CBS, ABC, NBC; Gill-Perna; 54,-
040; $200

LEWISTONF—
» KLEW-TV {3) CBS, ABC, NBC; Weed; 21,000;
$150 (satellite of KIMA-TV Yakima, Wash.)
POCATELLOt—
KSEI-TV (6) 4/25/56-Unknown
TWIN FALLST—
» KLIX o -T‘g %11) CBS, ABC, NBC; Gill-Perna;
KHTV (13) 11/9/55-Unknown
ILLINOIS
BLOOMINGTON—

» WBLN (15) McGillvra; 113,242; $200

CHAMPAIGN—
» WCIA (3) CBS, NBC; Hollingbery; 312,028; N;

CHICAGO—
» WBEM- TV (2) CBS, CBS Spot Sls.; 2,323,200;

DWBI{% (7} ABC; Blair; 2,397, 500 2,400
» WGN-TV {9) Petry. 2,325,000
» WNBQ@ (5) NBC; C Spot ls 2,287,000; N,
LL, LS, LF; 54.000
> (*11)
. WHBFC-TV (28) 1/8/53-Unknown
WIND-TV (20) 3/9/63-Unknown
WOPT (44) 2/10/54-Unknown
DANVILLE—
» WDAN-TV (24) ABC; Everett-McKinney; 50,-
000; $150
DECATUR—
»WTVP (17) ABC, NBC, CBS; Bolling; 190,000;
$300

EVANSTONf—
WTLE (32) 8/12/53-Unknown
HARRISBURGT—
» WSIL-TV (22) ABC; Walker; 30,000; $150
PEORIA—
» WEEK-TV (43) NBC; Headley-Reed; 244,420; N;
7

» WTVH (19) CBS, ABC; Petry; 169,000; N; $450
WIRL Tv Co. (8) Initial Decision 11/5/54

QUINCY (HANNIBAL, MO.}—
DWG(I)%M-TV (10) ABC, NBC; Young; 150,000; N;

QA-TV (7) See Hannibal, Mo.

ROCKFORD—

» WREX-TV (13) CBS, ABC; B-R; 255,915; N; $400

» WTVO (39) NBC; Headley-Reed; 116,000; $25

ROCK ISLAND (DAVENPORT, MOLINE)—

» WHEBF-TV (4) CBS, ABC; Avery-Knodel; 285,-
; N; $800
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SPRINGFIELD—
» WICS (20) ABC, NBC; Young 103,580; $250
Sangamon Valley Tv Corp. (2) Inifial Decision
11/30/54
URBANA}—
» WILL-TV (*12)

INDIANA
ANDERSONt—
WCBC-TV (81) 3/16/86-Unknown
BLOOMINGTON—
» WTTV (4) ABC, NBC; Meeker;.647,781 {(also In-
dianapolis); N; $800
ELKHART (SOUTH BEND)—
> WSJIV (52) ABC; H-R; 215,814; $300
EVANSVILLE—
» WFIE (62) ABC, NBC; Venard' 126,088; $350
» WEHT (50) See "Hendersol
WTVW (7) Hollingbery; 5600 12/21/55 Septem-
ber '
FORT WAYNE—
- WKJG-TV (33) NBC; Raymer; 144,230; N; $450
» WINT (15) See Waterloo
WANE-TV (69) Bolling; 9/29/54-Unknown
INDIANAPOLIS—
PWES'BM-%V (6) NBC; Katz; 660,000; N, LL, LF,

» WISH-TV (8) CBS; Bolling; 660,000; N; $1, 200
» WTTV (4) See Bloommgton
Mid-West Tv Corp. (13) Initial Decision 6/7/55
LAFAYETTE—
» WFAM-TV (59) CBS; Rambeau; 115,750; $200
MUNCIE—
» WLBC-TV (49) ABC, CBS, NBC; Holman,
Walker; 107,250; N; $225
PRINCETONF—
WRAY-TV (52) See footnote
SOUTH BEND (ELKHART)—
» WNDU-TV (46) NBC; Petry; 186,000; N, LL,

LS; $500
= WSBT-TV (34) CBS; Raymer; 206,363; N; $400
TERRE HAUTE—
PWQIZ'%II-TV“(IO) CRBS, ABC, NBC; Bolling; 180,-
WATERLOO (FORT WAYNE)—
» WINT (15) CBS, ABC; H-R; 139,625; N; $300
owa

AMES—
» WOI-TV (5) ABC; Weed; 325,000; N; $500
CEDAR RAPIDS—
» KCRG-TV (9) ABC: Hoag-Blair; 325977, N;

25

» W$I\:;IT-TV {2) CBS; Katz; 213,020; N; $500

DAVENPORT (MOLINE, ROCK ISLAND)—

» WOC-TV (6) NBC; Peters, Griffin, Woodward;
317,902; N; $800

DES MOINES—

» KRNT-TV (8) CBS; Katz; N; $700

» WHO-TV (13) NBC; Peters, Griffin, Woodward;
284,500; N, LF, LS; $700

KGTV (17) See footnote

FORT DODGE—

» KQTV (21) NBC; Pearson; 42,870; $150

MASON CITY—

» KGLO-TV (3) CBS; Weed; 135,932; $200

OTTUMWA—

» KTVO (3) (See Kirkville, Mo.)

SIOUX CITY—

» KTTV (4) NBC; Hollingbery; 187,743; N; $350

» KVTV (9) CBS, ABC; Katz; 179,521; N; $425

WATERLOO—

DKWTV (7) NBC; Avery-Knodel; 324,866;

KANSAS

ENSIGN—

KTVC (6) 1/25/56-Unknown
GOODLANDT—

KWGB-TV (10) 5/11/55-Unknown
GREAT BEND—
» KCKT (2) NBC; Bolling; 176,097; $250
HUTCHINSON (WICHITA)—
» KTVH (12) CBS; H-R; 234,125; N; $500
> KAKE-TV (10) See chhlta

KARD-TV (3) See Wichita
MANHATTANT—

KSAC-TV (*8) 7/24/53-Unknown
PITTSBURG—
» KOAM-TV (7) NBC, ABC; Katz; 161,851; $300
TOPEKA—
» WIBW-TV (13) CBS, ABC; Capper; 529,346; N;

$550

WICHITA (HUTCHINSON)—
» KAKE-TV (10) ABC; Katz; 260,000; N; $425
PKASIE.%)-TV (3) NBC; Petry; 265,430; N, LF, LS;

» KTVH (12) See Hutchinson
KEDD (16) See footnote

New TV Stations

THE following tv stations started regular
programming within the past month:

WESH-TV Daytona Beach, Fla. {ch.
2); WTRL Albany, N. Y. (ch. 33);
WISC-TV Madison, Wis. (ch. 3); WTWV
Tupelo, Miss. {ch. 9), and CFCL-TV
Timmins, Ont. (ch. 6).

KENTUCKY
ASHLAND{—
WPTV (59) Petry; 8/14/52-Unknown
HENDERSON (EVANSVILLE, IND.)—
» WEHT (50) CBS: Meeker; 99,648; N: $300
LEXINGTONT—
» WLEX-TV (18) NBC, ABC; Bolling; $190
WLAP-TV (27) 12/3/53-Unknown
LOUISVILLE—
»» WAVE-TV &3) NBC, ABC; NBC Spot Sls.; 506,-
966; N; $1,02
> WHAS- TV (11) CBS: Harrington, Righter &
Parsons (last reported set count in July 1952
was 205,544); N; $1,000
wWQXL-TV (41) Forjoe 1/15/53-Unknown
WKLO-TV (21) See footnote
NEWPORT{—
WNOP-TV (74) 12/24/53-Unknown
OWENSBORO—
WKYT {(14) 3/14/56-Unknown
PADUCAHT—
Columbia Amusement Co. (6) Initial Decision
4/11/55
LOUISIANA
ALEXANDRIA—
DKAI“;?-TV (5) NBC, ABC, CBS; Weed; 126,400;
$2

BATON ROUGE—
» WAFB-TV (28) CBS, ABC; Young; 104,000; $250
>W$Baléioz (2) NBC, ABC; Hollingbery; 160,149; N;

LAFAYETTE—

» KLFY-TV (10) CBS; Venard; 72,000; $200

LAKE CHARLES

> KPLC-TV (7) NBC, ABC; Weed; 100,537; $250
»KTAG (25) CBS; Young; 62,640; $150
MONROE—

I-KNOE TV (8) CBS, ABC, NBC; H-R; 298,200;

KLSE (‘13) 12/14/55-Unknown
NEW ORLEANS—
» WDSU-TV (6) ABC, CBS, NBC; Blair; 392,236;
N, LF, LL; $300
» WIMR-TV (20) CBS, ABC; Bolling; 157,782; N;

$300
WCKG (26) Gill-Perna; 4/2/53-Unknown
WYES (*8) 2/17/56-Unknown
Times-Picayune Pub. Co. (4) Initial Decision
7/1/55
SHREVEPORT—
DKS%-TV (12) ABC, CBS; Raymer; N; 166,000;

b_K$‘m§-TV (3) NBC, ABC; Petry; 249,695; N;

MAINE

BANGOR—
» WABI-TV (5) ABC, NBC; Hollingbery; 98,000;

N;
» WTWO (2) CBS; Venard; $250
LEWISTON—
WLAM-TV (17} See footnote
POLAND SPRING—-
» WMTW (8) CBS, ABC; Harrington, Righter &
Parsons; 250,000; $400
PORTLAND—
» WCSH-TV (6) NBC; Weed; 190,200; N; $400
» WGAN-TV (13) CBS; Avery-Knodel; 185,000;
N; 8400
PRESQUE ISLE—
WAGM-TV (8) 3/27/56-Unknown
MARYLAND
BALTIMORE—
» WAAM (13) ABC; Harrmgton, Righter & Par-
sons; 683,045; h
bWBE{lL TVO(II) C; Petry; 704,063; N, LL, LS,
bWMAIsi-TV (2) CBS; Katz; 678,977; N, LF, LS;

1,250
W§ITH TV (72) Forjoe; 12/18/52-Unknown
WTLF (18) 12/9/53- Unknown

SALISBURY{—

» WBOC-TV (16) ABC, CBS; Headley-Reed; 55,-

155; $200

MASSACHUSETTS
BOSTON—
» WRBZ-TV (4) NBC; Peters, Griffin, Woodward:
1,420,106; N, LS, LF; $2,25¢
» WGBH-TV (*2) N, LL, LF, LS
» WNAC-TV (7) CBS, ABC; H-R; 1,420,106; N;
2,

$2,600
= WMUR-TV (9) (See Manchester, N. H.)

WXEL (38) 10/12/55-Unknown

WIDW (44) 3/12/53-Unknown

Greater Boston Tv Corp. (5) Initial Decision
1/4/56

BROCKTON{—
WHEF-TV (62) 7/30/53-Unknown
CAMBRIDGE (BOSTON)—
WTAO-TV (56) See footnote
PITYSFIELDF—

WMGT (19) ABC; Walker; $250 (Temporarily
off air because of wind damage: plans return
in September.)

SPRINGFIELD—
» WHYN-TV (55) CBS; Branham; 230,000; N; $400
> WIYVL1;5‘()22) NRBC, ABC; Hollmgbery, 230, 000 N,
WORCESTER—

WWOR-TV (14) See footnote

WAAB-TV (20) Forjoe; 8/12/53-Unknown

MICHIGAN

ANN ARBOR—
» WPAG-TV (20) Everett-McKinney; 31,000; $150

WUOM-TV (*26) 11/4/53-Unknown
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BAY CITY (MIDLAND, S5AGINAW)—

» WNEM-TV (5) NBC, ABC; Headley-Reed; 312,~
555; N; $515

CADILLAC—

» WWTV {13) CBS, ABC; Weed; 355,196; 3300

DETROIT—

» WIBK- (Tv )(2) CBS; Katz; 1,580,400; N; $2,200

» WTVS
» WWJI-TV (4) NBC; Peters. Griffin, Woodward;
1,610,000; N, LF, L ,000
> WXYZ-TV (1) ABC Blair; 1,600,000; N; $1,800
» CKLW-TV (9) CBC Young. 1568 000; $1,100
(See Windsor, Cn
WBID-TV (50) 11/19/53-Unknown
EAST LANSING+—
» WKAR-TV (*60)
FLINTH— )
WJRT (12) CBS: Harrington, Righter & Par-
sons; 5/12/54-October
GRAND RAPIDS—
bWSOIOD-TV (8) NBC, ABC; Katz; 606,510; N;

WMCM (23) 9/2/54-Unknown
IRONWOOD—
WIMS-TV (12) 11/30/55-Unknown
KALAMAZOO—
» WKZO-TV {3) CBS, ABC, NBC; Avery-Knodel;
620,500; N; $1,000
LANSING—
> WIIM-TV (6) NBC, CBS, ABC; Petry; 445,000;

bWTOM -TV (54} ABC: McGillvra; 60,850; $200
MARQUETTE}~—

» WDMJ-TV (6) Weed

SAGIMAW (BAY CITY, MIDLAND)

b%? (57) CBS, ABC; Gill-Perna; 152,000;
TRAVERSE CITY—

> WPBN-TV (7) NBC; Holman; 56,920; $144

. MINNESOTA
AUSTIN—
» KMMT (6) ABC; Avery-Knodel; 115,126;
DULUTH (SUPERIOR, WIS.}—
= KDAL-TV (3 CBS, ABC;

$200

Avery-Knodel;
127,500; i

» WDSM-TV (6) See Superior, Wis.
WFTV (38} See footnote
MINNEAPOLIS-ST. PAUL—
» KEYD-TV (9) Branham; 630,000; $450
» KSTP-TV (5) NBC; Petry; 615,000; N, LS, LF;

$1,450
PWCCO-TV (4) CBS; Peters, Griffin, Woodward:

b—WTCN-TV (11) ABC; Katz; 650,000; $300
ROCHEFSTER—
b—K?z(gg.'-TV (10) NBC, ABC; Meeker; 120,000; N;

MISSISSIPPI
BILOX1HF—
WVMI (13) Initial Decision 6/5/56
COI.I'NRUST—-
BI-TV (4) CBS, NBC; MecGillvra;
7/23/54—7/13/56
HATTIESBURGT—
> WDAM-TV (9) NBC, ABC; Pearson; $173
JACKSON—
» WITV (12) CBS, ABC; Katz; 149,000; $360
» WLET (3) NBC; Hollingbery; 175,000; N; $360
MERIDIAN—
» WTOK-TV (11) ABC, CBS, NBC;
Reed; 79,087; %250
WCOC-TV (30) See footnote
TUPELO}—
> WTWV (9) $150

MISSOURI

CAPE GIRARDEAU—
» KFVS-TV _(12) CBS NBC, ABC; Headley-
Reed; 155,400; $400
COI.UMBIA—
» KOMU-TV (8) NBC, ABC; H-R; 98,T77; $250
HANRNIBAL (QUINCY, ILL)
» KHQA-TV (7) CBS; Weed; 145,060; N; $250
» WGEM-TV (10) See Quincy, IIL.
JEFFERSON CITY—
» KRCG (13) CBS; Hoag-Blair; 87,815; $250
. JOPLIN—
» KSWM-TV (12) CBS; Venard; 113,500; N; $225
KANSAS CITY—
» KCMO-TV (5) CBS: Katz; 571,232; N; $1,200
» KMBC~TV (9) ABC Peters. G Woodward;
571,232; N, LS, $540 (haft-hour
> WDAF-TV (4) NBé Harrington, Righter &
Parsons; 571 232 N, LS, LF, $5960
KIRKSVILLE—
» KTVO (3) CBS, NBC; Bolling; 187,765; N; $300
ST. JOSEPH—
» KFEQ-TV (2) CBS; Headley-Reed; 161,079; $350
ST. LOUIS—
» KETC (*9)
» KSD-TV (5) ABC, CBS, NBC; NBC Spot Sls.;

921,618; N, LS, LF; 51200
> KTVI (36) ABC, CBS; Weed; 422, 422sl ggg

> KWK-TV (4) CBS ABC Katz
SEDALIAT—

> KDRO-TV (6) Pearson; 57,000; $200
SPRINGFIELD—

» KTTS-TV (10) CBS: Weed; 111,146; N: $250
»KYTV (3) NBC: Hollingbery; 102,518;" N; $275

MONTANA

$150

Headley-

BILLINGS—
b—KOOK-TV (2) CBS, ABC, NBC; Headley-Reed:

28,500; $150
KGHL-TV (8) 11/23/55-Unknown
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BUT‘I’ET

» KXLF-TV (6) ABC; No estimate given; $50
GREAT FALLST—
-KF'BB-T¥ 585) CBS, ABC, NBC; Hoag-Blalr;

MISSOULAT—
I-Kscl\sroo-"rv (13) CBS, ABC; Gill-Perna; 24,870;

NEBRASKA
HASTINGS— i
» KHAS-TV (5) NBC: Weed; 71,992; N: $200
HAYES CENTER}—
’Kd}?L-'irv (6) (Satellite of KHOL-TV Hol-

ege
KEARNEY (HOLDREDGE)—
» KHOL-TV (13) CBS, ABC; -Meeker; 92,726; N

LINCOLN—

» KOLN-TV  (10)
156,174;

> KUON-TV (*12)

OMAHA—

DKMSI'V (3) NEC, ABC; Petry; 370,021; N, LL,

> WOW-TV (6) CBS; Blair; 367,353; N; $850
KETV (T7) 4/27/56- Unknown
SCOTTSBLUFFf—
I-K‘S”TF )(10) (Satellite of KFBC-TV Cheyenne,
yo.

ABC, CBS; Avery-Knodel;

NEVADA

HENDERSON (LAS VEGAS)—
-Kg,Zl;g-TV (2) NBC, ABC; Pearson; 30,000; N:

LAS VEGAS—

DKLAS-TV (8) CBS; Weed; 29,003; $250
KLRJ-TV (2) See Henderson

>KSHO TV (13) Forjoe; 27,900; $200

RENO—

»KZTV (8) CBS, ABC, NBC;

KAKJ (4) 4/19/55-Unknown

Pearson: 25,000;

NEW HAMPSHIRE
KEENEF—
WKNE-TV (45) 4/22/53-Unknown
MAMCHESTER (BOSTON)—
I-wsl\é%%R-TV (9) ABC, CBS; Forjoe;

MT. WASHINGTONT—
» WMTW (8) See Poland Spring, Me.

NEW JERSEY

ASBURY PARK}-—

WRTV (58) See footnote
ATLANTIC CITY—

WOCN (52) 1/8/53-Unknown

WFPG-TV (46) See footnote
CAMDEN}—

WKDN-TV (17) 1/28/54-Unknown
NEWARK (NEW YORK CITY)}—
> WATV (13) Petry; 4,730,000; $2,000
NEW BRUNSWICK}—

WTLV (*19) 12/4/52-Unknown

NEW MEXICO

ALBUQUERQUE—
» KGGM-TV (13) CBS; Weed; 74,183; $300
» KOAT-TV (7) ABC; Holli ngbery 2000 $200
» KOB-TV (4) NBC; Branham; 74,542; $3
CARLSBAD—

KAVE-TV (6) Branham; $150; 6/22/55-August
CLOVIS—

KICA-TV (12) 2/23/56-Unknown
ROSWELL—
>K§2\g6“.-TV (8) NBC, ABC, CBS; Meeker: 34,687;

SANTA FE—
KVIT (2) 1/25/56-Unknown
NEW YORK

ALBANY (SCHENECTADY, TROY)—
» WCDA (41) CBS Haf)rmgton, Righter & Par-

1,127,953;

sons; 175 000; N
» WTRI (35) ABC;' enard 175000 $400
WETR-TV (23) 6/10/53-Unknow

WTIVZ (*17) '?/24/52-Unknown

BINGHAMPTON—
I-WgBF-TV 0(012) CBS, ABC, NBC; Blair; N;

,170;
WINR-TVSB(M 9/29/54-Unknown
WQTV (*46) 8/14/52-Unknown
BUFFALO—

» WBEN-TV (4) CBS; Harrington, Righter &
Parsons; 535 347 (plus 658,139 Canadian cover-
age); N, LL; $300

> WBUF - TV (17) NBC H—R 152 500; $500

= WGR-TV (2) ABC, Peters, Griffin,
Woodward; 539, 134 (plus 566 565 Canadian
coverage). 50

WNYT-TV (59) 11/23/55-Unknown
WTVE (*23) 7/24/52-Unknown
Great Lakes Tv Ine¢. (7) Initial Decision 1/31/56

CARTHAGE (WATERTOWN)—

» WCNY-TV (7) CBS, ABC; Weed 84,619 (plus
50,100 Canadian coverage).
WSYE-TV (18) 4/4/56-July

ELMIRAT—

» WTVE (24) ABC, NEC;
WSYE-TV (18) 4/4/56-Suly

HAGAMAN—

» WCDE (29) (satellite WCDA Albany, N. Y.)

Forjoe; 35,000; $150

ITHACAT-—~
U.TV (20) CBS; 1/8/53-Unknown
WIET (*14) 1/8/53-Unknown
LAKE PLACID} (PLATTSBURG)—
= WPTZ (5) NBC, ABC; Hoag-Blair; 142,000 (plus
350,000 Canadian coverage); $250
NEW YORK—
» WABC-TV (7) ABC; Blair; 4,730,000; $3,750
-—WSABD (5) Raymer; 4,730,000; N, LL, LF, LS

2,
> 2) CBS; CBS Spot Sls.; 4,730,000, N,
WI(,:SBS]'_§VL(L) ot PO 000, N,

> WOR-TV (9) WOR-TV Sls.; 4,730,000; $1,500
-—wsplx (11) Peters, Griffin, Woodward; 4,730,000;
1,500

DWRCA-'I'V (4) NBC; NBC Spot Sls; 4,730.000;
S, LF, LL; 59200
D-WATV '(13)' See Newark, N. J.
WGTV (*25) 8/14/52-Unknown
WNYC-TV (31) 5/12/54-Unknown
POUGHKEEPSIE—
» WKNY-TV (66) ABC, CBS, NBC; Meeker; 40,-
600; $100

ROCHESTER—

» WHAM-TV (5) NBC, ABC; Hollingbery; 310,000
(plus 50,000 Canadian coverage); N;

» WHEC-TV (10) CBS, ABC; Everett-McKinney:
327.000; N; $700

» WVET-TV (10} CBS, ABC; Bolling; 327,000 (in-
cludmg 31,500 Canadlan coverage); N; $700
WCBF-TV (15) 5/10/53-Unknown

WROH (*21) 7/24/52-Unknown

SCHENECTADY (ALBANY, TROY)—
-wa%so (6) NBC; NBC Spot Sls.; 490,830; N;

SYRACUSE—
» WHEN (8) CBS, ABC; Xatz; 371,330; N; $700
» WSYR-TV (. NBC Harrlngton, Righter &
Parsons; 4517,770; LS LF; $300
WHTV (*43) $/18/52-Unknown
UTICA—
» WKTV (13) NBC, ABC, CBS; Cooke; 207,500;
N; $550

NORTH CAROLINA

ASHE‘S’%lE_ 62) CBS, NBC; Bolli 40,000; $150

» WISE- 3y Bo : 30.000;

WLOST'IYV((B) ABC, CBS; Venard; 375,000; $400

CHAPEL HILLT—

> WUNC-TV (*4)

CHARLOTTE—

» WBTV (3) CBS, ABC NBC; CBS Spot Sls;
528.210; N, LL, LS, LF; $1,000

WQMC (36) See footnote
Piedmont Electronics & Fixture Corp. (9) Initial
Decision 8/2/55
DURHAM—
» WTVD (11) NBC, ABC; Petry; 289,465; N; $550
FAYETTEVILLE}—
» WFLB-TV (18) CBS, NBC; Young; 39.340; $150
GASTONIAT—
WTVX (48) 4/7/54-Unknown
GREENSBORO—
» WFMY-TV (2) CBS, ABC; Harrington, Righter
& Parsons; 422,691; N, LF, LS; $650
GREENVILLE—
» WNCT (9) CBS, ABC; Pearson; 164,980; $350
NEW BERN}—
WNBE-TV (13) 2/9/55-Unknown
RALEIGH—
» WNAO-TV (528) CBS, ABC; Avery-Knodel; 140,~
250; N
Capitol B$c%csg Co. (5} Initial Decision 4/19/55
WASHINGTON—
» WITN (7) NBC; Headley-Reed; 150,000; N; $325
WILMINGTON—
» WMFD-TV (6) NBC, ABC, CBS; Weed; 94,600;

Ws'%HT (3) 2/17/54-Unknown
WINSTON-SALEM—
» WSJS-TV (12) NBC; Headley-Reed; 520,594 N;
50
b—W*Is‘OB-TV (26) ABC; Venard; 123,008; $200

NORTH DAKOTA

BISMARCK—
n—KBMB TV (12) CBS; Weed; 25,800; N; $150
KFYR-TV (5) NBC, ABC, CBS; Hoag-Blair;
30,750; $200
DICKINSON}—
KDIX-TV (2) 5/9/66-Unknown

FARGOT—
-WDIY-TV (6) NBC, ABC; Peters, Griffin,
Woodward; 90.240; $400

GRAND FORKS—
-KNOX TV (10) NBC; Rambeau; 37,000; N; $200

MIN
I-KCJB TV (13) CBS, NBC, ABC; Weed; 29,000;
KMOT (10) 10/5/55-Unknown

VALLEY CITY—
» KXJB-TV (4) CBS; Weed; 124,000 N, LF, LS;
3400

OHIO

AKRON—
» WAKR-TV (49) ABC; Weed; 174,068; 3300

ASHTABULAT—
WICA-TV (15) See footnote

CANTON}—
WTLC (29) 3/22/56-Unknown
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COMPARATIVE NETWORK SHOWSHEET
MONDAY

SUNDAY

TUESDAY WEDNESDAY
b ruNBon ABC CBS NBC ABC CBS NBC ABC CBS NBC ABC CBS NBC
Stand. Brands Wesson Uil Gen.  Mills
Lel's Take Valiant Lady It Could Be —_Valiant Lady Tennessee Valiant l-l“‘ly Tennessee
Trip Amer. Home, You Amer flome | Ernie Ford Amer. llome | Ernie Ford
Products 4 Products L Prodnets L
lbvcgl‘ Life Love of Life §} — Love of Life
PG Coleate- P&G Colgate- PEG
\élec;loffg'u Search for l’a‘l)nfglive Search for Palmolive Search for lg?lllg]ﬂltp-
1 [iCkOkl Tomarrow Feather Tomorrow Feather Tomorrow l?ea S‘L\;e
F PXG Guid-§  Your Nest PEG Guid- | Your Neal P&G Guid- | Your Nest
ing Il..‘l.ght L ing tight L ing Eight 1.
1:00 CBS 1:00 CBS 1:00 C63
News News News
1:10 Standitpl 1:10 Standup 1:10 Standup
¢ Be gounten‘] ¢ Be gounled & Be Counted
&G P&G P&G
As The As The As The
World World World
Turns Turns Turns
. ) The Johnny m
é’he Jof:s n;!n_\- Cur.ro:é Show Carsoré Show
arsen Lo 171)
s (Alt. Tues.) Simoniz
RBest Foods July 4, 11, 18
Art . Art Art
Linkletter's | plciressee, Linkletter's Linkletter's
| Tlousc PParty Show Ttouse Party House Party
Sec L (See (See
Footuote) Footnote) Footnote)
Colgate Colgate Colgate
' T NBC : NBC MWE NBC
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TELECAD 1 ING
l

SATURDAY

CBS: Capt. Kangarco, 9-9:30
am.; General Foods Mighty
Mouse Playhouse, 10:30-11
a.m., alt. weeks; Winky Dink
and You, 11-11:30 a.m.; Tales,
of TexXas Ranger {Curtis
Candy, General Mills, alt.
weeks), 11:30-12 noon.

NBC: Pinky Lee Show, 10-
10:30 am.; I Married Joan,
10:30-11" 2.m.; Fury (General
Foods), 11-11:30 a.m.; Uncle
Johnny Coons, 11:30-12 noon.

SUNDAY

CBS: Lamp Unto My Feet, 10-
10:30 a.m.; Look Up And Live,
10:30-11 a.m.; Eye on New
York, 11-11:30 a.m. Camera
Three, 11:30-12 noon.

MONDAY-FRIDAY

CBS: Good Morning, 7-8 a.m.;
Captain Kangaroo, 8-9 am.
{participating sponsors);
Garry Moore, M-Th., 18-10:30
am., Fri, 10-11:30 am.; Ar-
thur Gedfrey, M-Th., 10-
10:30; (see footnotes); Strike
It Rich, 11:15-12 noon.

NRBC: Today, 7-9 a.m. (partic-
ipating sponsors). Ding Dong

Schoo!l, 10-10:30 (see foot-
notes); Ernie Kovacs Show,
10:30-11 a.m.; Home, 11-12

noon (participating sponsors).

FOOTNOTES:

Explanation: Programs In
italies, sustaining: Time. TST;
L, live: F. film: K, kinescone
recording; T, TWastern net-
worl:; M. Midwestern,

ABC-——Afternoon Film Festivul,
Mon.-Frl.—Kendall Co.,, Ster-
ling Drugs, Norwich Pharm.
l\Iickey Mouse Club, Mon.-Fri.
5-6. Am_ Par., Armour, Rristol-
AMyers, Camnhbell Soup, Carna-
tion, Coca-Cola, Gen. Afills, 8.
C. Johnaon & Son, Tettuee Ine.,
Afattel, Mars, Miles T.abs. Min-
nesata  Mining, Maerton Salt,
5058, Tv Time Foods, Welch.
Vicks.

CBS—Garry Moore M.-Fri. 15
min., segmentis spansored by
Campbell Soup, Lever Bros.,
Hazel Bishop., Toni, Ceneral
Alills, Serta, .Best Fooeds, Hy
tron, Yardley, Converted Rice.

Godfrey M.-Thurs. 15
min. Segments sponscred by
Bristol Myers, Standard
Brands, Kendall Co.,, Norwich
Pharmacal, Manhattan Soap,
Lever Bros., Piliabury.

Arthur

House Party—165 miin. segments
sponsored by Kellogg, Lever,
Pillsbury, Swift, Campbell
Soup. Hawailan Pineapple.

Bob Crosby—15 min. seZments
sponsored by Cammpbell Soup,
Gerber Prod., Procter & Gam-
ble, General MIils, Mlles Labs,
Scott Paper Co.

Ford Star Jubilee, every 4th
Saturday 9:30-11 p.m.

© 1966 by Broadcasting
Publications, Ine.

7
anongé’n/srme

TELECASTING

July 2, 1956




BT TELESTATUS

CINCINNATI—

» WCET (*48)

» WCPO-TV (9) ABC; Blair; 767,729; N; $1,200

» WKRC-TV (12) CBS Katz 662 236: N. $1.000

» WLWT (§) NBC; WLW Sls 487,000; N; $800
WQXN-TV (54) "Forjoe; 5/14/53-Unknown

) lair; 1,210,000; N; $1,000
WEWS (5) ABC; B s L

’ :KYW~T§T)(3) NBC Peters, Grlfﬁn Woodward;

1,174,004; N; $1,800
» WIW-TV (8) CBS; Katz; 1,146,150; N; $1,700

WERE-TV (65) 6/18/53-Unknown
WHK-TV (19) 11/25/53-Unknown
COLUMBUS—
» WBNS-TV (10) CBS; Blair; 500,400; N; $825
= WLWC (4) NBC WLW Sls.; 351, 000. N; $800
WOSU-TV (*34
:WTVN TV (8) ABC Katz; 381,451; $600

DAYTON—
» WHIO-TV (7) CBS; Hollingbery; 637,330; N;

» WLWD (2) ABC, NBC; WLW Sls.; 332,000; N;

0
W‘?BEE (22) See fooinote
ELYRIA}—
WEOL-TV (31) 2/11/54-Unknown

LIMA—
b-wnvm TV (35) NBC, CBS, ABC; H-R; 76,487;
$15

MANSFIELD'}'—-
WTVG (36) 6/3/54-Unknown
MASSILLON}—
WMAC-TV (23) Petry; 9/4/52-Unknown
STEUBENVILLE (WHEELING, W, VA.)}—
» WSTV-TV (9) CBS, ABC; Avery-Knodel; 1,184,-

[ WTRFi?IQV (7) See Wheeling

TOLEDO—
» WSPD-TV (13) CBS, ABC, NBC; Katz; 406,000;

N; $1,
WTOH-TV (79) 10/20/54-Unknown

YOUNGSTOWN—
» WFMJ-TV (21) NBC; Headley-Reed; 202,771; N;

» V?:}S{BN-TV (27) CBS, ABC; Raymer; 202534;

N; $35
WXTs\sf (73) 11/2/55-Unknown
ZANESVILLE—
» WHIZ-TV (18) ABC, CBS, NBC; Pearson; 50,-
000; N; $150
OKLAHOMA
ADATEN (10) ABC, CBS, NEC (per program
K per
. basis); Vernard; 93,223; N; $225
ARDMORE—
KVSO-TV (12) NBC; Pearson; 5/12/54-7/15/56
ENID—
» KGEO-TV (5) ABC; Pearson; 109,000; N; $225
LAWTON}—
» KSWO-TV (7) ABC; Pearson; 71,000; $150
MUSKOGEE—
»KTVX (8) ABC; Avery-Knodel; 320,000; $500
OKLAHOMA CITY—

= KETA ('1 )
» KWTV (9) CBS, ABC; Avery-Knodel; 395,168;

N;
» WKYs-aTV (4) NBC, ABC; Katz; 395,168; N, LL,
LF, LS; $920
KTVQ (25) See footnote

TULSA—
» KOTV (6) CBS; Petry; 318,312; N; $750
»KTVX (8) (See MusKogee)
» KVOO-TV (2) NBC; Blair; 319,312; N: $700
KOED-TV (*11) 7/21/54-Unknown
KSPG (17) 2/4/54-Unknown
KCEB (23) See footnote

OREGON
EUGENE—
» KVAL-TV (13) NBC, ABC (CBS per program
basis); Hollingbery; 55,559; $300
KLAMATH FALLST—
KOTI (2) 12/2/54-August; Hoag-Blair; $150
MEDFORD—
» KBES-TV (5) ABC, CBS, NBC; Hoag-Blair; 35,-
700; $200

PORTLAND—
» KLOR (12) ABC; Hollingbery; 340,000; N; $700
» KOIN-TV (6) CBS; CBS Spot Sls.; 317,700; N;

700
D-K%’TV (27) NBC; NBC Spot Sls.; 356,442; N, LF,

LS; $700
KGW-TV (8) 6/23/55-Unknown

ROSEBURGT—
» KPIC (4) Hollingbery (satellite of KVAL-TV
Eugene, Dre.)

SALEM—
KSLM-TV (3) 9/30/53-Unknown
PENNSYLVANIA
AUENTOWNT—

WQCY (39) Weed; 8/12/53-Unknown
WFMZ-TV (67) See foothote

ALTOONA—
pWFlsaquv (10) CBS, ABC, NBC; H-R; 573,731;
$7
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BETHLEHEM—

» WLEV-TV (51) NBC; Meeker; 89,307; N; $200
EASTONT—

» WGLV (57) ABC; Headley-Reed; 94,635; $175
ERIE—

» WICU (12) N’BC. ABC; Petry; 223,500; N; $700
-Wsszgg: (38) CBS, ABC; Avery-Knodel 101 436;

HARRISBURG—
» WCMB-TV (27) Forjoe z 00 e

» WHP-TV (55) CB
» WTPA (71) ABC gton. nghf.er & Par-
sons; 200,000; N; $350
HAZLETON—
WAZL-TV (63) Meeker; 12/18/52-Unknown
JOHNSTOWN—
» WARD-TV (56) ABC, CBS; Weed; $200
» WIAC-TV (6) NBC CBS, ABC: Katz; 988,122;
N, LL, LS, LF; $75
LANCASTER (HARRISBURG. YORK)—
» WGAL-TV (8) NBC, CBS; Meeker; 917,320; N,
LS, LF; $1,200
LEBANON}—
WLBR-TV (15) See footnote »
NEW CASTLE=
- WKST-TV (45) See footnote
PHILADELPHIA—

» WCAU-TV (10) CBS; CBS Spot Sls.; 2,094,
AT ) e PO S.; 2,094,852;

I-WFI;.:I-STV (68) ABC; Blair; 2,105,636; N, LS, LF;
CV-T\OF (3) NBC; NBC Spot Sls.; 2,088,318;

WHYY-TV (*35) 3/28/56-Unkn
WPHD (23) 9/28/55-Unknown own
WSES (29) 3/28/56-Unknown

PITTSBURGH—-

» KDKA-TV (2) NBC, CBS, ABC; Peters, Griffln,

Woodward; 1,200 000 N; $ '100

» WENS (16) ABC Branham ‘420, 000; $450

» WQED (*13)
WIIC (11) CBS: Blair; 7/20/55~Unknown
WITVQ (47) Headley-Reed 12/23/52-Unknown
Tv City Inc, (4) Initial Decwmn 4/23/56
WEKJIF-TV (53) See footnote

READING—

bWH}I_){)M-TV (61) CBS, ABC; Weed; 211,900; N;

WEEU-TV (33) See footnote

SCRANTON—
» WARM-TV (16) ABC; Bol]ing, 200,01
» WGEI-TV (22) CBS:; H-R
WTVU (44) (See :footnote)
SHARONT—
WSHA (39) 1/27/54-Unknown
SUNBURY =re
WKOK-TV (38) 2/9/55-Unknown
WILKES-BARRE—
> WBRE-TV (28) NBC; Headley-Reed; 306,000; N;

54
» WE‘OK-TV (34) ABC; Avery-Knodel; 308,000; N;

; $225
286,500; N; $5%202

WILLIAMSPORTH—
WRAK-TV (36) Everett-McKinney; 11/13/52-
October
YORK=—-
» WNOW-TV (49) Keller; 116,500; $200
» WSBA-TV (43) ABC; Young. 116,450; $200

RHODE ISLAND
PROVIDENCE—
DWJAR(;TV {10) NBC, ABC; Weed; 1,404,202; N;

W RO-TV (12) CBS; Blair: 1,404,202; $1,000
WNET (16) See footnote

SOUTH CAROLINA
ANDERSON—
» wééoM-TV (40) CBS; Headley-Reed; 127,550; N;

CAMDEN}—
WACA-TV (14) 6/3/53-Unknown

CHARLESTON—

» WCSC-TV (5) CBS, ABC; Peters, Griffin, Wood«
ward; 244,844; N; $300

» WUSNITV (2) NBC, ABC; Weed; 202 ,000; $300

CoLumMBIA—

» WIS-TV (10) NBC, ABC; Peters, Griffin, Wood-
ward; 208,770; N; $400

I-Wsl\zrt?oK~TV (67) CBS, ABC; Raymer; 110,000;

FLORENCE—

> WEBTW (8) CBS, NBC, ABC; CBS Spot Sls.;
154,265; $300

GREENVILLE—

» WFBC-TV (4) NBC; Weed; 437,542; N; $450

WGVL (23) See footnote
SPARTANBURG-—
» WSPA-TV (7) CBS; Hollingbery: 286.765; $400

SOUTH DAKOTA

FLORENCE}—

»KDLO-TV (3) (Satellite of KELO-TV Sioux
Falls)

RAPID CITY}{—

- KOTA-TV (3) CBS, ABC, NBC; Headley-Reed;
18,330; $15

SIoUX FALLS——

» KELO-TV (11) NBC, ABC, CBS; H-R; 181,035
(includes coverage of satelhte KDLO‘TV Flor-
ence); $425

TENNESSEE
BRISTOL— ,
» WCYB-TV (5) (See Bristol, Va.)
CHATTANOOGA—
» WDEF-'I'V (12) CBS, ABC; Branham; 180,630;

N:

DWRG -TV (3) NBC; H-R; $400

JACKSON—

I-WaDXI-TV $263) CBS, ABC; Headley-Reed; 102,-

JOHNSON CITY—

» WIHL-TV (11) CBS, ABC, NBC; Pearson; 185,~
316; $250 (film)

KNDXVILLE—

D-WA’I'E 036) NEC, ABC; Avery-Knodel: 229,130;

-W’I'V (26) CBS, ABC; Pearson; 175,000; N; $360
WBIR-TV (10) 1/13/56-August 'cBS; Katz; $600

MEMPHI5—

» WHBQ-TV (13) ABC; H-R; 431,428; $700

= WMCT (5) NBC Blair. 431,428; N; $900

» WREC-TV (3) CBS; Katz; 401,127; $900
WKNO-TV ('10) 11/23/50-7/30/56

NASHVILLE—

» WLAC-TV (5) CBS; Katz; 489,958; N; $650

» WSIX-TV (8) ABC; Holllngbery' '378.000; $425

bwssalgl's-TV (4) NBCG; Petry; 258,116; N, LF, LS;

TEXAS
ABMNENE—
» KRBC-TV (9) NBC, ABC; Pearson; 59,760; $225
AMARILLO—

» KFDA-TV (10) CBS, ABC; H-R; 85, 591 $300

» KGNC-TV (4) NBC; Katz; 85,501; $340

AUSTIN—

DKTBC 'I'V (7) CBS, ABC, NBC; Raymer; 158,-
126; N; $400

BEAUMONT—

» KBMT (31) QBC NBC; Forjoe; 40.000; N, LL,

LF, LS;

» KFDM- (6) CBS, ABC; Peters, Griffin, Wood-
ward; 109,000; N, LF; 335

BIG SPRING—

» KBST-TV (4) CBS (ABC per program basis);
Pearson; 48,453; $15

BROWNWOOD—
Brownwood Tv Co. (19) 6/6/56-Unknown

CQRPUS CHRISTIT—
» KRIS-TV (6) N‘BSC Po%ters. Griffin, Woodward;

) NBC, ABC, CBS {per program
basis); Young; 53, 500 $2i 00
K-Six Tv Inc, (10) Initial Decision 1/20/55
DALLAS—
» KRLD-TV (4) CBS; Branham; 564,080; N $1,100
I—WFA.B&'-TV {8) ABC, NBC; Petry; 564,080; N;
EL PASO—
» KROD-TV {4) CBS, ABC; Branham; 90,778; N;

$450
>KT5215v[-Tv (9) NBC: Hollingbery: 87,027; N;

KILT (13) H-R; 3/18/54-July
FT. WORTH—
» WBAP-TV (5) ABC, NBC; Peters, Griffin,
Woodward; 585,000; N, LL, LF, LS; $1,000
» KFJZ-TV (11) H-R; 540,930; $600
GALVESTON [(HOUSTON)—
» KGUL-TV (11} CBS; CBS Spot Sls.; 459,250;

HARLINGENT (BROWNSVILLE, McALLEN,

WESLACO)—
» KGBT-TV (4) CBS, ABC; HR' 85,817 (plus
8,000 Mexican coverage) $3

HOUSTON—

» KPRC-TV (2) NBC:; Petry; 492,000; N;

» KI:E:SRK (]63) ABC; Hollingbery; 492,0

» KUHT (*8)

» KGUL-TV (11) See Galveston
KNUZ-TV (39; See footnote
KXYZ-TV (29) 6/18/53-Unknown

LAREDOF—

> K?l:?(P-TV (8) CBS, NBC, ABC; Pearson; 12,864;

1,000
i N, LF,

LONGVIEW—

» KTVE (32) Forjoe; 55,268; $175

LUBBOCK—

» KC?OD‘TV (11) NBC, ABC; Raymer; 120,859; N:

» KDUB-TV (13) CBS; Branhham; 126,745; N, LS,
LF; $350 (film)

LUFKIN—
» KTRE-TV (9) Venard; 54,028;
ceives NBC programs :Erom
but is not an NBC affiliate.)

MIDLAND—

» KMID-TV (2) NBC, ABC; Venard; 78,000; $200
ODESSA—

» KOSA-TV (7} CBS; Pearson; 78,500; $225

SAN ANGELO—
I-Kg‘z}o{oL*TV (8) CBS, NBC, ABC; Venard; 44,309;

25 (Station re-
'RC-TV Houston

SAN ANTONIO—

» KCOR-TV (41) ABC; O'Connell; 70,000; $200

» KENS-TV (5) CBS, ABC; Peters, Griffin, Wood-
ward; 312,626; N; $700

» WOAI-TV (4) NBC ABC; Petry; 311,908; N, LL,

LS, LF; $700
KONO-TV (12) 5/23/56-Unknown
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SWEETWATER—

= KPAR-TV (12) CBS; Branham; 62,489; $200
(satellite of KDUB-TV Lubbock, Tex.)

TEMPLE (WACO)—

bxgaliogt-TV {6) NBC; Hollingbery; 152,647; N;

TEXARKANA (ALSO TEXARKANA, ARK.)—
ngzl\sﬂoC-TV (6) CBS, ABC; Venard; 161,840; N;

TYLER—
bl{}.z'gg (7) NBC, ABC, CBS; Pearson; 108,000;

WACO (TEMPLE)—
» ngzs'l")x-'rv (10) ABC, CBS; Pearson; 123,000; N;

WESCALOT (BROWNSVILLE, HARLINGEN,
McALLEN)—
» KRGV-TV (5) NBC; Pearson 583,704 (plus 8,000
Mexican coverage) B
WICHITA FALLS—
» KFDX-TV (3) NBC, ABC; Raymer; 105,135; N;

$300
» KSYD-TV (6) CBS; Hoag-Blair; 105,030; $300

UTAH
SALT LAKE CITY
bxgsléaw (5) CBS; CBS Spot Sls.; 208,336; N;

» KTVT (4) NBC; Katz; 208,336; N 56
» KUTV (2) ABC’ Hollingbery: 208,336; $450

VERMONT
BURLINGTON—
= WCAX-TV (3) CBS; Weed; 139,135; $300

VIRGINIA

BRISTOLT—

WCYB-TV (5) Gill-Perna; 4/13/56-August 1
DANVILLEf—

WBTM-TV (24) See footnote
HAMPTON—
» WVEC-TV (15) See Norfolk
HARRISONBURG—

» WSVA-TV (3) ABC, CBS, NBC; Pearson; 138,-
633; $200

LYNCHBURG—
» WLVA-TV (13) ABC; Hollingbery; 308,675; N;
$300 (film)

NEWPORT NEWS—
WACH-TV (33) See footnote
NORFOLK—
-WTAR—Tg/ (3) CBS, ABC; Petry; 405,722; N, LS,

- WTOV-TV (27) 210,000; McGillvra; $380

>WV.E§O'5V (15) NBC; Avery-Knodel; 180,000;
PETERSBURG—
» WXEX-TV (8) See Richmond
PORTSMOUTH—
WAVY-TV (10) 5/30/56-Unknown
RICHMOND—
DWII’{X'SA-TV (12) CBS; Harrington. Righter &

» WTVR (6) ABC, CBS; Blair; 503,317; N, LF, LS;

$875
WIJ.{SE}g’?TDV (8) NBC; Forjoe; 415835; N. LF,
WOTV (29) 12/2/53-Unknown
ROANOKE—
» WDBJ-TV (7) CBS; Peters, Grifin, Woodward
> WSLS-TV (10) ABC, NBC; Avery-Knodel; 453,-
226; N, LF, LS; $675

WASHINGTON
BELLINGHAM—
» KVOS-TV (12) CBS; Forjoe; 232,661; $300
EPHRATAT—
KBAS-TV (43) 5/4/55-Unknown
PASCO—
» KEPR-TV (19) CBS, ABC, NBC; 517,750 (satellite
of KIMA-TV Yakima)
SEATTLE (TACOMA)—
»KCTS (*9)
>K§1£;IO% -TV (5) ABC: Blair; 510,000; N, LF, LS:
» KOMO-TV (4) NBC; NBC Spot Sls.; 514,070; N
LL, FL, LS; $1,025
PKTNT TV (11) CBS Weed: 513, 700' N; $900
» KTVW (13) Hollingbery. $510.
Q;l/et;gs City Bestg. Co. (7) Inltial Decision

SPOKANE—
» KHQ-TV (6) NBC; Katz; 159,680; N, LL, LF,

b-KRESEs?TV {2) ABC; Petry; 172,798; N, LL, LS;

$45

» KXLY-TV (4) CBS: Avery-Knodel; 173,358; N,
LL, LF, LS; $600

VANCOUVER}—
KVAN-TV (21) Bolling; 9/25/53-Unknown

YAKIMA—
PK&V&)\—TV (29) CBS, ABC, NBC; Weed; 80,000;
KRSM (23) 3/30/55-Unknown

WEST VIRGINIA
BLUEFIELD—
» WHIS-TV (6) NBC; Katz; 209,757; N; $200
CHARLESTON—
» WCHS-TV (8) CBS; Branham; 540,340; N, LF,
WKNA-TV (49) See footnote
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CLARKSBURGT—

WBLK-TV (12) Branham; 2/17/54-August
FAIRMONT{—

WIPB-TV (35) See footnote

HUNTINGTON—

» WHTN-TV {13) ABC; Petry; 2

» WSAZ-TV (3) NBC; Katz; eeo.zee
LS; $800

50
LL si..F
QAK ‘HILL {BECKLEY)f—

> WOAY-TV (4) ABC; Pearson; 357,230; $200
PARKERSBURG—

bwg]‘%P (15) NBC, ABC, CBS; Peawson; 41,700;

WHEELING (STEUBENVILLE, OHIO)—
> W%RF—T&I (7) NBC, ABC; Hollingbery; 312,500;

50
> WSTV§ (9) See Steubenville, Ohio
WLTV (51) 2/11/53 Unknown
WISCONSIN

EAU CLAIRE—
» WEAU-TV (13) NBC, ABC; Hollingbery; 122.-
560; $200

GREEN BAY—
» WBAY-TV (2) CBS; Weed; 247,000; $500
» WFRV-TV (5) ABC, CBS; Headley-Reed; 239.-

»> WMBV-T%?O(H) See Marinette

LA CROSSE—

» WKBT (8) CBS, NBC, ABC; H-R; 110.000; $360
MADISON—

» WHA-TV (*21)

» WISC-TV (3) Peters, Grifin, Woodward;
>WKOW TV (27) CBS; Headley-Reed; 127 50

» WMTV (33) ABC, NBC; Bolling 140,000; $280

MARINETTE (GREEN BAY)—
>W1;‘I§0V-TV (I1) NBC, ABC; Venard; 220,826;
2:

MILWAUKEE—
» WISN-TV (12) ABC; Petry; 700,000; N, LF, LS;

$80
bWsls’Io‘Io—TV (6) Branham; 700,000; N, LL, LF, LS;

» WTMJ-TV (4) NBC Harrington, Ri%hter &
Parsons; 781,222; LL, LF, LS;
» WXIX (19) CBS, CBS Spot Sls.; 371 000 N; $800
WFOX-TV (31) 5/4/55- Unknown
Milwaukee Board of Vocational & Adult Educa-
cation (*10) 6/6/56-Unknown
WCAN-TV (25) See footnote
SUPERIOR {DULUTH, MINN.}—

» WDSM-TV (6) NBC: Peters, Griffin, Wood-
ward; 127,800; $400

» KDAL-TV (3) See Duluth, Minn,

WAUSAU—
» WSAU-TV (7) CBS, NEC, (ABC per program
basis) ; Meeker; 93 100; $250
WHITEFISH BAY—
» WITI-TV (6) See Milwaukee
WYOMING
CHEYENNE—
» XKFBC-TV (5) CBS, ABC, NBC; Hollingbery;
70,972; $150
ALASKA
ANCHORAGET—
» KENI-TV (2) ABC, NBC; Fletcher, Day: 23,000;

$1 “
PK;I‘l’ga‘L (11) CBS; Alaska Radio-Tv Sls.; 23,000;

FAIRBANKST—
» KFAR-TV (2) NBC, ABC; Fletcher, Day; 8,600;

3150
ng‘lgg (11) CBS; Alaska Radlo-Tv Sls.; 8,600;

JUNEAUT—

ng:')Y-TV (8) CBS: Alaska Radio-Tv Sls.; 2,500
GUAM

AGANAT—

KH&M—TV (8) 3/28/56-August; NBC; Young;

HAWAI

HILOT—
DKIHulBC-TV (9) (Satellite of KGMB-TV Hono-
u)

HONOLULUf—
» KGMB-TV (9) CBS; Peters, Griffin, Woodward;
94,982 (Includes Hilo and Watluku satellites):

$300
» KONA (2) NBC; NBC Spot Sls.; 91,782 (plus
Wailuku satellite); $405
» KULA-TV (4) ABC; Young; 90,246; $135
WAILUKUT—
» KMAU (3) (Satellite of KGMB-TV Honolulu)
I-Kgng -TV (12) (Satellite of KONA Honolulu);

PUERTO RICO
CAGUAST—
WSUR-TV (11) 4/25/56-Unknown

MAYAGUEZ}—
bws?gloA-TV {5) CBS, ABC, NBC; Young; 26,000;

PONCEf—
WKEBM-TV (9) §/3/56-Unknown
SAN JUAN}—
» WAPA-TV (4) ABC, NBC; Caribbean Net-
works; 100,000; $133
bWIgAQ-TV (2) CBS; Inter-American; 104,778;

WIPR-TV (*6) 2/2/55-December

CANADA
BARRIE, ONT.—
» CKVR-TV (3) Mulvihill, Canadian Ltd.; 36,870
BRANDON, MAN.}—
bC%%{o-TV (5) CBC: All-Canada, Weed; 13,288;

CALGARY, ALTA—

» CHCT-TV (2) CBC ABC, CBS, NBC; All-Can-
ada, Weed; ; $260

EDMONTON, AI.TA 1'— '

»> CFRN T\; {3) CBC; Radio Rep., Young, Oakes;

HAI.IFAX N. 5.F— '

- CBHT (3) CBC, CBS; 26,000; $220

HAMILTON, ONT.—

» CHCH-TV (11) CBC; All-Canada. Young; 484,-
196; $450

KINGSTON, ONT.—

» CKWS-TV (11) CBC; All-Canada; 55,000; $250

KITCHENER, ONT.—

» CKCO- TV (13)
311,213; $400

LETHBRIDGE, ALTA.—

l»C.E_é%-TV (7) CBC; All-Canada, Weed; 10,000;

LONDON, ONT.— *

» CFPL-TV (1) CBC, ABC,
Canada, Weed; 109,920; $370

MONCTON, N. B.—

> CKCW-TV (2) CBC; Young, Stovin; 32,000; $200

MONTREAL, QUE.—

» CBFT (2) CBC French; CBC; 337,000; 3900

» CBMT (6) CBC, NBC, ABC, CBS; 450,000; $690

NORTH BAY, ONT.—

» CKGN-TV (10)

OTTAWA, ONT.—

»CBOFT (9) CBC; CBC; 42,000;

»CBOT (4) CBC; CBC; 79,600;

PETERBOROUGH, ONT.—

> cgsxzaza{-w (12) CBC; All-Canada, Weed; 31,000;

PORT ARTHUR, ONT.7—
PCE‘E‘S.-TV (2) CBC; All-Canada, Weed;

QUEBEC CITY, QUE.—
> Cg‘aglarl-w (4) CBC; Hardy, Hunt, Weed; 30.000;

REGINA, SASK.T—
DCI;Z%(-TV (2) CBC; All-Canada, Weed;

CBC; Hardy, Hunt, Weed:

CBS, NBC; All-

15,000;

31,000;

RIMOUSKI, QUE.F—

» CIBR-TV (3) CBC; Stovin, Young; 30,000; $200

ST. JOHN, N. B.f—

bCI—ISJTV {4) CBC; All-Canada, Weed; 62550
(including U. S.): $250

§T. JOHN'S, NFLD.—

» CJON- TV (6) CBC, CBS, NBC, ABC; All-Can~
ada, Weed;- 16,000% $200

SASKATOON, SASK.T—

DCFQC-TV (8) CBC, ABC, CBS NBC; Radio
Ren.; 30,000, $230

SAULT STE. MARIE, ONT.—

I—Cﬁ%-TV (2) CBC; All-Canada, Weed; 14,000;

SUDBURY, ONT.—

» CKSO-TV (5) CBC, ABC, CBS, NEC; All-Can-
ada. Weed; 19,590; $220

SYDNEY, N. 51'—

bCJé‘.’B-'I'V (4) CBC; All-Canada, Weed. 46,690;

TIMMINS, ONT.—

» CFCL-TV (6) Renaud, McGillvra

TORONTO, ONT.—

> C?QLS('}‘ (9) CBC, ABC, CBS, NBC; CBC; 440,000;

VANCOUVER, B. C.f—

» CBUT (2) CBC; CBC: 142,000; $500

WINDSOR, ONT. (DETROIT, MICH.)—

» CKLW-TV (9) CBC; Young; 1,588,000; $450
WINGHAM, ONT.—

> CKzl:)lox-TV {(8) CBS; All-Canada, Young; Ti,240;

WINNIPEG, MAN.}—
» CBWT (4) CBC; CBC; 69.000; $320

MEXICO

JUAREZT (EL PASO, TEX,)—
» XEJ-TV (5) National Times Sales; Oakes; 69,

TIJUANA# {SAN DIEGO)—
» XETV (6 ) ABC; Weed; 324,558; $700

The following stations have suspended reégular
operations but have not turned in CP's;: KBID=-
TV Fresno, Calif.; WPFA-TV Pensacola, Fla.;
WATL-TV Atlanta, Ga.; WOKA (TV) Macon, Gn.,
WRAY-TV Princeton, Ind.; KGIV {(TV) Des
Moines, Jowa; WKLO~TV Louisville, Ky.; WWOR-
TV Worcester, Mass.; WLAM-TV Lewiston, Me.;
WFTV Duluth, Minn.; WCOC-TV Meridian, Miss.;
WFPG-TV Atlantic City, N, J.; WRTV (TV) As-
bury Park, N. J.; WICA-TV Ashtab Ohio;
WGVL (TV) Greenvme, 8. C.; WQMC (TV) Char-

N. C.; WIFE (TV) Dayton, Ohio; KTVQ
(TV) Oklahoma City, Okla.; KCEB (TV) Tulsa,
Okla.; WFMZ-TV Allentown, Pa.; WLBR-TV
Lebanon, Pa.; WKST-TV New Castle, Pa.; WEJF~
TV Pittsburgh, Pa.; WEEU-TV Reading, Pa.;
WNET (TV) Providence, R. I.; ENUZ-TV Hous-
ton, Tex.; WBTM-TV Danville, va.; WACH-TV
Newport News, Va.;, WKNA-TV Charleston, W.
Va.; WIPB-TV Falrmont, W. Va.; WCAN-TV
Milwaukee; WIRK-TV W, Palm Beach, Fla.;
WTAO-TV Cambridge, Mass.; KEDD (TV) Wich-
ita. Kans.; WIVU (TV) Scranton, Pa.
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AMERICAN RESEARCH BUREAU
March, 1956 Report
GRAND RAPIDS-KALAMAZOO

Number of Quarter Hours
with Higher Rotings

MONDAY THRU FRIDAY WIKC-TV Station B
8am.- 6p.m. 136 61
6pm. -11 p.m. 87 13

SATURDAY AND SUNDAY
10a.m.-11 p.m.

NQTE: Survey based on sampling in the following
proportions — Grand Rapids {44.7°%}), Kalamazoo
(19.7%), Battle Creek (18.2%), Muskegon-Muskegon
Heights (17.4%).

MARCH ARB TOP TWENTY ALL ON WKZO-TV
Pregram Rating
1. 1've Got A Secret 56.7
2. Wyatt Earp 55.9 L
3. Disneyland 55.8 MICHIGAN
4. | Love Lucy 55.4 « MUSKEGON ’
5. Ed Sullivan 53.4
6. Godfrey & Friends 52.6 GRAND
7. The Millionaire 52.2 GRAND HAVEN h {e
8. Name That Tune 49.6 RAPIDS
”9). go:.fre;'s sulem Scouts ::; .HOLLANID !
. Robin Hoo ;
11. Mama 46.4 ~ Y I.ANSINE
12. Burns and Allen 45.4
13. Sgt. Preston of the Yukon 45.4 "
14. $64,000 Question 45.2 s T
15 Climax 45.1 SOUTH HAVEN * BATILE CREEK
16. December Bride 44.0 7 « | ® KALAMAZOO # JACKSON
17. Mobile Theatre 43.5 pENTON HARBOR PAW PAW
18. Honeymooners A
19. Rin Tin Tin 42.5 3T JOSERH,
20. Lone Ranger 42.3

+ SOUTH BEND |
“{ + ELKHART

* MISHAWAKA

OHIO

FORT WAYNE

INDIANA

WKZO-TV (Channel 3) has 100,000 watis of pawer—1000-foo!
tower —offers you 600,000 families within its grade B coverage
area’

So more than ever, WKZ0-TV can put you over the top in
sules in Western Michigan!

100,000 WATTS ¢ CHANNEL 3 @ 1000’ TOWER
Fhe L%{;ez Slaliorns

WKZO.TY — GRAND RAPIDS-KALAMAZOO ]
WKZO RADIO — KALAMAZOO.BATTLE CREEK
WJEF RADIO — GRAND RAPIDS
WJEF-FM .— GRAND RAPIDS-KALAMAZOO Q
KOLN.TY — LINCOLN, NEBRASKA

Associated with
WMBD RADIO — PECRIA, ILLINOIS

Kalamazoo-Grand Rapids and Greater Western Michigan
Avery-Knodel, Inc., Exclusive National Representatives
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TEXT OF FCC REPORT & ORDER
ON TELEVISION ALLOCATIONS

FCC 56-587
33117
Before the
FEDERAL COMMUNICATIONS
COMMISSION
Washington 25, D. C.
In the Matter of ‘
émend_m;naof Part 3 c:jf the Docket
ommission’s Rules an No. 11532

Regulations Governing
Television Broadcast Stations.

REPORT AND ORDER

By the Commission: Commissioners Hyde, Web-
ster, Bartley, and Mack concurring and
issuing statements; Commissioner Doerfer
dissenting and issuing a statement.

1. Prior to Nov. 10, 1955, when this pro-
ceeding was initiated (Notice of Proposed Rule
Making, FCC 55-1124), television broadcasters
and other elements of the television industry
had submitted numerous suggestions and, in
some cases, formal petitions for revisions of
the television allocation plan.

2, The scope of these proposals and the
methods employed varied widely. They ranged
from channel reassignments affecting a single
city to major revisions affecting the entire
country. The methods included such diverse and
mutually inconsistent approaches as conversion
to an all vhf system, conversion to an all uhf
system, and continued use of both bands under
a wide variety of proposals. Some of the latter
envisaged the more or less extensive increase of
the number of vhf channel assignments through
the use of new vhf channels, the use of the
present 12 vhf channels under reduced spacings,
or both. Others contemplated the elimination
or transfer elsewhere of vhf commercial chan-
nels and the substitution, locally, of uhf chan-
pels. Some proposals were based on the revision
of the existing engineering standards and poli-
cies, notably with respect to minimum spacings,
maximum antenna heights and powers, the
directionalizing of antennas, and the use of
cross polarization. Other proposals advocated
the maintenance of present standards. In short,
the Commission was called upon to consider an
extensive array of widely differing remedies for
the difficulties which had hindered the further
expansion of the nation’s television service and
the fuller achievement of the objectives of the
Sixth Report and Order.

3. Briefly stated, those objectives were to
encourage the development of a nationwide,
competitive television system in which:

(a) All areas would have at least one service;

(b) The largest possible number of communi-
ties would have at least one local tele-
vision station; and

(c) Multiple services would be available in
as many communities and areas as possi-
ble to provide adequate program choice
to the public and encourage the develop-
ment of competition—among broadcast-
ers, networks and other elements of the
industry.

4. Among these three basic objectives, the
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(See story, this issue)

greatest progress has been made in achieving the
first. It is estimated that over 90% of the
population ¢an receive service from at least one
television station. Less progress has been real-
ized toward achievement of the second objec-
tive. Of the 1,260 communities to which at least
one television channel is assigned, fewer than
300 have one or more stations on the air. As for
the third objective, approximately 75% of the
population receive service from two or more
television stations. Slightly over 100 communi-
ties have two or rhore television stations in
operation, as compared with 348 communities
to which two or more television channels are
assigned.

5. The foregoing reflects substantial progress
during the four years which have elapsed since
the present television allocation plan and en-
gineering standards were adopted. Serious prob-
lems have arisen, however, which are impeding
the continued expansion of the nation’s televi-
sion services. There is general agreement on the
sources of these problems. In brief, they are:

(a) The limitation to 12 channels in the vhf

band; and

(b) Difficulties which have been experienced

in achieving fuller utilization of the 70

uhf channels. These difficulties have

been ascribed chiefly to:

(1) The large numbers of vhi-only re-
ceivers in use and the high propor-
tion of vhf-only receivers which con-
tinue to be manufactured.
Performance deficiencies of uhf
transmitting and receiving equip-
ment during the initial 4-year period
of the utilization of uhf for televi-
sion broadcasting.

The consequent preference of pro-
gram and revenue sources for vhf
outlets.

§. While some of the numerous suggestions,
proposals and petitions before the Commission
last November appeared to merit consideration,
none was sufficiently free from disadvantage
and difficulty to warrant adoption without exten-
sive study and evaluation. Therefore this pro-
ceeding was initiated on Nov, 10, 1955, to pro-
vide an orderly basis for examining and compar-
ing the proposals and comments of all interested
parties. Because the problems were nationwide
in scope, and because widely divergent ap-
proaches to their solution required evaluation
initially on a broad, nationwide basis, the Com-
mission stated, in its Notice of Proposed Rule
Making, that it would be premature at the out-
set to consider proposals whose scope was
limited to action affecting only single communi-
ties or local areas.

7. Accordingly, the Commission requested
the submission of proposals and comments re-
lating to overall solutions on a broad, nation-
wide basis. At the same time the Commission
terminated five rule making proceedings which
had been initiated earlier on petitions for the
deintermixture of five individual communities
{Report and Order, Nov. 10, 1955, Dockets
11238, 11333, 11334, 11335 and 11336, FCC
55-1125), and denied a number of other similar

(2)

(3)

petitions on which rule making had not been
initiated (Memorandum Opinion and Order,
Nov. 10, 1955, FCC 55-1126).

8. Aided by the proposals, comments and data
submitted in this proceeding, the Commission
has now had an opportunity to examine and
compare the different basic approaches which
are advocated by members of the television in-
dustry. The material filed has been painstak-
ingly studied and evaluated in the endeavor to
accomplish the object of the proceeding, which
was to reach a decision as to the basic lines on
which it would be in the public interest to revise
the nationwide television system, and thus pro-
vide a basis for determining the specific reassign-
ments which could usefully be made in indi-
vidual communities in conformity with the
nationwide policies adopted herein.

9. In evaluating the proposals before us it
has been necessary to recognize that, while
actions by this Commission determine the num-
bers of channels which are available for tele-
vision broadcasting, the extent to which they
are actually utilized depends upon the construc-
tion and operation of stations by qualified broad-
casters who are able and willing to enter this
field of private, free enterprise and to cope, as
entrepreneurs, with the conditions of the market-
place. The opportunity for profit is accom-
panied by the risk of loss. Whether broad-
cast operations yield one or the other is de-
pendent on economic and technical factors,
many of which are beyond the Commission’s
control. One important economic factor is
the high cost of the construction, operation and
programming of television stations as compared
with similar costs for radio stations. Because
of this, under the present economics of televi-
sion, fewer communities are able, at this stage,
to support television stations than can support
radio stations. Also, because of the dependence
of television stations on network and other na-
tionally distributed programming, the tech-
niques, developed over the years in the aural
broadcasting service, which enable numerous
radio stations to operate successfully with a high
proportion of local, non-network programming,
have not so far been developed to as great an
extent in the television field. This has meant
that both vhf and uhf stations which have not
been able to secure their principal programs
from a major network have found survival diffi-
cult, if not impossible. But since it has also
meant that the stations able to offer the largest
viewing audience in any given community will
normally secure the principal network affilia-
tions, many uhf stations which normally cannot
provide a viewing audience comparable to those
of their vhf competitors have been forced to
operate on a marginal or submarginal basis or
cease operation. o

10. Disparities which occur frequently be-
tween the audiences which vhf and uhf stations
are able to offer advertising program sponsors
and national spot advertisers have resulted from
the serious problem of receiver incompatibility
and from limitations which have been experi-
enced to date in the power of uhf transmitters
and in the sensitivity and selectivity of ubf
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receivers as well as the different propagation
characteristics of the uhf band.

11. While we are cognizant of the jurisdic-
tional and practical limitations which restrict the
extent to which the Commission can ameliorate
the foregoing economic and technical conditions,
we have endeavored to determine the realistic
possibilities for improvement through revision
of existing television allocations. It has become
apparent that the construction and successful
operation of a larger number of stations has
been impeded in numerous markets by the ab-
sence of a greater number of more nearly com-
petitive facilities, despite the need for and the
capacity of such markets to support a larger
number of television outlets. Accordingly, in
our evaluation of the numerous, diverse pro-
posals before us, and in our determination of
the course which in our judgment offers the
best possibilities for both the immediate and
long range expansion of the nation’s television
services, we have kept in mind the paramount
need for more competitive services.

Remedial Action Proposed by the Parties

12. Some of the proposals submitted under
this proceeding were based on the allocation of
additional vhf spectrum space to television
broadcasting and on the assignment of new vhf
channels which this would make possible. Before
this proceeding was initiated the Commission
had undertaken negotiations with the Office of
Defense Mobilization to ascertain whether any
of the vhf frequencies allocated to governmental
services might be made available for television
broadcasting. The Office of Defense ‘Mobiliza-
tion made a careful study of the matter but
concluded, in a report issued by that Cffice on
April 13, 1956, that “national security require-
ments and the needs of air navigation and air
communications preclude the release for non-
Government use of any of the very high fre-
quencies now utilized by the Federal Govern-
ment.,” Moreover, this Commission has con-
cluded that it would not be practicable to
obtain a significant number of additional vhf
channels using vhf frequencies under our con-
trol and now allocated to other services. In
these circumstances, the proposals looking
toward revision of the allocation plan on the
basis of additional vhf channels must now be
rejected. Moreover, the fact that additional
vhf frequencies cannot be made available for
television broadcasting precludes revision of the
allocation plan looking toward an all-vhf tele-
vision system. As the Commission has recog-
nized from the outset, and has frequently re-
affirmed, the 12 vhf channels alone are not
adequate to make possible sufficient outlets for
a fully competitive television system,

13, Other proposals before the Commission
are based on the widespread use of additional
vhf assignments, particularly in the larger
markets, using the 12 vhf channels now avail-
able, but at spacings substantially shorter than
the present minimum spacings. While this
method appears to offer limited possibilities for
meeting present needs for more stations in some
areas, careful analysis of these proposals dis-
closes difficulties which raise very serious doubt
that this method would adequately serve our
long range objectives. Vhf stations at sub-
standard spacings would reduce the service areas
of existing vhf stations and create new interfer-
ence areas within which satisfactory signals
might not be received either from existing sta-
tions or from the new stations. Cur studies dis-
close that, unless the existing minimum spacings
were reduced very substantially, the number of
additional outlets which could be provided over
the country by this method would be very
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limited. Thus, in order to permit the construc-
tion of a significant number of new vhf stations,
it would be necessary to make very substantial
in-roads in the service areas of existing stations.
We recognize, as urged by parties to this pro-
ceeding, that the interference problems might be
limited to some extent by requiring the
“squeezed-in” stations to employ lower heights
and powers and directional antennas, and by
the use of cross polarization. But we do not
believe that the creation of numerous small vhf
stations with very limited service areas would
further the objectives of our nationwide tele-
vision system. Similar proposals were submitted
to the Commission when the present television
allocation plan was under consideration. They
were rejected, for reasons set out in the Sixth
Report and COrder (Paragraphs 136, et seqg.). In
our opinion those reasons remain essentially
valid today. There is little likelihood, more-
over, that even with the maximum possible
utilization of vhf “squeeze-ins,” assignments
could be made available in sufficient numbers
to accommeodate the maximum number of tele-
vision stations for which it may be expected
there will eventually be economic support in
the United States. Yet it is clear that the wide-
spread use of new vhf assignments at sub-
standard spacings would discourage the build-
ing of additional uhf stations, and in many in-
stances would reduce the opportunities for
successful operation of uhf stations now on the
air. Thus in most of the larger markets the as-
signment of a vhf station at sub-standard spac-
ings would operate to place an artificial ceiling
on the number of stations which could event-
ually be established. For all of these reasons
we have been unable to find that the addition of
new vhf assignments at sub-standard spacings
would serve the public interest, For reasons
which are discussed later, we believe, however,
that it may be desirable to relax the present
rules concerning minimum assignment separa-
tions to the extent necessary to permit the
assignment of additional channels which do not
meet the separation from the new city, provided
all separations will be met from the new trans-
mitter on these channels.

14. Some of the proposals before us advocate
the deintermixture of vhf and uhf channel as-
signments in order to more nearly equalize com-
petitive opportunities in individual markets
while at the same time utilizing both the vhf
and uhf bands in the nationwide television
system. Citing competitive difficulties of uhf
broadcasters, particularly in markets which are
served by two or more satisfactory vhf signals,
the proponents of deintermixture have advocated
the elimination of some or all of the vhf channel
assignments in designated cities. It is contended
that this would improve the opportunities of the
local uhf broadcasters to obtain, or in some
cases to retain sufficient network programming
and national advertising revenue to support suc-
cessful station operation which, it is alleged,
would be impossible for a good many uhf sta-
tions obliged to compete with two or more vhf
broadcasters. The deintermixture proposals
also envisage, at least in some instances, the
transfer of some vhf channels to other cities
where they could be used to increase the number
of local vhf services. Thus, deintermixture has
the dual aspect of reducing or eliminating vhf
assignments in some communities and of in-
creasing the number of vhf assignments in
others.

15. It does not appear, however, that dein-
termixture at this stage would be practicable in
a sufficient number of communities representing
a sufficiently large segment of the total popula-
tion to provide significantly enhanced oppor-

tunities for the fuller utilization of the uhf
channels on a nationwide basis. We believe that
in some types of situations, which are discussed
later, deintermixture merits careful considera-
tion as a means of increasing the opportunity
for effective competition among a greater num-
ber of stations in certain individual areas. Most
of the deintermixture proposals® have been con-
fined to communities where uhf stations com-
menced operating before the advent of one,
and in some cases before the advent of a second
vhf service, and where a high percentage of re-
ceivers in the hands of the local residents can
receive uhf signals. There are serious obstacles
to a more extensive nationwide program of de-
intermixture at this stage. Thus there is little
support for the elimination of vhf assignments
in areas with little uhf set saturation. In other
instances the elimination of local vhf channel
assignments would not accomplish effective
deintermixture owing to the local reception from
vhf stations located in neighboring communities.
In still other cases the elimination of local vhf
assignments would be impracticable at this
stage owing to the fact that substantial “white
areas” would be created. It seems doubtful for
these reasons that.the elimination of vhf chan-
nel assignments would be practicable at this
stage in a sufficient number of communities to
encourage significantly increased nationwide use
of the uhf band. Nor would this technique alone
satisfy the need for increasing the number of
outlets in many markets, both large and small,
which are at present inadequately served, and
which accordingly offer only limited opportuni-
ties for competition among stations, among net-
works, and among other programs and revenue
sources. )

16. Because deintermixture, alone, cannot
solve the entire problem, we have found it nec-
essary to consider additional means for making
possible the full utilization of the uhf band for
television broadcasting. As early as 1945°, recog-
nizing the inadequacy of 13 vhf channels for a
fully developed nationwide television system,
Commission policy has looked toward the exten-
sive use of the uhf band for television broad-
casting. The expectation that ultimately the
major part of television broadcasting would be
carried on in the uhf band was implicit in the
allocation, in the Sixth Report and Order, of
70 uhf channels to supplement 12 previously
available vhf channels. But so far this expecta-
tion has not been realized owing to difficulties
which none of the proposals already discussed
can sufficiently overcome. Cne of the pro-
posals whose consideration has been recom-
mended in this proceeding and has been advo-
cated in the past by industry representatives in
submisssions to the Commission and to Con-
gress, should be examined. That is the proposal
to shift all television broadcasting in the United
States, or in a substantial portion of the country,
to the ultra-high frequency band.

17. Although it would be premature at this
stage for the Commission to adopt final con-
clusions concerning the feasibility of trans-
ferring television to the uhf band throughout
the United States, or, alternatively, in a major
portion of the country, we believe that our effort
to find a solution to the nationwide television
allocation problem should not be concluded
without a careful and thorough exploration of
this approach. Another major consideration is
involved. As discussed later in more detail,

* A petition filed on A;grll 18, 1955, by Mr. Albert
J, Balusek of San Antonio, Tex., progfosed that
the Commission deintermix uhf and vhf channel
ssignments in_all communities throughout the
United States. We are obliged to deny this petli-
tion for the reasons set cut in paragraph 15,
3 Report of Allocations from 25,000 kc to 30,000,-
000 ke, May 25, 1945, Docket No. 6651.
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there are growing indications that the needs of
other services for additional spectrum space are
increasing rapidly. The fact that the lower part
of the vhf spectrum seems well suited to their
needs indicates the likelihood that it will be
possible to make effective use of the vhf fre-
quencies now allocated to television, for other
non-broadcast services.

18. If suitable means could be found 10
overcome the difficulties inherent in so major
a frequency reallocation as moving television
to uhf, and if uhf could be sufficiently developed
to permit the elimination of vhf channels with-
out loss of service, a number of basic advantages
would result. All stations would be able to
compete on a much more nearly comparable
basis technically, since there is much less dis-
parity between the lower and upper uhf channels
than between the vhf and uhf television chan-
nels. Thus the coverage of competing stations
would be much more comparable than at
present, and competitive opportunities among
broadcasters, among networks and among other
program and revenue sources would be con-
siderably enhanced. It may be expected that
this would encourage the building of numerous
additional stations which would bring a first
Iocal service to some communities and much
needed additional services in others. These
achievements would be aided by the fact that
broadcasting in a single band would, after a
suitable transition period, eliminate the crucial
problem of receiver incompatibility. As com-
pared with alternative solutions which have
been considered, the use of the uhf band exclu-
sively would raise the ceiling of the maximum
number -of television stations which could
eventually be built and successfully operated.
And, as stated above, after the discontinuance
of vhf television broadcasting, additional vhf
frequencies would be made available to meet
the growing needs of other services for vhf
spectrum space.

19. Before it would be possible, however,
to achieve these impressive advantages it woald
be necessary to find solutions for numerous
problems which a transition to all uhf television
would involve. These problems fall into severai
major groups. The first group relates to the
technical transmission and reception potentiali~
ties of uhf. It will be necessary to ascertain
the extent to which uhf transmission and recep-
tion can be improved, in order to make a
realistic determination as to whether conversion
to all-uhf television throughout the United
States or in a major portion of the country
would or would not result in the loss of services
available now or potentially available with the
use of vhf channels. In order to ascertain the
capacity of uhf transmitting and receiving equip-
ment to render satisfactory service without the
concurrent use of the vhf band for television
broadcasting, the Commission believes that a
program of expedited research and develop-
ment should be launched without delay with the
object of achieving the maximum possible in-
crease in the range of, and the reduction of the
shadow areas of uhf stations. This research and
development program should be concentrated
on:
(a) Uhf transmitters, with emphasis on in-
creased transmitting power and the
feasibility of the use of such techniques
as uhf boosters and satellites.

Receivers and receiving antennas, with
the object of increasing the sensitivity
of and reducing the noise factors of re-
ceivers; and improving their selectivity
in order to permit the reassignment of
uhf channels with a minimum number
of restrictions on station separations.

20. The Commission will cooperate fully with

(b)
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all interested groups in organizing the orderly
conduct of the foregoing research and develop-
ment program. While it would be premature
to anticipate the results of this program, the
Commission believes that considerable encour-
agement is offered by recent notable advances
in increasing the power of uhf transmitters and
in tubes for improving the characteristics of uhf
receivers. Notwithstanding the disadvantages
frequently associated with uhf broadcasting
there are some respects in which the uhf band
is superior to the vhf channels allocated 10
television. Uhf reception, for one thing, is freer
than vhf from interference caused by local noise
generators such as ignition systems, electrical
appliances and switches, and is less susceptible
to interference due to multipath reflections.
Also, if future developments result in the pro-
duction of single-band uhf receivers they could
be simpler in design, less costly, and more
efficient than present vhf-only or combination
uhf-vhf receivers, owing to the fact that the
ratio between the top and bottom uhf television
frequencies is smaller than between the top and
bottom vhf frequencies now allocated to televi-
sion. The Commission believes, therefore, that
despite disappointments that have been experi-
enced during this initial four-year period of de-
velopment of uhf transmitting and receiving
equipment, it would be erroneous to base our
policies on an assumption that uhf transmission
and reception is not susceptible of significant
improvement. On the other hand, additional
facts and data are needed in order to make a
sound determination as to whether the fullest
possible exploitation of uhf's technical poten-
tialities will enable uhf to render a service wiich
will justify elimination of vhf broadcasting in a
major part or throughout the United States.

21. The answer to this question will not de-
pend on whether all the disparities between uhf
and vhf transmission and reception can be com-
pletely eliminated. We recognize that some
differences inhere in the essential characteristics
of the two frequency bands and that it may
never be possible to eliminate them entirely.
The problem is not, however, whether these dis-
parities can be totally eliminated, but whether
uhf transmission and reception can be perfected
sufficiently to enable an all uhf system to render
service to the public at least as good as or
better than the service that can be provided to
the public under the present system. It may very
well be that owing to the opportunities which
a one band system with 70 channels will open
up for increased competition, and for the con-
struction and operation of a greater number of
stations and successful operation of more net-
works and other program sources, a one band
system would permit more communities to have
local service and would provide a larger number
of multiple services to a greater portion of the
population than would be possible with the com-
bined use of the uhf and vhf bands. This may
be possible despite certain advantages in the use
of vhf frequencies for television broadcasting.
The critical factor is that there is an inadequate
number of these frequencies, and the use of the
12 vhf channels has discouraged the utilization
of more than a fraction of the uhf assignments
which were made available for television broad-
casting in 1952.

22. When we learn the results of the sug-
gested program of uhf research and develop-
ment, we will be better able to ascertain the
full practical capabilities of uhf. On that basis
we will then be able to evaluate uhf's capacity
to supplant vhf broadcasting without loss of
service. We will also be in a better position
to determine whether uhf alone would render
adequate service throughout the country, or

whether it would be necessary to confine all-uhf
television to areas, such as east of the Mississippi
River, where owing to the greater population
density, and the larger number of cities able to
support stations, service areas need not be as
large as in the less densely populated areas to
the west.

23, The second major group of problems in-
volved in an all-uhf television system concerns
the need to establish methods and timing for
transition from the present system which will
minimize cost and dislocation to the public and
to the television industry. It would appear that
a transition period would have to be sufficiently
long to cover the useful life of vhf-only re-
ceivers in the hands of the public, and to permit
the amortization, over a reasonable period, of
vhf transmitting equipment whose use would be
discontinued when vhf broadcasting would be
terminated in designated portions of the United
States. One method which may merit considera-
tion is to require vhf stations to broadcast simul-
taneously on uhf channels during all or some
part of the transition period. It would seem
probable that if it should be decided to go to
an all-uhf system, the announcement of a deci-
sion that vhf broadcasting would be discontinued
on a fixed future date, coupled with interim
simultaneous uhf broadcasting by vhf stations,
would lay the necessary basis for discontinuance
of the manufacture of vhf-only receivers.

24. The problem of getting uhf-equipped
sets into the hands of the public is not, how-
ever, subject to complete control, under existing
law, by either the Commission or the industry.
For even if it were to be determined that on a
mass production basis improved all-channel sets
can be developed at only a moderate cost differ-
ential from vhf-only sets, the forces of price
competition in the industry are such as to
magnify the effects of such slight differentials
and in the absence of some additional spur or
protection, to have the cheaper, less-complete
set drive out the all-channel sets. Any private
agreement among manufacturers to manufacture
only uhf-equipped sets would run the risk of
violating the anti-trust laws. And in view of this
fact, and the public’s reluctance to spend addi-
tional sums in anticipation of future develop-
ments in the television art, we believe it may be
essential for the Congress, contemporaneously
without explorations of the techmnical problems
of uhf operation, to examine the advisability of
legislation to relieve the situation. Such legisla-
tion might take the form of special tax relief,
such as that already suggested, to equate all-
channel receiver costs with those of vhf-ouly
sets, or perhaps more drastic remedies such as
the prohibition of the shipment in interstate
commerce of other than uhf-equipped receivers
might be found to be necessary. We can make
no definite recommendations at this time as to
specific legislation; we do believe, however, that
this is an important facet of the overall problem
which cannot be overlooked.

25. For all the foregoing reasoms the Com-
mission is convinced that it should now under-
take a thorough, searching analysis of the possi-
bilities for improving and expanding the nation-
wide television system through thc exclusive use
of the uhf band throughout or in a major por-
tion of the United States. In order, however,
to lay the basis for the formulation of a definite
plan or proposal in a form suiiable for con-
sideration in a formal rule making proceeding,
it will be necessary first to obtain facts and
data relating to the basic problems, discussed in
paragraphs 19 through 24 concerning uhf's
capacity to provide a complete television service
without the concomitant use of vhf channels,
and the best means of effecting a transition to
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an all-uhf system. The Commission will wel-
come the submission of comments and data on
these problems by all interested parties, The
comments should refer to “FCC Inquiry Into
the Feasibility of Transferring Television Broad-
casting to the Uhf Band,” and should be sub-
mitted, in an original and 14 copies, by Oct. 1,
1956. The Commission will decide what further
proceedings will be appropriate after consider-
ing those comments.

26. Concerning the first group of problems
relating to the technical performance of uhf
transmitters and receivers we believe that it
will be necessary to achieve some progress with
the suggested program of research and develop-
ment before it will be useful to establish an
extensive record on these subjects. The Com-
mission will, however, accept any comments
which interested parties may feel it may be
useful to submit on this aspect of the matter
at this time. We will especially welcome com-
ments at this time concerning the most effective
methods for conducting and expediting this sug-
gested research and development program.

27. An additional group of problems con-
cerns the question of the most efficient utiliza-
tion of the vhf frequencies now allocated to
television broadcasting, taking into account both
the problems of television allocations and the
uses to which these frequencies might be put
by other services. It would be premature to
examine the latter uses in detail, at this stage,
since even assuming the successful disposition
of the technical problems of an all-uhf system,
developments in the interim may considerably
alter the present circumstances of the other
services. At the same time, it may be useful to
note briefly several developments which indicate
growing need of additional space in the vhf por-
tion of the spectrum for other services.

28. Recently there has been considerable de-
velopment of techniques employing ionospheric
scatter from point-to-point or fixed communica-
tions. It is in use outside the United States and
appears to offer possibilities for domestic use
and for international use between the United
States and other countries. The useful frequency
range is between about 30 and 60 mc. As the
sunspot cycle advances widespread interference
is caused to the mobile services which are now
using the same frequencies for domestic opera-
tion. Whether the use of ionospheric scatter
circuits is limited to foreign areas or in the event
that there will be domestic demands for this
service, the question is raised whether fre-
quencies in the range of 30 to 60 mc should be
set aside for this service within the next 5 to 10
years.

29. The conditions of use and the character-
istics of radio systems employed by the land
mobile services indicate that the lower vhf
spectrum may be well adapted to their needs.
Many of these services are related to trading
areas in much the same manner as the broadcast
service. Thus they have need for substantially
the same coverage areas. However, only the
base transmitting and receiving antennas can be
raised above rooftop and treetop levels, and in
general the base station uses lower antennas
and lesser powers than broadcast stations. The
governing factor, however, is the severely re-
stricted powers and antenna heights which are
available to mobile units. Only in exceptional
cases do they operate from clear sites, and it is
imperative that for longer ranges they have
frequencies suited to their needs. The lower
vhf frequencies are less affected by hills, sirue-
tures and vegetation. They also permit longer
mobile antennas and more sensitive raceivers.
These factors indicate the desirability of con-
sidering the allocation of lower vhf frequencies
to the land mobile services.

30. It is evident that the need and demand
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for more accommodation for land mobile serv-
ices has been increasing substantially in the re-
cent past and promises to increase further as
the industrial uses of radio continue to develop.
These factors raise basic questions concerning
spectrum allocation which go further than the
requirements of television broadcasting alone,
and which take into account the rising needs of
other services. Thus the question of the transfer
of television broadcasting to vhf has the dual
aspect of the possible improvement it may pro-
vide in the opportunity for achieving the goals
of the nationwide television system upon the
one hand and of accommodating expanding
needs and requirements of industry on the other.

Interim Action

31, There remains the problem of interim
action which should be taken pending resolution
of the long range problems already discussed.
Since some years would be required in any event
for the full implementation of an all-uhf system,
the Commission believes that steps should be
taken in the meantime to improve the oppor-
tunities for effective competition among a
greater number of stations. As already indi-
cated, a basic choice in many markets at this
time lies between the elimination of vhf channel
assignments to create improved opportunities for
uhf broadcasting and, alternatively, the assign-
ment of additional local vhf channels. Because
of the widely varying circumstances in indi-
vidual markets and the numerous factors which
bear on the choice of techniques in any indi-
vidual community or area, it is not possible to
formulate rigid criteria whose perfunctory appli-
cation to individual cases will automatically
indicate the course which would best serve the
public interest in each community during the
interim period. We have concluded, however,
after extensive review of all the proposals which
have been submitted to us for the elimination
or addition of commercial vhf assignments, that
the following considerations will have important
bearing on decisions in specific communities or
areas. In markets with one or more commercial
vhf assignments, the merits of proposals to elim-
inate a vhf commercial assignment would de-
pend to a large extent on such factors as:

1. Whether sighificant numbers of people
would lack service as a result of the elim-
ination of the vhf channel.

2. Whether one or more uhf stations are
operating in the area.

3. Whether a reasonably high proportion of
the sets in use can receive uhf signals.

4. Whether the terrain is reasonably favorable
for uhf coverage.

5. Whether, taking into account all the local
circumstances, the elimination of a vhf
channel would be consistent with the ob-
jective of improving the opportunities for
effective competition among a greater
number of stations.

The desirability of assigning a first vhf chan-
nel or of adding an additional vhf channel would
depend principally upon:

1. Whether it is possible to locate the new
transmitter so as to meet minimum trans-
mitter spacings.

2. Whether, in cases where it is necessary
to move the channel from another city,
there is greater need for the channel in the
area to which it is proposed to be assigned.

3. Whether the addition of a new vhf assign-
ment would be consistent with the objec-
tive of improving the opportunities for
effective competition among a greater
number of stations.

32. In appropriate instances it may be de-
sirable, in order to attain the objectives stated
in the preceding paragraph, to add an additional
vhf assignment which meets all requirements of
the present rules with the exception that the

minimum spacing from the city where the new
assignment is proposed would not be met. It
would be feasible, however, in these instances,
by appropriate location of the new transmitter,
to meet all transmitter spacing requirements.
Since it is the spacing from the transmitter that
is critical, we believe, that it will be in the public
interest to relax the present rules in order to
permit new assignments that can be utilized
within reasonable distance from the city in con-
formity with the minimum transmitter spacing
requirement. In this way additional service can
be provided without departing from the en-
gineering standards.

Implementation of Interim Revisions
of the Table of Assignments

33. This proceeding has served the purpose
for which it was instituted, i.e., determination
of the basic lines on which revisions of the
existing television allocation plan should be
considered. It can therefore now be terminated.
We announced in the Notice of Proposed Rule
Making adopted on Nov. 10, 1955, that after
this determination had been made we would
proceed to the consideration of proposals for
such channel reassignments as might be made
in conformity with the general policies adopted
herein.

34. Accordingly, we are adopting today a
number of Notices of Proposed Rule Making in
which we will consider a series of proposed
channel reassignments which appear to merit
consideration in conformity with the objectives
outlined in this Report and Order. For ex-
ample, in a number of communities, including
Madison* and Elmira*, we are proposing to
delete a vhf channel or reserve it for educa-
tional use. It appears on the basis of the facts
before us that such action offers reasonable
prospect for improving the opportunities for
effective competition among a greater number
of stations in these areas. In other communities,
such as Fresno** and Peoria**, we are propos-
ing to shift vhf channels to other communities,
which would have the added advantage of
making additional comparable facilities avail-
able in vhf markets. In several other areas,
such as New Orleans*** and Albany***, it
appears that similar objectives can be achieved
by deleting or shifting one of the two vhf chan-
nels assigned in the area.

35. In communities such as Charleston and
Duluth-Superior, which have two vhf channels
assigned and no uhf stations in operation, we
find that it is possible to add a third vhf channel
by “drop-in” or by shifting an unused educa-
tional assignment for which there appears to be
no realistic prospect of early use. In Miami***%*,
which already has three commercial vhf assign-
ments, we are proposing to add a fourth which
it appears can be accomplished in accordance
with minimum transmitter spacing requirements.
We believe this course of action is more
meritorious than deletion of two or all vhf
channels from Miami, as some petitioners and
parties to this proceeding have proposed. Where
a fourth vhf channel can be employed without
violating our engineering standards, deletion of
vhf channels would not appear to be warranted.

36. In some markets such as Toledo, where
there are only two commercial vhf assignments
and no uhf stations operating, we find that
despite the apparent capacity of such markets
to support additional stations, it is not possible

* Chairman McConnaughey and CoOmmissioners
Doerfer and Mack dissented from this proposed
rule making.

** Commissioners Doerfer and Mack dissented
from this proposed rule making.

sos Chairman McConnaughey and Commissioners
Doerfer and Mack dissented from this proposed
rule making. Commissioners Webster, Bartley
and Lee concurring but would propose the dele-
tion of ch. & also.

ss4¢ Commissioners Webster and Mack dissented
from this proposed rule making.
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to assign an additional vhf channel because there
are none available which would meet minimum
transmitter spacings. Nor would it be prac-
ticable to encourage the expansion of local
services on locally assigned uhf channels by
eliminating a local vhf assignment because, apart
from the absence of significant uhf conversion
in the area, the reception of signals from vhf
cities located elsewhere (in this case, Detroit)
would make it doubtful that effective deinter-
mixture could be achieved.

37. Parties interested in these proceedings will
have full opportunity to submit comments in
support of or in opposition to these proposals,
and to submit counterproposals. The propocals
put out for rule making at this time do not
cover all the amendments to the present Table
of Assignments which have been proposed in
petitions now before us. We will endeavor to
act on all petitions as rapidly as possible, includ-
ing those already before us which have not yet
been acted on and in those on which rule mak-
ing proceedings have been initiated but not yet
concluded, Parties desiring to file petitions for
additional or alternative amendments to the
Table of Assignments may do so,

38. In order to assist the Commission in
evaluating proposals for channel reassignments
which involve the removal of an existing vhf
assignment for which an application is on file
or a construction permit has been granted, it is
requested that the parties furnish data, in ac-
cordance with the procedure set out in para-
graphs 39 and 40, showing the service of all sta-
tions in the area involved.

39. As the Commission pointed out in the
Sixth Report and Order and other decuments,
there is no available means for predicting pre-
cisely the service areas of a specific television
station which will take into account time varia-
tions and variations in location, with particular
reference to uneven terrain. Propagation data
gathered since the Sixth Report and Order are
now available. These latest data, as analyzed
by the Commission’s staff and others, should be
used, since they improve somewhat the predic-
tions which can now be made in the average
case. The new data and methods for employing
them are set out in Appendix A attached to this
Report and Order,

40. The data supplied should be based on the
following assumptions:

(1) In computing coverage, stations should
be assumed to be operating with max-
imum power at 1000 ft. above average
terrain, with the transmitter located in
the center of the principal community,
except where the minimum transmitter
separations proposed require transmitter
location elsewhere.

1000 ft. antenna height above average
terrain should be used for all pertinent
directions,

Service should be drawn for the limit
of the Grade B contour as limited by
noise or interference, as the case may be.
The extent of Grade B service should be
computed in accordance with the tables
set out in Appendix A.

Only co-channel interference need be
considered.

Simple station method of interference
should be employed, i.e., the station caus-
ing the greatest penetration is assumed
to mask the interference of other stations.
In computing interference or service, all
stations presently on the air or author-
ized, and pending applications, should be
taken into account, whether uhf or vhi.
However, where a station that is not
vet operating is considered, this fact
should be indicated.

If the parties desire, data based on other

(2)

(3)

(4)

(5)

(6)

)]
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assumptions may be submitted in addition to the
foregoing.

41. In a Notice of Proposed Rule Making
adopted June 22, 1955 (Docket No. 11433,
FCC 55-705), the Commission requested com-
ments on a proposal to raise the maximum
power of uhf television stations from 1,000 kw
to 5,000 kw, and to substitute new curves in
Figures 3 and 4 of Section 3.699 of the Rules
governing reduction of power for antenna
heights exceeding 2000 ft. In a Further Report
and Order adopted on Dec. 14, 1955, the fore-
going rule making proceeding was incorporated
as part of the general television allocation pro-
ceeding under Docket No. 11532, and the pro-
posal is accordingly before us for review in the
instant proceeding. After careful examination
of the comments which have been submitted in
support of and in opposition to these proposals
the Commission has concluded, in the light of
the decisions reached in this proceeding, that the
public interest would be served by increasing
the maximum power of uhf stations to 5000 kw.
It has accordingly decided to amend the relevant
rules, including the curves already mentioned,
in Figures 3 and 4 of Section 3.699. Equip-
ment is now available and in use which yields
effective radiated power of 1000 kw for uhf sta-
tions. Encouraging experiments have been con-
ducted with uhf transmissions at 4500 kw and
even higher power, The increase at this time
in the maximum power authorized for uhf sta-
lions seems particularly appropriate in view of
the importance which is attached to the re-
search and development program already dis-
cussed.

42. In a Further Report and Order adopted
Nov, 30, 1955 (Docket Nos. 11181 and 11532,
FCC 55-1198), the Commission brought within
this general television allocation proceeding the
proposal to increase the antenna height at which
maximum power could be authorized for vhf
television stations in Zone I. Previously, on
July 20, 1955 (Report and Order, Docket No.
11181, FCC 55-802), the Commission had an-
nounced the adoption of an amendment to Sec-
tion 3.614(b) of the rules which would permit
vhf television stations in Zone I to use maxi-
mum power at antenna heights up to 1250 ft.,
instead of up to 1000 ft. as provided in the
rules. The effective date for that amendment
was designated as Aug. 31, 1955. This effec-
tive date was subsequently extended in a series
of Orders issued prior to Nov. 30, 1955, at
which time the Commission vacated the Report
and Order of July 20, 1955, and made the record
in Docket No. 11181 part of this general tele-
vision allocation proceeding. The rule making
proposal under the former Docket No. 11181
is accordingly before us for decision.

43. In re-examining this proposal we have
again carefully reviewed the comments, sup-
porting and opposing the change. We also have
considered a number of petitions for reconsid-
eration or for stay of our Report and Order of
July 20, 1955 (Docket No. 11181).* We also
have considered the issues concerning maxi-
mum antenna heights and powers for vhf sta-
tions in Zone I in the light of the conclusions
reached in this proceeding concerning the meas-
ures which will best facilitate the building and
operation of greater numbers of television sta-
tions in both large and small markets. This
objective is paramount, and furnishes the basis
for our conclusion that it would be undesirable
to alter the antenna height and power maxima
at this time. As we pointed out in our Report

tFiled by Elm City Broadcasting Corp., The
Air Transport Assn. of America, The Ultra
High Frequency Coordinating Committee, Grey-
lock Broadeasting Co. (WMGT), Springfield Tele-
vision Broadcasting Corp. (WWLP), Plains Tele-
vision Corp. (WICS), The Helm Coal Co. (WNOW-
TV}, Rossmoyne Corp. (WCMB-TV), Southern
Connecticut and Long Island Television Co.
(WICC-TV).

and Order of July 20, 1955, there were cogent
reasons for rejecting, in the Sixth Report and
Order, proposals to permit all stations to use
maximum power at 2000 ft., irrespective of lo-
cation. In that document the Commission ad-
verted to the lower separations in Zone I, the
shorter distances between cities, and the need
for more data on operations over 1000 ft. The
pattern of vhf stations in Zone I is now well
established on the basis of the height and power
rules adopted in 1952 when the Sixth Report
and Order was issued.

44, The comments and data submitted in the
instant proceeding also indicate that to some ex-
tent, the overlap of service areas tends to di-
minish the opportunities for the building and
successful operation of a larger number of sta-
tions, both in the vhf and uhf bands, in smaller
communities neighboring the larger metropoli-
tan areas. The power increases sought for Zone
I would tend to augment these effects of over-
lapping of service areas. In these circumstances,
taking into account the objective of facilitating
the construction and operation of a larger num-
ber of television stations, the Commission has
come to the conclusion that it would be prefer-
able not to adopt even the compromise increase
contemplated in our Report and Order of July
20, 1955. In reaching this decision, the Com-
mission has borne in mind not only the possible
impact of the change on uhf stations in Zone I,
but also the needless burdens which would be
thrust on vhf stations, which would be faced
with the alternatives of sustaining increase in-
terference from co-channel stations taking ad-
vantage of the proposed rule change, or of in-
creasing the heights of their own antennas in
order to offset it. Owing to the added cost, local
zoning restrictions and air space considerations,
not all vhf stations in Zone I would find it pos-
sible to increase their antenna heights. Thus
this proposal would tend to unbalance the estab-
lished pattern of vhf service in Zone I, a result
which would not be justified by the extension
of service areas which the amendment might
make possible in a relatively few cases.

45. In our Memorandum Opinion and Order
adopted Dec. 14, 1955, we listed five petitions
which related directly to the matters under re-
view in the general television allocation and
which we announced we would, accordingly,
consider in these proceedings. It is now appro-
priate to consider thése petitions in the light of
the decisions reached herein. The petition filed
April 18, 1955, by Albert J. Balusek of San
Antonio, Tex., has already been disposed of,
The remaining four are dealt with in the suc-
ceeding paragraphs.

46. On June 21, 1955, the Uhf Industry Co-
ordinating Committee requested that the Com-
mission amend the rules so as to permit the
authorization of vhf stations on a case-to-case
basis at lower separations than are permitted at
present. Whether such authorizations were
processed on a case-to-case basis or on the basis
of a general reduction of minimum separations,
the Commission has concluded, for the reasons
already given, that the authorization of addi-
tional vhf stations at sub-standard transmitter
spacings would not be desirable.

47. On Oct. 17, 1955, the Ultra High Fre-
quency Industry Coordinating Committee filed
a separate petition requesting, inter alia, that
the Commission consider the television alloca-
tions problem under a broad rule making pro-
ceeding. The instant rule making proceeding
corresponds with that requested by the peti-
tioner. The Ultra High Frequency Industry Co-
ordinating Committee also requested the de-
ferment of authorizations or modifications of
authorizations which would increase intermix-
ture pending the conduct of the general proceed-
ing. That portion of the petition is now moot,
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since we are now terminating this proceeding.

48. On Oct. 7, 1955, the American Broad-
casting Co. filed a petition requesting the dein-
termixture of some communities, the reduction
of vhf separations and other revisions to the
present rules. These proposals of the American
Broadcasting Co. have been superseded by com-
ments filed under the instant proceeding. It is
not necessary, therefore, to give separate con-
sideration to this petition.

49, On Nov. 9, 1955, Scharfeld and Baron
of Washington, D. C,, filed a petition proposing
that channel assignments be made on the basis
of individual applications rather than under a
fixed Table of Assignment. The Commission
has given careful consideration to this proposal,
but is not persuaded that it would be in the
public interest to abandon the Table of Assign-
ments at this time. Before the Sixth Report
and Order was adopted the Commission con-
sidered proposals to assign television channels
on the basis of individual applications. It was
decided, however, for reasons set out in that
document, that it would be preferable to estab-
lish a table of assignments subject to modifica-
tion through rule making proceedings. Although
not all the reasons given at that time are
applicable now to the full extent they were in
1952, when a large backlog of applications
would have rendered the application basis
almost unmanageable, the Commission hesitates
to discard the Table and thereby incur delays
which may occur in cases where applications
propose conflicting assignments. Moreover, re-
tention of the present system of fixed assign-
ments subject to modification in rule making
proceedings is desirable for implementation of
the policies adopted in this Report and Order.

50. In our further Report and Order adopted
in this proceedings on Nov. 30,.1955, the Com-
mission gave notice that it would consider herein
the petition which Northern Pacific Tv Corp.
of Spokane, Wash., filed on Nov. 7, 1954, re-
questing the amendment of Section 3.614(b)
of the Rules so as to permit stations operating
on Channels 2-6 in Zone II to operate with
maximum power of 100 kw irrespective of an-
tenna height. On the basis of careful considera-
tion of this proposal the Commission has con-
cluded that it would not serve the public in-
terest to remove the maximum limitations set
out in the present rules:at the present time.
The basic considerations which apply here are
similar to those already discussed in paragraphs
43 and 44, above, relating to the proposal to
increase the antenna height at which vhf sta-
tions in Zone I are permitted to use maximum
power.

51. In accordance with the decision reached
on the proposal to increase the maximum power
of uhf stations to 5.000 kw, discussed in para-
graph 41, above, IT 1S ORDERED, that effec-
tive Aug. 1, 1956, Part 3 of the Commission’s
Rules is amended as follows:

A. Section 3.614(b) is amended by deleting
in the Table the expression “30 dbk (1,000
kw)” and substituting therefor “37 dbk
(5,000 kw).”

B. Section 3.699 is amended by the deletion
of Figures 3 and 4 and the substitution
therefor of the attached Figures 3 and 4,
[Editor's Note: Figures 3 and 4 not repro-
duced in this text.]

52. Authority for the foregoing amendment
is contained in Sections 303(a), (b), (c), (e),
(f), (g), (h) and (r) and 4(i) of the Communi-
cations Act of 1934, as amended.

53. In accordance with the conclusions
reached herein, IT IS ORDERED, that this
proceeding IS TERMINATED, including that
portion of this proceeding concermning amend-
ment of the rules governing maximum antenna
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heights and powers in Zone I, which was for-
merly considered under Docket No. 11181.

FEDERAL COMMUNICATIONS
COMMISSION*

Mary Jane Morris,
Secretary.
Adopted: June 25, 1956.
Released: June 26, 1956.

*"See attached concurring statements of Com-
missioners Hyde, Webster, Bartley and Mack.

* See attached cfissenting statement of Commis-
sioner Doerfer. A

NOTE; Rules changes herein will be included in
Amendment No. 3-16.

APPENDIX A

The accompanying tables, which have been
drawn up on the basis of new propagation
data,! provide the basis for determining the
Grade B service contours of television stations
in the presence of noise and co-channel inter-
ference.

In order that rapid determinations may be
reached, an abbreviated method is to be used
in employing the tables. In constructing the
tables it has been assumed that a contour
which reflects the effect of each interfering sta-
tion separately will approximate that derived
from computing the simultaneous effect of
several interfering signals since the interference
from the nearest station will predominate.

The tables are based on new minimum local
field intensities of 35, 44 and 53 dbu in the
presence of noise for low vhf, high vhf and
uhf, respectively, and on a maximum receiving
antenna discrimination of 6 db for vhf and 13
db for uhf. These new figures are employed
in light of experience and improvement in the
art since the Sixth Report and Order. They
represent the following changes from the values
employed at the time of the Sixth Report and
Order: A 6 db improvement in the receiver
noise figure for low vhf, a 4 db improvement
in the receiver noise figure and a 3 db improve-
ment in the receiving antenna gain for high
vhf, and a 5 db improvement in the receiver
noise figure and a 2 db improvement in trans-
mission line loss for uhf. Maximum power for
vhf stations, 1,000 kw for uhf stations and
1,000-ft. transmitting antenna heights have been
assumed in compiling the tables. All of the
data underlying the tables are based on the
foregoing assumptions and on 90% service
time probability.

Table I gives the distance of a television sta-
tion’s signal as limited by noise for 50% and
70% of the locations for the low band vhf, high
band vhf and uhf in the presence of noise only.

Table I gives the minimum spacing between
co-channel stations in order that their Grade B
contours will be limited by noise only. When
stations are spaced at distances less than those
indicated, their service areas will be limited by
the resulting interference.

Table IIl gives the point, on a direct line be-
tween stations, at which Grade B service will
be limited by co-channel interference on the
basis of the single station method of computa-
tion.® Linear interpolations may be used for
distances between those listed.

Table IV gives the radii of the interfering
signals which reduce the 70% noise limitation
to an overall limitation of 50%.

The following example explains how the
tables should be used:

Consider three co-channel tv stations in the
low vhf band: Stations A, B and C (see Figure
1). [Editor’s Note: Figure 1 not reproduced in
this text.] The stations are offset. Station A is

! See “Present Knowledge of Propagation in the
Vhf and Uhf Tv Bands"”, W. C. Boese and H.
Fine TRE 2.4.15., Nov. 15, 1955,

TABLE |
Distance to Noise Limited Contour for Locations Indicoted

Law Vhi High Vhi Uht
At 50% Locations 78 Miles 70 Miles 49 Miles
At 70% Locations 71 Miles 66 Miles 45 Miles
TABLE 11

Minimum Spacing Roquind So That Grade B Service
Contour Is Limited by Noise Only

Low Vhf High Vhf Uht
Offset 271 Miles 247 Miles 155 Miles
Non-Offset 354 Miles 325 Miles 239 Miles
TABLE 111

Distonce (d1 in Miles) to Grade B Interference Fres Serv-
jce Contour in the Direction of on Interfering Station of
Spacing Indicated

SPACING LOW VHF HIGH VHF UHF
on= Non- Non=
(Mifes) Offset Offset  Offset Offset  Offset Offset
100 265 31.0 37.0
10 30.0 34.0 40.5
120 32.5 37.5 43.0
130 35.5 400 45.0
140 38.5 430 47.0
150 41.0 460 438.0
155 49.0
160 44.0 48.5
170 47.0 51.0
180 50.0 535
190 52.5 56.5 41.5
200 555 375 58.5 42.5 4.0
210 58.5 40.0 61.0 45.5 44.5
220 61.5 425 63.5 48.0 46.5
230 64.5 45.0 660 51.0 48.0
240 67.5 48.0 68.5 535 4.0
250 705 505 700 550
250 740 530 57.0
270 775 555 520
280 780 575 61.0
290 60.0 63.0
300 62.0 65.0
310 65.0 67.0
320 67.0 49.0
330 49.0 70.0
340 72.0
350 74.0
350 77.0
370 78.0
TABLE IV

Distance (dz2) From Undesired .Station at Which Interfer-
ing Signal Will Reduce the 70% Llocation Noise Limita-
tion of Desired Station to an Overall Grads B Limitation

Low Vhf High Vhf Uhf
Offset 208 Mifes 188 Miles 124 Miles
Non-Offset 307 Miles 274 Miles 210 Miles

180 miles from Station B and 225 miles from
Station C. Station B is 290 miles from Station C.
The problem is to determine the limitations of
the Grade B contour of Station A in the pres-
ence of noise and the interfering signals from
Stations B and C.

From Table I draw the 50% and 70% loca-
tion contours as limited by noise. These are
found to be circles of 78 and 71 mile radii,
respectively. The contour limitation of Station
A in the direction of Station B can be obtained
by finding from Table III the distance to the
interference free Grade B contour d; for a
spacing of 180 miles for low vhf stations oper-
ating on an offset basis. This contour is found
to fall 50 miles from Station A, and this point
should be plotted on a line between Stations
A and B.

Two additional points should now be located
to determine the limitation of the Grade B
contour of Station A in the presence of noise
and interference from Station B. These addi-
tional two points may be located from Table

2The figures in the table were computed by
obtaining the point on a line between stations
at which the desired field exceeds the undesired
by the required ratio. This does not give the
precise point at which Grade B service is limited
since receiver noise factor is not considered.
In dealing with stations in the low vhf band,
it would be necessary to consider non-offset sta-
tions as far removed as 650 miles in order to
take noise also into account. When using the
simple method employed here for the spacings
usually encountered the results may place the
service contours from 1 to 4 miles beyond the
actual figure that will be obtained if noise were
also taken into account. Nevertheless, we believe
the suggested method affords results of sufficient
accuracy for present purposes.
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IV. From this table find the pertinent distance
d:. The required points will be this distance
from Station B—the undesired station—and
will lie on the 70% location noise-limited con-
tour of Station A, i.e., at points x and y in the
diagram. In the example d: is 208 miles.
These points will be positioned symmetrically
with relation to the point already determined
above and will indicate where noise will limit
service to 70% of the locations and the inter-
fering signal will limit service to 70% of the
locations. The cumulative effect would thus
be a limitation of service to 50% of the loca-
tions.

The Grade B contour of Station A as limited
by noise, and interference from Station B will
be determined by an arc of a circle drawn
through the three points which have been
located. The above procedure should be re-
peated for Station C.

The Grade B contour limitations for Station
A are shown in the figure as indicated by the
arrows.

CONCURRING STATEMENT OF
COMMISSIONER E. M. WEBSTER

I concur in the thinking of a majority of the
Commission that ultimately commercial televi-
sion broadcasting may have to be moved to
the uhf band. But, like my colleagues, I am of
the opinion that a decision to make such a shift
at this time would be premature in view of the
present status of this phase of the radio art.
Therefore, I am in accord with the Commis-
sion’s desire and suggestion that the industry
immediately launch an expedited research and
development program designed to hasten the
day when uhf will be able to assume its proper
role in the nationwide television system.

The Commission, by this Report and Order,
expresses its growing concern in regard to the
rapidly increasing needs of other radio services
for additional spectrum space and points out
that the transfer of television broadcasting to
the uhf band would provide accommodiations
for the expanding requirements of industry in
the lower part of the vhf spectrum which is
well suited to the needs of the land mobile serv-
ices. However, it does not appear that there
is any inclination on the part of the Commis-
sion to re-examine the spectrum for this pur-
pose at any time in the near future. While it
is true that the conclusions to be reached as a
result of such an examination would be tem-
pered by the accomplishments of the expedited
research program; nevertheless, it is my opinion
that an examination of the lower vhf band
should be conducted simultaneously therewith
so that findings in each case could conceivably
be reached at approximately the same time.
Accordingly, I believe the Commission should
immediately issue a notice of proposed rule
making for the purpose of developing such data
as it may need in determining the best use to
be made of the lower vhf spectrum.

CONCURRING STATEMENT OF
COMMISSIONERS HYDE AND
BARTLEY

We concur in the adoption of the order, al-
though we do not agree with discussion in the
report regarding the disposition of certain prior
tv allocation proceedings on which we have
previously stated our views.

STATEMENT OF COMMISSIONER
MACK

The Commission’s Sixth Report and Crder
(FCC 52-294; April 14, 1952) adopted channel
assignment principles and standards for televi-
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sion broadcasting which have afforded a sound
legal guide for the public and industry and
which have promoted the rapid development of
television in the United States. Today more
than 90% of the homes in the United States
are within range of at least one station and the
great majority can receive two or more sta-
tions. The construction of additional stations
already approved by this Commission will
bring still more service.

Consequently, it appears highly speculative,
on the record in this proceeding, that any
changes should be undertaken at this time to
alter the principles set forth in the Sixth Report
and Order prior to the adoption of a long-range
program. To the contrary, the growth of the
television industry is real evidence of the value
of the Sixth Report in bringing television
service to the greatest number of people. We
may well recognize the industry’s problems,
but we cannot overlook the fact that in the
present channel assignments the public is well
served.

I do believe that the long-range program
undertaken in conjunction with all segments of
the broadcasting industry may well answer
many problems which presently face the Com-
mission.

DISSENTING STATEMENT OF
COMMISSIONER DOERFER

Although I concur in that part of today's
action soliciting comments as to the feasibility
of moving all television broadcasting to the
uhf portion of the spectrum, I cannot concur
with that part of the proposed interim action
which would deintermix a mere handful of so-
called uhf markets. The proposed action would
not make a significant or a substantial contribu-
tion toward the full utilization of the seventy
uhf channels. '

Although the avowed purpose of deinter-
mixing is to provide a better competitive situa-
tion in these markets in the interim, actually
this action is confined merely to those pending
vhf applications which incurred delays in proc-
essing. This is a fortuitous circumstance and
not a substantive solution to the problem:.

The Federal Communications Act provides
that the distribution of frequencies among the
several states and communities shall be upon a
fair, efficient and equitable basis. It makes no
provision for a “nation-wide competitive sys-
tem.” Admittedly ample competition, if attain-
able without doing violence to the equitable
and efficient provisions of the Act, would be in
the public interest. But when this is to be ac-
complished at the expense of denying a first
television service to substantial numbers of
people, it is tantamount to displacing the Con-
gressional mandate of an efficient and equitable
distribution and substituting therefor equal
competitive facilities for a few applicants.

To' assign only uhf frequencies to some com-
munities when a vhf service is available is, in
my opinion, inequitable. A vhf service pres-
ently is superior to a uhf. In comparison with
uhf, a vhf signal has a wider coverage and less
shadow area. Both in operation and in recep-
tion, vhf is less costly. To ignore these dif-
ferences in the present stage of the develop-
ment of broadcasting is to disregard the special-
ized knowledge of this Commission and the
experience of the industry and the public.

It cannot be denied that the reception of uhf
is more costly. It requires special antennas,
more sensitive receiving sets and more frequent
and more costly maintenance.

Nor does the proposed rule making suggest
efficient use of the spectrum. This Commission
has allocated over 85% of the television spec-

trum space for uhf television broadcasting.
The proposal today gives promise of using that
portion to serve less than 10% of the present
or the foreseeable demand. The deintermixture
proposed will not create any more markets for
uhf transmitting equipment or receiver sets.
All markets proposed to be deintermixed have
already substantially converted to uhf sets. At
best, such action provides only a replacement
market for less than 4 million sets and main-
tains the status quo—with no reasonable pros-
pect for improvement.

The proposed action will also deny to the
Commission the opportunity to gain reliable
experience upon which to base future action.
By creating uhf islands, the Commission also,
as a corollary, creates vhf islands. Hence,
there will be little opportunity to observe how
successfully a uhf service can compete with a
vhf service in the same market with a slight
change in the network rules.

The willingness to study the feasibility of
moving all television broadcasting to the uhf
band is conditioned upon a big “IF.” Neither
this nor future Commissions will order this
move unless there is practical assurance that
uhf receiving and transmitting equipment de-
velops a quality of performance equal to that
of vhf. It is inconceivable that the present or
future Commission will take any action which
would disenfranchise thousands of people now
receiving service in the fringe area of a present
vhf operation without such assurance.

Because I have grave doubts as to the even-
tual feasibility of an all-uhf system, I consider
it to be the sheerest speculation to take steps
now which would, for a long time, consign uhf
to small and insignificant islands of competi-
tion. Even with possible improvement of equip-
ment, the best that a uhf operator could show
a national or regional advertiser in the future
is success in a sheltered harbor. I can see no
substantial support forthcoming from the ad-
vertisers—the backbone of broadcasting in this
country—to a uhf service without proof of
competitive ability in a mixed market.

No petitioner or Commissioner has indicated
how this transition from an all-uhf market to a
mixed market of vhf's and uhf's in the future
will be accomplished. At best, nothing more is
expressed than a hope. Indeed, the interim
action of today is in the opposite direction from
realizing the full utilization of the vhf and uhf
portion of the spectrum to effect a truly nation-
wide competitive system.

If anything useful can be done to afford uhf
an opportunity to compete successfully in a
mixed market in the interim. it should be in
the field of programming. To this extent, some
help may be ventured by the adoption of a
network rule designed to prevent a single vhf
from skimming all the best network programs
within a given market. Such rule may even
prove helpful in a 2-only uhf market for a
seedling uhf to grow. In any event, such a
rule would give a more realistic promise, short
of the full realization of an all-uhf system, of
a truly nation-wide competitive system using
both types of frequencies than a proposal to
solidify a large number of vhf islands unassail-
able now and in the future from uhf compe-
tition.

As an interim measure, some readjustment
of competitive facilities in predominantly vhf
markets today may be worked out. But I can-
not concur that it should be done by an utter
disregard of the equitable provisions of the
Communications Act or the possibility of un-
dermining the only available foundation for
the growth of uhf in intermixed markets.
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RECORD PULL IN WOR-TV CONTEST

THE HEAVY audience pull of WOR-TV New
York’s Million Dollar Movie Album Week
Contest was underlined in an observation of the
Reuben H. Donnelly Corp., New York, that
going back to 1939 that company’s records
show that “no sponsor has produced in a local
New York contest as many entries as received
in this contest.” A total of 97,347 entries were
received, according to the Donnelly Corp., the
contest’s judges, which noted that the figure
represented “approximately double that of other
successful New York contests.”

The contest, which ran from May 28-June 10,
required viewers to select the motion pictures
that WOR-TV plans to run during Album Week
{July 9-15) and their playing dates. Names of
the contest winners—those who come.closest to
selecting the seven films and their playing dates
—will be announced shortly. Among the 100
prizes are a Ford Thunderbird and $1,000 cash.
and round trips to Paris for two.

WBC NATIONAL EAR ON NEA

THE 94th annual meeting of the National Edu-
cation Assn., starting in Portland, Ore., today
(Monday) will be covered in part by all five
of Westinghouse Broadcasting Co.’s radio sta-
tions, KEX Portland, KYW Cleveland, WOWO
Fort Wayne, KDKA Pittsburgh and WBZ-
WBZA Boston-Springfield, Mass. The news and
special events staff of KEX will cover the entire
meeting, recording the two principal keynote
speeches of special U.S. Ambassador to the
Middie East Eric Johnston and NEA President
John Lester Buford, feeding reports to the other
four WBC stations.

SALLY SET FOR LIFE ON WJMJ

SALLY STARR, conductor of the twice-daily
Jamboree show on WIMJ Philadelphia, has just
signed what the station calls an “unprece-

‘BIG ¥

“BIG 9,” a fully animated cartoon char-
acter complete with 10-gallon hat, is now
giving the station breaks for KWTV
{TV) Oklahoma City. The *“big” signi-
fies the station’s 1,572 ft. transmitter
tower while *“9” designates the CBS af-
filiate’s channel number.

The idea for *‘Big 9” was conceived

by Montez Tjaden, promotion manager,
and Perry Dickey, program director, and
was turned over to Erwin, Wasey & Co..
KWTV’s agency, for development. Offi-
L cially adopted as the station’s trademark,
“Big 9” now appears on all the station’s
advertising, promotion and printed ma-
terial.
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dented” contract with West Side Lincoln-Mer-
cury, Jamnboree sponsor. West Side contracted
for lifetime options on Miss Starr as talent for
the WIMJ show, marking what the station
claims is a “first” for an auto dealer. The life-
time agreement was made through Benjamin
Katz Agency, Philadelphia.

GLAMOUR TEAM FOR NBC SPOT

NBC SPOT SALES sent a quartet of glamorous
quarterbacks into the field to promote its sta-
tions’ fall football lineups. The team of New
York models, dressed in abbreviated football
costume, carried megaphones with promotion
brochures attached which they left with clients.
Prospects were advised of the visit by a telegram
reading: “Be on the lookout for All-American
girl between 9 am. and 1 p.m., June 20th. She
will get in a huddle with you for the latest on
top lineups (penalties for holding).”

NO REST FOR KFAB STAFF

KFAB Omaha newsmen may vacate station
premises sometimes in the summer, but for
them there’s no vacation in the usual sense of
the word. Ken Headrick, vacationing in Fre-
mont, Neb., June 11 turned in what KFAB says
was the first report on a robbery-murder oc-
curring on the outskirts of that town. Another
staffer, Don Norman, vacationing in Seattle
June 21, got his report of an airplane collision
he witnessed into the station newsroom before
wire services.

LIVELIER NETWORK AFTERNOON

STARTING today (Monday), NBC-TV’s week-
day afternoon schedule goes into high gear
with a total of two and a half hours of live
telecasting. The major change, announced last
week, was made in Queen for a Day, formerly
a 30-minute show, now expanded to 45 min-
utes. Queen, previously scheduled at 4:30-5
pm., moves back to 4-4:45 p.m., replacing
Date With Life (off the air), while Modern
Romances shifted from 4:15-4:30 p.m. to the
15 minutes immediately following Queen. As
NBC-TV’s schedule reads now, the network
goes live at 2:30 p.m. starting with the Ten-
nessee Ernie Ford Show, followed by the semi-
color Matinee Theatre which in turn precedes
Queen.

WFAI, CBS HIT SILK

WFAI Fayetteville, N. C., and the CBS Radio
Network, anxious to leave no corner of radio
reporting unexplored, went into the air with the
18th Airborne Corps. of the U. S. A., Fort
Bragg, N. C., via facilities of the Air Force’s
464th Troop Carrier Wing, and came down
with two parachutists. The chutists carried
handie-talkie radios and reported thoughts and
sensations during the 50 seconds it took to fall
1,200 feet to earth. WFAI recorded the report
for broadcast on the network.

WDRC SALUTES CIVIC OFFICERS

WDRC Hartford, Conn., isn’t waiting for
local civic organizations to knock on its door.
The station has inaugurated a series of air sa-
lutes honoring new officers as they are elected
by each group. On election, each officer comes
in for at least three 15-second congratulatory
messages during the broadcast day.

ABC GETS LISTENER PROFILE

UNION sponsors and ABC Radio, as a result
of a 19-market survey by Pulse Inc., now know
the age, sex, socio-economic level, occupation
and union membership status of listeners to
Edward P. Morgan’s AFL sponsored news pro-
gram and John W. Vandercook’s CIO newscast,

both on the network daily in the evening. The
nationwide survey is said to be the first of its
kind.

In addition to composite ratings, total homes
and listeners per home, Pulse learned that
approximately 65% of both audiences are over
35 years old, 5% are teenagers and 30% be-
tween 18 and 35. Men predominate in the
audiences to the extent of 55-60% of the total.
Income, determined by house rent, and divided
into ‘“‘upper, upper middle, lower middle and
lower” quartiles, was fairly evenly distributed
for each program, with slightly more listeners
falling into “lower middle.” Union-member
listeners to Mr. Morgan were 51.9% of his
total listenership and 45.5% for Mr, Vander-
cook. Occupationally, craftsmen and operatives
accounted for nearly half of listeners to both
shows, with remaining listenership scattered
among all other work classifications.

PILOTS GET CHANCE ON NBC-TV

A NEW summer series to be sponsored by
Procter & Gamble Co., Cincinnati, will consist
of “pilot” reels of tv film series which have
never been shown to the public and many of
which probably will be shown on tv in the fall
or at some other time in the future, according
to NBC-TV. The network announced last week
that the series, Sneak Preview, will occupy the
time slot in which Jane Wyman’s Fireside Thea-
ter (Tues. 9-9:30 p.m. EDT) regularly ap-
pears. John Egan of Compton Adv., New York,
is in charge of production for the summer
series.

MORE MUSIC ON ABC

ABC RADIO adds nearly two hours of mood
music to its weeknight schedule, beginning
today (Monday). The Mon.-Fri. series, entitled
Imagination-Milton Cross, will be broadcast
10:05-11:55 p.m. EDT, with five minute news
summaries interspersed at 10, 10:25, 10:55,
11:25 and 11:55. The starting date is one day
after the network began airing its new Sunday
night 2% hour country music show [BeT, June
25].

'‘PANTOMIME’ SUBS FOR ‘PERSON’

AMERICAN OIL CO., through Joseph Katz
Co., both Baltimore, and Time Inc., through
Young & Rubicam, New York, will continue
to hold the Friday, 10:30-11 p.m. time slot on
CBS-TV through the summer while Edward R.
Murrow’s Person To Person takes its summer
hiatus, Replacement show is Mike Stokey’s
Pantomime Quiz, starring Rocky Graziano,
Carol Haney, Robert Strauss, Dorothy Hart
and Hans Conreid.

BREAKS WITH TRADITION

WMCT (TV) Memphis, Tenn., has broken
with tradition and is now telecasting live,
remote station breaks. The station sets
aside one day each week and sends its mo-
bile equipment, crew and talent to-a spot
overlooking the Mississippi River where
water, rail and bridges converge, or to
the airport for station breaks from the
aircraft themselves and from the weather
bureau located there. Another week
finds the team stationed at a point over-
looking a busy downtown Memphis
street, where the cameras catch glimpses
of traffic from 11 a.m. until 7 p.m. The
WMCT program department is currently
busy planning an itinerary for its remote
station breaks which have become a
regular weekly feature on the WMCT
schedule.

BROADCASTING ® TELECASTING



AN HOUR-LONG tape, compiled by Ray
Starr, manager of WJAN Spartanburg,
S. C., telling the story of Glenn Miller
from 1929 until he entered the Air Force,
has been presented to the Llibrary of
Congress by WJAN. Dr. Harold Spivacke
(1), head of the library’s music depart-
ment, accepts the tape from Mr. Starr (1)
as WJAN President W. Ennis Bray looks
on. With the presentation, WJAN claims
to be the only South Carolina radio sta-
tion having a program in the Library of
Congress.

KXYZ TAKES LOSS ON CASH

TO prove it really does want to give away
money on the Kash Box show, KXYZ Houston,
Tex., sent Johnny Edwards into the streets dur-
ing one broadcast to sell $5 bills for a bargain
$4. Stationed on a busy street corner during
the last half-hour of the 1-3 p.m. program,
Mr. Edwards and aides were virtually mobbed
as a dollar-happy crowd surged around them.
The stunt attracted attention of the Houston
Press which sent a reporter and photographer
for front page coverage. s

‘BAXTER TAKES FIVE' ON CBS

Dr. Frank Baxter, professor of English at the
U. of Southern California and known for his
various series of tv programs on Shakespeare
on CBS-owned KNXT (TV) Los Angeles, is
doing a nightly capsule commentary series on
CBS Radio titled Dr. Baxter Takes Five. The
sustaining program is now scheduled 7;25-7:30
p.m. EDT and will be rescheduled later this
month.

BIG RESPONSE FOR RALSTON

RALSTON-PURINA Co., St. Louis, need look
no further for the rating of Grand Ole Opry
on ABC-TV since they’ll find the magic number
in an avalanche of mail pouring into the prem-
ises of WSM-TV Nashville, which originates
the show.

Several weeks ago, viewers were invited to
write in—for 10 top prizes of a round-trip
ticket to Nashville—stating what they thought
of the show. Two days later the WSM-TV
mailroom reported a count of 25,000 letters,
by the end of the week had upped the number
to 250,000. Since the program is carried live
on 40 ABC-TV affiliates with 110 others carry-
ing it on a delayed basis, WSM-TV estimated
influx of 6,000 letters from each station. By
the time the names of the winners were sched-
uled to be read June 23, the number was about
to reach the 600,000 mark. Ralston’s agency
is Gardner Adv., St. Louis.

BROADCASTING ® TELECASTING

FOR THE RECORD

Station Authorizations, Applications
(As Compiled by B*T)
June 21 through June 27

Includes data on new stations, changes in existing stations, ownership changes, hearing
cases, rules & standards changes and routine roundup.

Abbreviations:

Cp—econstruction permit, DA—directional an-
tenna. ERP—eflective radiated power. vhi—
very mgtlel frequency, ubhf—ultra high frequency.
ant.—antenna. aur.—aural. vis.—visual. kw kilo-
watts. w—waltts, mc—megacycles. D—day. N—

night, LS -—Iocal sunset. mod. — modification.
trans.—transmitter. unl.~unlimited hours. ke~
kilocycles. SCA—subsidiary communications an-
thorizations. SSA—special service authorization.
STA—special temporary authorization.,

Am-Fm Summary Through June 27

Appls. In
on Pend-  Hear-
Air Licensed Cps ing ing
Am 2,865 3,023 235 285 123
Fm 517 548 46 12 0

FCC Commercial Station Authorizations
As of May 31, 19546*

Am Fm Tv
Licensed (all on air) 2,058 519 180
Cps on air 32 13 315
Cps not on air 118 15 112
Total authorized 3,008 547 607
Applications in hearing 168 2 125
New station requests 213 6 41
New station bids in hearing  11¢ 1] 92
Facilities change requests 144 7 25
Total applicants pending 897 59 298
Licenses deleted in May 1] 2 [
Cps deleted in May 0 1 1

* Based on official FCC monthly reports. These
are not always exactly current since the FCC
must await formal notifications of stations going
on thc air, ceasing operations, surrendering Ili-
censes or grants, ete. These figures do not Include
noncommercial, educational fm and tv stations.
For current status of am and fm stations see
“Am- Summary’." above, and for tv stations

see *Tv Summary,” next column,

Tv Summary Through June 27
Total Operating Stations in U, S.:

Vhe Uht Total
Commercial 360 94 4541
Noncom. Educational 15 5 202

Grants since July 171, 1952:
(When FCC beéean processing applications
a.

r tv freeze)
Vhe Uht Total
Commercial 320 312 6321
Noncom. Educational 22 20 422

Applications filed since April 14, 1952:

(When FCC ended Sept, 28, 1948-April 14, 1952
freeze on tv processing)

New Amend, Vhf Uht Total
Commercial 1,001 337 784 554 1,3399
Noncom. Educ. 61 34 2% 614
Total 1,062 331 818 581 1,4008

1168 cps (32 vhf, 136 uhf) have been deleted.
2 0ne educationai ubhf has been deleted.
30ne applicant did not specify channel.

¢ Includes 42 already granted.

EIncludes 674 already granted.

FCC ANNOUNCEMENTS

New Tv Stations . . .

ACTION BY FCC

St. Paul, Minn.—Twin City Area Educational
Television Corp. granted vhf ch. 2 (§4-60 mc);
ERP 52,2 kw vis.,, 31.6 kw aur.; ant. height above
average terrain 615.75 ft.,, above ground 562 ft.
Estimated construction cost $394,049, first year
operating cost $175,000. Post office address 2070 W
Roselawn Ave., St. Paul. Studio location, St. Paul.
Trans. location Falcon Heights, Geographic eo-
ordinates 44° 59’ 54” N, Lat., 93° 11’ 17" W. Long.
Trans. apd ant. RCA. Legal counsel Faegre &
Benson, Minneapolis. Consultini engineer Berten
A, Holmbere, chief engineer, Applicant is com=
posed of non-stockholding principals who intend
to use station for non-commercial educational
purposes. Granted June 20.

APPLICATIONS

Salem, Ore.—Salem Television Co., vhf ch, 3
(60-66 me); ERP 1.4 kw vis., .841 kw aur.; ant.
height above average terrain 92675 ft. above
ground 224 ft. Estimated construction cost $63,300,
first year operating cost $144,000, revenue $130,000.
Post office address % C. H. Fisher, 3540 N. E.
Klickitat, Portland, Ore. Studio location Salem.
Trans. location Salem. Geographic coordinates
44° 59’ 15 N. Lat., 123° 08’ 157 W. Long. Trans.
and ant. RCA. Legal counsel Harvey S, Benson,
Portland. Consulting engineer Alvin H, Barnard,
Eugene, Ore. Principals are C. H. Fisher and his
wife Edna E. Fisher, who own KAGT Anacortes,
Wash., KDLS The Dalles, Ore.,, KUMA Pendleton,

Ore. Mr. Fisher owns KIHR Hood River, Ore.,
and 23.66% of KVAL-TV Eugene, Ore. Filed
June 26.

Aberdeen, S. D.—Aberdeen Television Co., vhf
ch. 9 (186-192 mc); ERP 1.68 kw Vis., .785 kw aur..;
ant, height above average terrain 204 ft., above
ground 220 ft. Estimated construction cost $83,-
43282, first year operating cost $64,250, revenue
$87,500. Post office address Aberdeen. Studio
location one mile west of Aberdeen on 8th Ave.
Trans. location one mile west of Aberdeen on §th
Ave. Geographic coordinates 45° 28’ 30” N. Lat.,
98° 30’ 417 W. Long. Trans. Gates, ant. Prodelin.
Legal counsel Harry J. Daly, Washington, Con-
sulting engineer Ralph J. Bitzer, St. Louis, Mo.
Prineipals include partners Joseph E. McNaugh-
ton (64%), 31% owner of WRMN Elgin, Ill., 60%
owner of WCRA Effingham, 11, 49% owner of

KXGI Fort Madison, Yowa; William D. McNaugh-
ton (23%), 19% owner of WRMN and 28% owner
of KXGI, and F. F. McNaughton (13%), 19%
owner of WCRA. Filed June 26,

PETITION

Mount Airy, N. C.—Paul E. Johnson petitions
FCC to amend Sec. 3.606 (b) of Commission's
Riles bgr issuance of rule-making for allocation
of ch. to Mount Airy and deletion of ¢h. 55
from Mount Air3y. Petitioner also requests amend«
ment of Secs, 3610 and 3.614 of Rules so_a$ 1o
permit operation of station on ch. 8 at Mount
Airy. Filed June 22.

PETITIONS DISMISSED

WANE-TV Fort Wayne, Ind.—Petition seeking
amendment of Sec. 3.606 of Rules by changing
educational reservation in Fort Wayne from ch.
27 to 68 and also reguesting that order to show
cause be issued against Radio Fort Wayne Inc,
re%uirmg change in operating assignment of
WANE-TV from ch. 69 to 27, dismissed at re-
quest of petitioner. Action June 22.

KOTA-TV Rapid City, S. D.—Petition seeking
amendment of Sec. 3.60§(b) of Rules to provide
for reallocation of ch. 3 from Miles City, Mont,

Glendive, Mont., or, in alternative, to delete
ch. 3 from Miles City, dismissed at request of
petitioner.

Existing Tv Stations . . .

ACTIONS BY FCC

KKTV (TV) Colorado Springs, Colo.—Granted
mod. of cp to increase ERP to 115 kw vis., 58.9
kw aur., change studio location, and waived rule
to permit installation of DA. Granted June 20.

WESH-TV Daytona Beach, Fla.—FCC desig-
nated for hearing to consist of oral argument ap-

lication to transfer control of WESH-TV from

. Wright Esch, Adelaide B. Esch and Louis Os-
sinsky to WCOA Inc. (WCOA Pensacola); made
Theodore Granik and William H, Cook, who pro-
tested April 25 grant of application without hear-
ing, parties to proceeding bearing burden of Pro-
ceeding with introduction of evidence and burden
of proof; denied protestants’ request for with-
drawal of May 2% STA issued WESH-TV, Action
June 20.

KLSE (TV) Monroe, La—Granted STA to
operate on ch. 13 for period ending June 27.
Granted June 20.

WCDA (TV) Albany, N. Y.—Application seek-
ing mod. of cp to change ERP cancelled at re-
quest of attorney. Action June 25.

WKNO-TV Memphis, Tenn.—Granted STA to
July 2, 1956 o Page 99



operate on ch. 10 for perlod ending July 23.

ranted June 18.

WFRV-TV Green Bay, Wis.—Granted mod. of
cg io change studio location to northwest corner
g Roozevelt and Mason Sts., Green Bay. Granted

une 18,

WISC-TV Madison, Wis.—Granted STA to op=
erate commerclally on ch. 3 for period ending
Aug. 7. Granted June 20.

CALL LETTERS ASSIGNED

KOTI (TV) Klamath Falls, Ore.~—California-
%eﬁor’i‘v’relevision Inc.,, ch. 2. Changed from

APPLICATIONS

KHTV (TV) Twin Falls, Idaho—Seeks mod. of
cp (which authorized new tv) to change studio
location to 241 Main Ave., West Twin Falls, and
g_hangglERP to 50 kw vis., 25 kw aur, Filed

une .

WTVW (TV) Evansville, Ind.—Seeks mod. of
cp (which authorized new tv} to change studio
location to 405 Carpenter St., Evansville, and
make other equipment changes. Filed June 23,

WHUM-TV Reading, Pa.—Seeks mod. of c¢p
{which authorized new tv) to maintain main
studios at trans. location; change ERP to 214
kw vis., 107 kw aur.; maintain DA system author-~
ized in current STA, and make other equipment
changes. Filed June 21.

KTBC-TV Austin, Tex.—Seeks mod. of cp to
change trans. location to 4 miles northwest of
Texas State Capitol near Austin; change ERP
to 316 kw vis., 158 kw aur.; change to non=DA
gnd ansake other equipment changes. Filed

une 25.

KVOS-TV Bellingham, Wash.—Seeks mod. of
g&(wh:lch authorized new tv) to change ERP to

kw vis.,, 112 kw aur., and make other equip-
ment changes. Filed June 21.

New Am Stations . . .

ACTIONS BY FCC

Eureka, Calif.—W. A, Hansen granted 790 ke,

D. Post office address P. O. Box 1108, Med-

ford, Ore. Estimated construction cost $28.588.17,

first vear operating cost $48,000, revenue $60,000.

Mr. Hansen owns 33.3% of KBOY Medford, Ore.

f_ja_nd 3%3% of KLAD Klamath Falls, Ore. Granted
une 20.

Palm Springs, Calif.—George E. Cameron Jr.
anted 930 ke, 500 w D. Post office address 1432
everly Estates Dr., Beverly Hills, Calif. Esti-
mated construction cost $20,343, first year oper-
ating cost $60,000, revenue $50,000. Mr, Cameron is
40% owner of Palm Springs, Calif., newspaver,
former 70% owner of KOTV (TV) Tulsa Okla,,
and is director of Hartford Telecasting Co., ap-
plicant fer ch. 3, Hartford, Conn. Granted June 20.

Jerome, Idaho—Northside Broadcasters Inc.
granted 1400 ke, 250 w unl, Post office address 128
W, Main St.., Jerome. Estimated construction cost

11,194, first year operating cost $32,000, revenue

,000. Principals are Pres. Karl Metzcnberg
33.3% ), continuity director, KUMA Pendleton
Ore.; Vice Pres.-Gen. Manager-Chmn. of Board
Herbert Everitt (33.3%), MA sales manager;
Secy. Tom Prescott (16.6%), real estate; and
Treas. Charles L'Herrison (16.6%), furniture and
real estate interests. Granted June 20.

Milford, Mass—James W, Miller granted 1490
ke, 100 w unl. Post office address Blanchard Bldg.,
Southbridge, Mass, Estimated construction cost
13,000, first year operating cost $40,000, revenue

,000, Mr. Miller is pres.-50% owner WESOQ
Southbridge Mass., and pres.-treas. of The Tele-
?001 ggrp.. radio-tv advertising agency. Granted
une .

Austin, Minh.—George A, Hormel III's applica-
tion see]’:ing cp foer new am to be operated on
1220 ke, 500 w D, returned. (Dated wrong.) Ac-
tion June 25.

FOR THE RECORD

Columbia, Tenn.—Columbia-Mt. Pleasant &
Spring Hill Radio Corg;iﬁranted 1280 kc, 1 kw D.
Post office address % sbury & Wall, 1624 Eye
St. N. W., Washington. Estimated construction
cost $20,831, first year operating cost $30,000, reve-
nue $36,000. Principals include Pres. Claude H.
Turner (33)54%), manufacturer of church furni-
ture; Vice Pres. H. F. McKee (333%), retail
merchant; and Sec.-Treas. Jack G. Dunn (33%%),
minister. Granted June 20.

Grafton, W. Va.—WVVW Inc.’s application
seeking cp for new am to be operated on 1260 kc,
3_00 “51 D, returned. (Dated wrong.) Action
une 21,

APPLICATIONS

Bay Minette, Ala.—Southwest Alabama Bcstg.
Co., 1150 ke, 1 kw D. Post office address 9% Howard
E. Pill, P, Q. Box 447, Montgomery, Ala. Estimated
construction cost 35.950. first year operating cost
$36,000, revenue ,000. Principals include James

Faulkner (25%), 50% owner of Southwaest
Alabama Pub. Co. (Monroe Journal, Monroeville,
and Baldwin Times, Bay Minette), and 50% owner
WMFC Monrocville; William M. Stewart (25%)
50% owner of Southwest Alabama Pub. Co. an
WMFC; and Howard E, Pill (425%), 35% owner
of WDAK Columbus, Ga., 26% owner of WDAK-=
TV, and 60% owner of WHEP Foley, Ala. Filed
June 21.

Miami, Fla.—Frieda Bestg. Corp., 1260 ke, 5 kw
D. Post office address % Keith Moyer, 1025 W.
Market St., nglorviue, I1l. Estimated construc-
tion cost $31,000, first ¥ear operating cost $48,000,
revenue $56,000, Principals include Keith Moycr
(70%). 55% owner of WTIM Taylorville, 1ll., 65%
of WBBA Pittsfield, 111, and 51% of WTAY Robin=
son, IIl.; Frieda Moyer (5%), and Rogcr L. Moyer
(25%). 39.3% owner of WTAY. Filed June 21.

Tampa, Fla.—Robert W. Rounsaville, 1010 ke,
10 kw D. Post office address 3165 Mathleson Dr.,
N. E., Atlanta, Ga. Estimated construction cost
$34,446.65, first year operating cost $60,000,
nue $85,000. Mr, Rounsaville owns W@
WATL-TV Atlanta, Ga,, WQXL-TV Louisviile
Ky., WOBS Jacksonvilie, Fia, WMBM Miamj
Beach, Fla., and WLOU Louisville, Ky. Filed
June 21.

Dublin, Ga.—Radio South Inec., 1230 k¢, 250 w
D. Post office address P, O. Box 8145, Tampa 4,
Fla. Estimated construction cost $10,894, first year
cperating cost $36,000, revenue $48,000. Principals
include Pres. Emerson W. Browne (25%), owner
of WSFB Quitman, Ga., and WRMB Kissimmee,
Fla., 33% owner of WCLB Camilla, Ga.; John
A. Bolings (509%), former owner of WQIK Jack=
‘sTonvllzlf, Fia., and Sarah A. Browne (25%). Filed

‘une 21,

Claremore, Okla.—Lakes Area Bestg. Co., 1270
ke, 500 w D, Post office address 5th and S. Mill
Sts., Pryor, Okla. Estimated construction cost
$13,180, first year operating cost $1,800, revenue

,000. L. L. Gaffaney is sole owner. Lakes Area
operates KOLS Pryor, Okia. Filed June 25.

Newport News, Va.—Selgam Bcestg. Corp,, 1270
ke, 1 kw D, Post office address 222 Citizens Bank
Bldgb, Norfolk, Va. Estimated construction cost

17,905, first year operating cost $75,000, revenue

,000, Principals include Jack Siegel (25%);
Robert E. Wasdon (25%), and Emil J. Arnoid
(50%). Filed June 21.

Triangle, Va.—0. K. Bcstg. Corp., 1460 kc, 500
w D. Post office address P, O. Box 386, Fairfax,
Va. Estimated construction cost $14,300, first year
operating cost $32,000, revenue $48,000. O.
operates WFCR Falrf: Va. Principals are Pres.
George Oleson and wife (50%), and Vice Pres.
Arthur Kellar and wife (50%}. Filed June 21.

APPLICATIONS AMENDED

Pine Bluff, Ark.—Radio Pine Bluff’s application
seekins cp for new am to be operated on 1580 ke,
1 kw D,, amended to change ant.-trans. location

to just north of city limits, 250 ft. east of U.S.

NEGOTIATIONS ® FINANCING ® APPRAISALS
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W. R. Twlning
111 Sutter St,
Exbrook 2-5671-2

79, Pine Bluff, and specify remote control point
same_as studlo location. Amended June 25.

Redding, Calif.—Independent Broadcasters' ap-
plication seeking cp for new am to be operated
on 950 ke, 1 kw D, amended to change name of
applicant to C. E, Wilson and P, D. Jackson d/b
as Independent Broadcasters. Amended June 21.

Bradenton, Fla.—Gulf Isles Bestg, Co’8 appli-
cation seeking lig for new am to be operated on
1420 ke, 500 w D, amended to make changes in
DA pattern. Amended June 25,

Gresham, Ore.—John Truhan's application
seeking ep for new am to be operated on 1380 kc,
500 w D, amended to change frequency to 860 kc;
change power to 1 kw; make changes in ant.,
and change ground system. Amended June 21,

Manchester, Tenn.—Manchester Broadcasters’
application seeking ep for new am to be operated
on 1280 k¢, 1 kw D, amended to change frequency
to 1580 kc. Amended June 21.

Prosser, Wash.—Prosser-Grandview Broadcast-
ers Inc’s application seeking ¢p for new am to
be operated on 1310 ke, 1 i(w D, amended to
change ant.-trans. and studio location to .5 miles
northwest of Johnson Rd., on Hwy, #410, 3 miles
northwest of Prosser. Amended June 21.

Kenmore, Wash.—Jane A, Roberts’ application
seeking cp for new am to be operated on 1330
lJ_:c, 1 l;w D, amended to install DA-D. Amended

une 2,

Existing Am Stations . . .

ACTIONS BY FCC

WHRT Hartselle, Ala.—Granted mod. of cp to
specify ant.-trans. and studio location and make

anges In ant. system. Granted June 22.

KBTA Batesville, Ark.—Granted permission to
operate from 6 aum. to 8 p.m. except when
broadcasting speclal events. Granted June 20.

KDQN DeQueen, Ark.—Granted mod. of cp to
change studio location and remote control point
to_ 1925 S, 4th St. Granted June 19,

KREX-: Grand Junction, Colo.—FCC waived Sec.
3.24(b) (7) of blanketing rules and granted cp to
increase D power from 1 to 5 kw. Action June 20.

WPGA West Point, Ga.—Designated for hearing
on application seeking mod. of cg to change ant.-
trans. and studio location to .35 miles north of
city. WRLD Lanett, Ala.-Wcst Point, made party
to proceeding. Action June 20.

WCMR Elkhart, Ind.—Granted mod. of ¢p to
make change in ant. and ground sysgem
Granted June 19.

KFCQ Boone, Iowa—Granfed permission to
g_emaln silent July 4 and Labor Day. Granted

une 22,

KDEC Decorah, Jowa—Granted permission to
sign off at 7 pon. Monday through Saturday
beginning July 1, except for special events.
Granted June 20.

KUZN West Monroe, La.—Granted mod. of ¢p
to change studio location and operate trans. by
s_emotgzcontrol from 218153 Trenton St. Granfed

une 22.

KDEX Dexter, Mo.—Granted permission to
sign off at 6 p.m. through Sept. Action June 19,

WENE Endicott, N, Y.-Granted change from
DA-1 to DA-N. Granted June 20.

WDOS Oneonta, N. ¥.—-Granted change of fa-
cilities frem 1460 ke, 250 w unl, to 730 ke, 500 w.
D. Granted June 20.

WKBC North Wilkesboro, N. C.—Granted ¢p to
change ant.-trans. location and make changes
in ant. and ground system. Granted June 22.

WALT Conway, S. C.—Granted change of fa-
cilities from 1490 ke, 250 w unl,, to 1330 ke, 1 kw
D. Granted June 20.

KHEM Big Spring, Tex.—Granted mod. of ¢
to change studio location to Settles Hotel, 200 E,
3rd St, and operate trans. by remote control
from same location. Granted June 19.

WLIN Merrill, Wis.—Granted mod. of license
to change studio location to U. S. Hwy #51 and
Hwy. 317, north of Merrill. Granted June 18.

CALL LETTERS ASSIGNED

KVNA Flagstaff, Ariz.—The Frontier Television
Co., 690 ke, 1 kw., Changed from KGFPH.

WSGA Savannah, Ga.—Coastal Bestg. Inc., 1400
ke, 250 w. Changed from WDAR.
ngfIl}:Y Salisbury, Md.—Hoyt C. Murphy, 1470

c, w.

WMAB Munising, Mich.—Munising-Alger Bestg.
Co., 1400 ke, 250 w.

KBMO Benson, Minn.—West Central Minnesota
Bestg., Co., 1290 i(c. 500 w.

WFLR Dundee, N. Y.—Finger Lakes Bestg. Co,,
1570 ke, 1 kw.

WALY Herkimer, N. Y.—Radio Herkimer,

KGAY Salem, Ore.—KGAE Inc., 1420 ke, 1 kw.
Changed from KGAE.

WAGE Leesburg, Va—Richard Field Lewis Jr.,
1290 ke, 1 kw.

APPLICATIONS

WICC Bridgeport, Conn.—Seeks ¢p to increase
power from 500 w N, 1 kw D, to 1 kw N, 5 kw
D, and change from DA-1 to DA-2. Filed June 21.

WWPF Palatka, Fla.—Seeks c¢p to increase D
power from 500 w to 1 kw. Filed June 25.

WHBO Tampa, Fla.—Seeks c¢p to increase
power from 250 w to 1 kw. Filed June 21.

WPNX Columbus, Ga.—Seeks ¢p to increase D
power from 1 kw to 5 kw. Filed June 25.

WBEE Harvey, Ill.—Seeks mod. of ep (which
authorized increase in power and instaliation of

BROADCASTING ® TELECASTING



DA) tzg make changes in DA pattern. Filed
June 25.

WORC Worcester, Mass.—Seeks mod. of cp
(which authorized increase in D power) to make
changes in DA-N. Filed June 25.

KATZ S8t. Louis, Mo—Seeks cp to increage
power from 1 kw to 5 kw and change from DA-N
to DA-2. Filed June 21.

KFGT Fremont, Neb.—Seeks mod. of license
to change hours of operation from unl. to speci-
fled hours—6:00 a.m. to 6:30 p.m. Filed June 21.

Wilmington, N. C.—(Call letters unassigned.)
East Coast Radio Co. seeks mod. of cp (which
authorized new am) to change frequency from
790 ke to 980 ke and increase power from 500 w
to 5 kw. Filed June 21.

KILO Grand Forks, N. D.—Seeks ¢p to change
hours of operation from specified hours to unl.
Filed June 21.

WYSR Franklin, Va—Seeks mod. of ¢p to
change frequency from 1570 ke to 1430 ke and
lncreazs; power from 250 w to 1 kw. Filed
June 25.

APPLICATIONS AMENDED

KDAY Santa Monica, Calif.—Application seek-
ing cp to increase power from 10 kw to 50 kw
and install DA-D, amended to make changes in
ant. and ground system. Amended June 21.

WEBHS Fitzgerald, Ga.—Application seeking cp
to change frequency from 1240 kc to 1380 ke,
inerease power from 250 w to 5 kw, and change
hours of operation from unl. to D, amended to
change ant.-trans. location to about 1.1 miles
south of city limits on U. 8. #129, and operate
tramns. by remote control from studio location.
Amended June 25,

WISK St. Paul, Minn—Application seeking ep
to install DA-D and change station location from
South St, Paul to St. Paul, amended to change
frequency from 1590 kc to 630 kc; change power
from 5 kw to 1 kw; change ant.-trans. location
to .30 mile south of U. S. Hwy. #12, 3.5 miles
east of St. Paul; make changes in DA system,
and change ground system. Amended June 21.

New Fm Stations . . .
ACTIONS BY FCC

Storrs, Conn.—Board of Trustees of U, of Conn,

anted 90.5 me, 10 w. Post office address U. of

onn., Storrs, Estimated construction cost $1,600,
first year operating cost $4,000. Station is to be
non-commercial educational operation. Granted
June 20.

Evansville, Ind.—School City of Evansville
ﬁranted 91.1 me., 4.5 kw. Post office address

. W. Seventh St., Evansvilie 8. Estimated con-
struction cost $13,140, first year operating cost
$1,300. Station is for non-commercial educational
purposes, Granted June 20.

Royal Oak, Mich.—The Schoo! District of Royal
Qak granted 89.3 me. Post office address % James
L. Mead, 709 N. Washington, Royal Oak. Estimated
construction cost $4,200, first year operating cost
$800, Station is for non-commercial educational
purposes. Granted June 20.

APPLICATIONS

Williamstown, Mass.—The President and Trus-
tees of Willams Collcge, 90.1 me., .01 kw. Post
office address Williamstown. Estimated construc-
tion cost $3,302, first year operating cost $2,175.
Station is for non-commercial educational pur-
poses. Filed June 25.

Philadeiphia, Pa.—The Trustees of the U. of Pa.,
91,3 mc., .014 kw. Post office address % Gene D.
Gisburne, Philadelphia 4. Estimated construction
cost $2,005, first year operating cost $2,000. Station
is for noencommercial educational purposes. Filed
June 21

CONALERT
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Existing FM Stations . . .
ACTIONS BY FCC

WBOW-FM Terre Haute, Ind.—Granted request
to cancel license of fmn station and delete call
letters. Granted June 19.

KFCQ (FM) Boone, Iowa—Granted permission
30 renagin silent July 4 and Labor Day. Granted

une 22.

APPLICATIONS

WBSE-FM Hillsdale, Mich.—Seeks mod. of cp
(which authorized new fm) to change ERP to
.74 kw. Filed June 25.

WMUB (FM) Oxtford, Ohio—Seeks ¢p to replace
expired cp which authorized changes in licensed
station. Filed June 25.

. WKNA-FM Charleston, W. Vva.—Seeks mod. of
license to change studio location from 84 Kan-
awha Blvd,, Charleston, to Garfield Ave., Bowne-
mont, W. Va. Filed June 25.

Ownership Changes . . .

ACTIONS BY FCC

WNHC~-AM-FM-TV New Haven, Conn.—Grant-
ed transfer of control to Triangle Publications
Inc,, Radio & Tv Div., for $5.4 million. Triangle's
Radio and Tv Division is licensee of WFIL-AM-
FM-TV Philadelphia, Pa., WNBF-AM-FM-TV
Binghamton, N. ¥, and WFBG-AM-TV Altoona,,
Pa. Granted June 20.

KGIL San Fernando, Calif--Granted transfer
of control to Pierce Brooks Bestg. Corp. for $475,-
000, Principal is sole owner Pierce P. Brooks,
éxssurance and real estate interests. Granted June

WCMI-AM-FM Ashland, Ky.—Granted transfer
of control to Edwina Bestg. Corp. for $165,000,
Sole owner is Pres. George H. Clinton, stock-
holder of WPAR-AM-FM Parkersburg, W. Va,,
WBLK Clarksburg, W, Va.,, and WIMA-AM-FM
Charleston, S.C, Granted June 20.

WHLN Harlan, Ky.—Granted assignment of 1i-
cense to Radio Harlan Inec. Corporate change.
}. Fra.zracke Fox Jr. will be sole owner. Granted

une 20.

WTCW Whitesburg, Ky.—Granted assignment of
license to Folkways Bestg. Inc. for $85,000. Prin-
clrals are Pres. Willlam R. MecDaniel (39.92%),
Vice Pres. Ernest Tubb (39.92%), and Hank Snow
(19.96%}, all associated with WSM Nashville.
Granted June 20.

WAARB Worcester, Mass.—Granted assignment
of license to Waterman Bestg. Corp. for $163,000.
Principals are Pres. Bernard E. Waterman (%0%),
sports director at WMAY Springfield, IIl.; and
Edith B. Waterman (10%). Granted June 20.

WAMM Flint, Mich.—Granted transfer of con-
trol to Richard S. Carter for $2.083. Transfer is
for 25% from Ernest L. Durham. Mr. Carter will
hold 50% and other partners Albhert Binder and
Harry J. Binder will continue to hold 25% each.
Granted June 20,

WSUH Oxford, Miss.—Granted assignment of
license to Colonel Rebel Radio for $36,500. Princi-
pals are C. H. Quick (90%), g:n. manager of
Ole Miss Bestg, Co., and A, B. Quick (10%),
beauty salon owner. Granted June 20,

WKBS Mineola, N. Y.—Granted assignment of
license to Keynoie Bestg. System Ine. for $116,-
500. Sole owner is Seymour Welntraub, film
distribution and production interests pres.-23.53%
-s‘tockhzoulder of United Television Inc. Granted

une 20.

KFGT Fremont, Neb.—Granted assi%nment of
license to Snyder Enterprises for $36,000. Princi-
pals are equal partners H. C. Snyder, radio-tv
sales and repair interests and Leroy Sn¥dcr,
automobile parts interests. Granted June 20.

_KLYN Amarillo, Tex.—Granted assignment of
license to Kenyon Brown for $20.000 plus five-Year
lease on land and buildings at $500 a month.
Mr. Brown is owner of KWFT Wichita Falls, Tex.
209, owner of KGLC Miami, Okia., 49% owner of
KBYE Oklahoma City, Okla., pres.-25% owner of
KFEQ-AM-TV §t, Joseph, Mo, and holds 50%
partnership interest in KANS Wichita, Kan.
Granted June 20.

WNVA Norton, Va.—Granted assignment of li-
cense to Radio Wise Ine. Principals are Pres.
R. B. Helms (76.5%)}, 50% owner of WBLU Salem,
Va., and 25% owner of WCLE Clevcland, Tenn.;
Vice Pres. Jack T. Heims (12.5%), 25% owner of
WBLU, and 25% owner of WCLE; and Secy.-
Treas. 0. R. Galliher Jr. (11%), Granted June 20,

KITN Olympia, Wash.—Granted assignment of
cp to KITN Inc. Corporate change. Granted
June 20.

WHTN-AM-FM-TV Huntington, W, Va.—Grant-
ed assignment of license to Cowles Bestg. Co. for
$535,000 plus assumption of $100,00¢ debt. Cowles
is 60% owner of KRNT-TV Des Moines, Jowa, is
licensee of WNAX Yankton, S. D., and is per-
mittee of KRNT Des Moines, and KVTV Sloux
City, Towa. Granted June 20.

APPLICATIONS

WFHK Pell City, Ala.—Seeks assignment of li-
cense to St. Clair Bestg. System for $15,000, Prin-
cipals are co-owners John H. Haynes (25.33%),
engineer at WMLS Sylacauga, Ala.; Glinn Pruitt
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(15.3%): Fred Lamar Kelley (25.33%): Fate L.
grossegi (22%), and Fred C. Barber (12%). Filed

une 21. .

KEAR San Francisco, Callif.—Seeks assignment
of license to Mid-America Broadcasters Inc. for
$500,000. Mid-America principal is Pres. David M.
Segal (80.2%). Mid-Ameriea stations are KOSF
?envezxé Colo,, and WGVM Greenville, Miss. Filed

une 26.

‘KSFO San Francisco, Calif.—Seeks assignment
of license to KMPC, The Station of the Stars, for
$951,333 in cash and assumption of liabilities.
Principals are Gene Autry and Robert 0. Reyn-
olds, owners of KMPC Los Angeles. Mr, Autry
is zlso majority stockholder in KOOL-AM-TV
Phoeenix, Ariz., and is part owner of KOPO-AM-
TV Tucson, Filed June 21.

KVVG-TV Tulare, Calif—Seeks acquisition
of positive control of permittee corporation by
James Stacy through purchase of 100% of stock
from M. B. Scott Inc. and Joseph J. Justman for

.(N.'DO.2 IGVIr. Stacy is motion picture producer. Filed

une 26.

KLOV Loveland, Colo.—Seeks assignment of 1i-
cense to Vogel and Smock for $10,000. Principals
are partners William R, Vogel (60%). salesman at
WTAD Quincy, I.; and Monroe T. Smock (40%),
Filed June 21.

KUBC Montrose, Colo.—Seeks acquisition of
positive control of licensee corporation by George
0. Cory and Wanda Lucille Cory through pur-
chase of stock from Steward C. Lee and Eva C.
Lee for $15,420. The Corys will now be sole owne-
ers of station, Filed June 21.

WTOP-AM-FM-TV Washington, D. C.-—Seeks
voluntary assignment of license to The Washing-
ton Post Co. Corporate change. Filed June 21,

WWPE Miami, ¥Fla.—Seeks assignment of 1li-
cense to WSKP Inc. for $160,000. Sole owner of
WSKP Inc. is Ohio Music Corp. FPrincipals are
Pres. Willilam. O'Neil, 75% owner of Ohio Music
Corp.; and Vice Pres. J. W. Lemmon, 25% owner
of Ohio Music Corp. Filed June 21.

KWLT Lebanon, Mo.—Seeks voluntary acquisi-
tion of negative control of licensge corp. by
0. R. Wright through purchase of stock from
Frances R. Fields. Mr. Wright, general mgr.-33.3%
owner of Lebanon Publishing Co., will hold 509,
interest. Filed June 21.

KLAS-TV Las Vegas, Nev,.—Seeks voluntary
acquisition of affirmative control of permittee
corp. by Herman M. Greenspun. Mr. Greenspun
will hold 67.52%. Filed June 21.

KSHO-TV Las Vegas, Nev.—Seeks assignment
of cp to C&Z. Sole owner Mortiz Zenoff is goin
into partnership with Wilbur Clark, owmer o
Desert Inn, who is buying 509 interest. Mr,
Zenoff also owns KBMI Henderson, Nev. Filed
June 21. .

WMTR Morristown, N. J.—Seeks involuntary
transfer of control to George S, Croy, Kenneth A.
Croy and Horace C. Jeffers, executors and trus-
tees U/W James R. Croy, deceased, formerly
25% owner of station. Filed June 21.

WHAM-AM-TV, WHFM (FM) Rochester, N. Y.
—Seeks assignment of license to Transcontinent
Television Corp. Application Is filed for purpose
of having Stromberg-Carlson authorizations as-
signed to Transcontinent upon consummation of
transfer from General Dynamics. Assignment will
permit Transcontinent to be direct licensee and,b
eliminating wholly-owned subsidiary, will result
in simplified corporate organization. Filed June 21.

WHUM-AM-TV Reading, Pa.-—Seeks transfer of
61% interest from Paul A. Plickinger et/al to
Jessie P. Grelg et/al as voting trustees. Filed
June 25.

WICE Providence, R. 1.—Seeks assi ent of 1i-
cense to Providence Radio Inc. for $60,000. Prin-
cipal is Akron Bestg. Corp. (80%), which operates
WCUE Akron, Ohio. Filed June 21.

WPAL Charleston, 8. C.—Seeks assignment of
license to Speidel-Fi’sher Bestg. Corp. of Charles-
ton for $111,000. Principals are equal owners
Albert T. Fisher Jr. and Joe Speidcl III. Speidel-
Fisher owns and operates WOIC Columbia, 8. C,,
§nd og,ins 5% of WQOK Greenville, 5§, C, Filed

une 21,
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WDXB Chattanooga, Tenn.—Seeks assignment
of license to French Inc. for $100,000. Principals
are Carlin 8. French (90%), 22% owner of H-R
Representatives Inc., 33.3% owner of WATO Oak
Ridge, Tenn., and 10% owner of WLAF Lafollette
Tenn., and Stephen C. French (10%), manager of
WNOE New Orleans. Filed June 21.

WKTF Warrenton, Va.—Seeks assignment of
c% to WKTF Inc. Station is being assigned by
Oliver M. and Martha Rountiree Presbrey as
partners of Old Dominion Bestg. Co, in considera-
tion of issuance to them of 20 shares each of
common voting stock of WKTF Inc., together
with agreement of Northern Va. Broadcasters
Inc., which will hold 50% interest, that it will
loan up to $15,000 to WKTF Inc. for construction
and operation of station. Principals include
Martha Rountree Presbrey (25%), 100% owner
of Rountree-Presbrey Pro uctions'inc.; Oliver M.
Presbhrey (25%), and Northern Virginia Broad-
casters Inc. (50%). Northern Va, operates WARL-
AM-FM Arlington, Va., and is owned by Cy
Blumenthal, Filed June 21.

KTEL Walla Walla, Wash.—Seeks acquisition of
control of licensee corporation by Jack Keating
through purchase of 60% interest from Harold C.
and Estelle F. Singleton for $53,900. Mr. Keating
will be sold owner. Filed June 25.

Hearing Cases . . .

OTHER ACTIONS

Palatka, Fla.—FCC ordered that initial decision
whieh looked toward grant of application of
Raymac Inc. for new am to be operated on 800
ke, 1 kw D, in Palatka, shall not become final,
Efnding further review by FCC. Granted June

WWBZ Vineland, N. J.—FCC granted petition
by Community Bestg. Service Ine. for authority
to continue temporary operation of WWBZ for
period of 60 days from and after action (1) by
FCC on WWBZ petition_to vacate and set aside
Commission Nov. 28, 1955, decision denjiing re-
newal application, and to reopen record, or (2)
by U. S. Court 0of Appeals on WWBZ appeal,

whichever is later. Action June 21.

Routine Roundup . . .

June 21 Decisions

Broadcast Actions
By the Commission

Actions of June 20

Following were granted renewal of licenses
on regular basis: WMIN St. Paul, Minn.; WPBC
Minneapolis, Minn.; KFSC Denver, Colo.

June 21 Applications

Accepted for Filing
License to Cover Cp

WCUM Cumberland, Md.—Seeks licengse to
cover ¢p which authorized change in ant.-trans.
and studio locations.

WCED DuBois, Pa—Seeks license to cover
cp which authorized change in frequency; in-
crease in power; installation of DA-2, and change
in trans. location.

WEAT-TV West Palm Beach, Fla.--Seeks li-
cense to cover ep which authorized new tv.

Modification of Cp

KDIS The Dalles, Ore.—Seeks mod. of c¢p
{which authorized new am) for extension of com-
pletion date.

Renewal of Licenses

KITE-FM San Antonio, Tex.; WNYE (FM)
Brooklyn, N. Y

ALLEN KANDER

pimE(E#WMﬁf

1701 K Street NW. ® Washington 4, D. C, NA 8.3233
40 East 42nd Street ®
35 East Wacker Drive *

New York 17, N. Y. MU 7.4242
Chicago 1, lllinois RA 6-3588

Renewal of License Returhed
KFCA Phoenlx, Ariz, (Improperly dated.)

June 22 Decisions

ACTIONS ON MOTIONS
By Chief Hearing Examiner
James D, Cunningham
Hearings—Ordered that hearings will commence
on dates shown in following am matters. South
Dade Bestg. Co., J. M. Pace and Redland Besig.
Co., Homestead, Fla., on Sept. 11; Paul A. Brand
West Branch, Mich., and Livingston Bestg. Co.,
Howell, Mich,, on Sept, 12; Claremore Bestg. Co,,
Claremore, Okla.; WGLI Inc., Babylon, N, Y., both
on Sept. 13, Action June 20.
Princess Anne Bestg. Corp., Virginia Beach, Va,
—Granted petition for dismissal without prejudice
of its am application. Action June 21.

By Hecaring Examiners
James D, Cunningham and H. Gifford Irion

KSTN Stockton, Calif.—Granted petition to ex-
tent that it requests continuance of hearing
re its am application; on Hearing Examiner’s own
motion, ordered that hearing is continued to date
which will be specified by subsequent order.
Action June 20.

By Hearing Examiner Elizabeth C. Smith

WEBB Baltimore, Md.—Ordered that brehearing
conference will be held at 2 p.m., June 29, re am
application of WEBB.

Terra Haute; Salem, Ind.—Ordered that pre-
hearing conference will be ‘held June 26, re am
applications of Citizens Bestg. Co,, Terre Haute,
and Salem Bestg. Co, Salem, Action June 20,

By Hearing Examiner Herbert Sharfman

WTAO Cambridge, Mass.—On oral request of
counsel for Broadcast Bureau and without ob-
jection by other parties, ordered that prehearing
conference now scheduled for June 21 is con-
tinued to June 25, re am applications of WTAOQ.
Action June 20.

By Hearing Examiner Hugh B, Hutchison

Pateros-Brewster Tv Assn, Brewster Wash.—
Granted motion for extension of time from June
25 to July 14 to file proposed findings of fact
and conclusions in matter of cease and desist
order to be directed against Pateros-Brewster.
Action June

By Hearing Examiner Basil P. Cooper

WCHS-TV Charleston, W, Va..—Granted petition
to reschedule hearing now scheduled for July 18
re its apgncation for mod. of ¢p; hearing is re-
scheduled and will begin July 11. Action June 20,

June 25 Applications

Accepted for Filing
Modification of Cp

WNYC-FM New York, N. Y.-—Seeks mod. of
cg (which replaced expired ep, which authorized
changes in licensed station) for extension of com-
pletion date.

WJLN-TV Birmingham, Ala,—Seeks mod. of ¢p
for extension of completion date.

KTRB-TV Modesto, Calif.—Seeks mod. of cp for
extension of completion date.

WSTF (TV) Stanford, Conn.—Seeks mod. of cp
for extension of completion date.

WQIK-TV Jacksonville, Fla.—Seeks mod. of
cp for extension of completion date.

WEAL-TV Orlando, Fla.—Seeks mod. of cp for
extension of completion date.

WPTV (TV) Ashland, Ky.-—Seeks mod, of cp
for extension of completion date,

WPFA-TV Pensacola, Fla.—Seeks mod. of c¢p
{which authorized new tv) for extension of com-
pletion date.

WFTV (TV) Duluth, Minn.—Seeks mod. of ¢p
for extension of compietion date.

KINY-TV Anchorage, Alaska—Seeks mod. of
ep for extension of completion date.

KCOA (TV) Corona, Calif.—Seeks mod. of cp
for extension of completion date.

WALB-TV Albany, Ga.—Seeks mod. of cp for
extension ¢f completion date.

WHFC-TV Chicago, Il.—Seeks mod. of cp for
extension of completion date.

WTRI (TV) Albany, N. Y.—Seeks mod. of ¢p
for extension of completion date.

WINR-TV Binghamton, N. Y.--Seeks mod. of
cp for extension of completion date.

WTLF (TV) Baltimore, Md—Seeks mod. of cp
for extension of completion date.

WMCN (TV) Grand Rapids, Mich.—Seeks mod.
of cp for extension of compfetlon date,

WHCU-TV Ithaca, N, Y—Seeks mod. of cp for
extension of completion date.

WTVX (TV) Gastonia, N. C.—Seeks mod. of ¢cp
for extension of completion date.

WHK-TV Cleveland, Ohio-—Seeks mod. of cp
for extension of completion date.

WTVG (TV) Mansfield, Ohio—Seeks mod. of
cp for extension of compietlon date.

WKDN-TV Camden, N, J.—Seeks mod. of cp
for extension of completion date.

WPTR-TV Albany, N. Y.—Seeks mod. of cp
for extension of completion date.

WCBF-TV Rochester, N, ¥.—Seeks mod. of cp
for extension of completion date.

WAZL-TV Hazelton, Pa.—Seeks mod. of ¢p for
extension of completion date.

WEBNY-FM Buffalo, N, ¥.—Seeks mod. of cg
(which authorized cﬁanges in licensed station
for extension of completion date.

(Continues on page 108)
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PROFESSIONAL CAR

DS

.

JANSKY & BAILEY INC.
cecutive Offices
735 Do Sales S, N. W. ME. 8-5411
fices and Laboratories
1339 Wisconsin Ave.,, N. W,
fashington, D. C. ADams 4-2414
Member AFCCE*

JAMES C. McNARY
Consulting Engineer
Notienel Press Bidg., Wash. 4, D. C.
Telephone District 7-1205
Member AFCCE*

—Established 1926—

PAUL GODLEY CO.
Upper Montclair, N. J. Pilgrim 6-3000
Loborototies, Great Notch, N. J.
Member AFCCE*

GEORGE C. DAVIS
501.514 Munsey Bldg. STerling 3-0111
Waeshingten 4, D. C.

Member AFCCE*

ommercial Radio Equip. Co.
Everett L. Dillord, Gen. Mgr.
NTERNATIONAL BLDG.  DI. 7-1319
WASHINGTON, D, C.
. O. BOX 7037 SACKSON 5302
KANSAS CITY, MO.
Member AFCCE*

A.D. RING & ASSOCIATES

30 Years' Experience in Radio
Engineering
Pennsylvania Bldg.  Republic 7-2347
WASHINGTON 4, D. C.

Member AFCCE® '

GAUTNEY & JONES
CONSULTING RADIO ENGINEERS
1052 Warner Bldg. National 8-7757
Washington 4, D, C,

Member AFCCE*

Lohnes & Culver

MUNSEY BUILDING DISTRICT 7-8213
WASHINGTON 4, D. C.

Member AFCCE *

rank H. Mcintesh & Assocs.
CONSULTING RADIO ENGINEERS
1216 WYATT BLDG.
WASHINGTON, D. C.
Metropolitan 8-4477
Member AFCCE *

RUSSELL P. MAY

711 14th 5t., N. W, Sheraton Bldg.
Washington §, D. C. REpublic 7-3984

Member AFCCE*

WELDON & CARR
Consulting
Radio & Telavision

Engineers
Washington 4, D, C. Dollas, Texas
1001 Conn. Ave. 4212 8, Buckmr Blvd.
Member AFCCE*

PAGE, CREUTZ,
STEEL & WALDSCHMITT, INC.

Conhmunlcutlonl Bidg.

710 T4rh 5t !xnmlv- 3-3670
Washin
303 White Henry Zoan Bldg.
Mutual 3280 Seattle 1, Waoshington

Member AFCCE *

KEAR & KENNEDY

302 18th St., N.W. Hudson 3-9000
WASHINGTON 6, D. C,

Member AFCCE *

A. EARL CULLUM, JR.
CONSULTING RADIO ENGINEERS
INWOOD POST OFFICE
DALLAS 9, TEXAS
JUSTIN 6108
Member AFCCE®

GUY C, HUTCHESON
P. O, Bex 32 CRestview 4-8721
1100 W. Abram
ARLINGTON, TEXAS

ROBERT M. SILLIMAN
John A. Moffet—Associate
1405 G St.,, N. W,
Republic 7-6646
Washington 5, D. C.
Member AFCCE *

LYNNE C. SMEBY
‘ONSULTING ENGINEER AM-FM-TY

4806 MONTGOMERY LANE
WASHINGTON 14, D. C.
Oliver 2-8520

GEO. P. ADAIR ENG. CO.
Consulting Engineers
Radio-Television
Communications-Electronics

1610 Eye S5t., N.W., Woshingten, D. C.
Exscutive 3-1230 Exdecutive 3-58351

Member APCCE*

WALTER F. KEAN
AM-TV BROADCAST ALLOCATION
FCC & FIELD ENGINEERING
1 Riverside Road—Rlverside 7-2153
Riverside, il
(A Chicage suburb)

WILLIAM E. BENNS, JR.
Consulting Rodio Engineer
‘3738 Konawha 5t., N. W., Wash., D. C,
Phone EMerson 2-3071
Box 2468, Birmingham, Ala.
Phone 6-2924
Member AFCCE*

ROBERT L. HAMMETT
CONSULTING RADIO ENGINEER
821 MARKET STREET
SAN FRANCISCO 3, CALIFORNIA
SUTTER 1-7545

JOHN B. HEFFELFINGER
8401 Cherry St. Hiland 4-7010

KANSAS CITY, MISSOURI

Vandivere,
Cohen & Wearn

Consulting Electronic Engineers
612 Evans Bldg. NA. 8-2698
1420 New York Ave.,, N, W,
Washington 5, D. C,

CARL E. SMITH
CONSULTING RADIO ENGINEERS
4900 Euclid Avenus
Cleveland 3, Ohio
HEnderson 2-3177
Meoember AFCCE*

J. G. ROUNTREE, JR.

5622 Dyer Street
EMerson 3266
Dallas 6, Texas

VIR N. JAMES

SPECIALTY
Directional Antenna Preofs
Mountain and Plain Terrain

1316 S. Kearney Skyline 6-6113
Denver 22, Colorado

JOHN H. MULLANEY
Consulting Radio Engineers

2000 P St, N. W,
Washington 6, D. C.

Adams 4-6393

LOWELL R. WRIGHT

Aeronautical Consultant
serving the radio & tv industry
o asronautical preblams cren:

* by antenna towsrs
Munsey Bldg., Wash. 4, D. C.
District 7-1740
 (nights-holidays telephone
Herndon, Va. 114)

SERVICE DIRECTORY

A. E. TOWNE ASSOCS., INC.

TELEVISION and RADIO
ENGINEERING CONSULTANTS

420 Taylor St,
San Francisco 2, Calif.
PR. 5-3100

COMMERCIAL RADIO
MONITORING COMPANY
PRECISION FREQUENCY
MEASUREMENTS
A FULL TIME SERVICE FOR AM-FM.TV
P. O. Box 7037 Kansas City, Mo.
Phone Jackson 3.5302

CAPITOL RADIO
ENGINEERING INSTITUTE

Aceredited Technical Institute Curricula
3224 146th St., N.W., Wash. 10, B. C.
Practical Broadeast, TV, Electronics angl.

neerlng home study and residence courses.
write for Free Cotalog, specify course.

SPOT YOUR FIRM’S NAME HERE,
To Be Seen by 77,440* Readers

—ameng them, the decision-making
station ewners and manug-n, ch..f
engineers and technici

for am, fm, tv gnd facsimile fuclh!iu
* 1954 ARB Continuing Readership Study

Mmbar AFCC’B .
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] Payable in advance.
Deadline:
preceding publication date.

$2.00 minimum.

CLASSIFIED ADVERTISEMENTS

Checks end money orders only.
Undisplayed—Monday preceding publication date. Display—Tuesday

Situations Wanted 20¢ per word—$2.00 minimum ® Help Wanted 25¢ per word—

All other classifications 30¢ per word—#4.00 minimum ¢ Display ads $15.00 per inch
No charge for blind box number.
BROADCASTING ® TELECASTING, 1735 DeSales St. N. W., Washington 6, D, C.

Appurcants: [ transcriptions or bulk packages submitted, $1.00 charge for mailing (Forward remittance
separately. please), All transcriptions. photos. etc., seat to box numbers are
INA ¢+ TELECARTING expressly repudistes any liability or responsibility for their custody or return.

Send box replies to

are sent at owner’s risk. Baoabcagt~

RADIO

RADIO

Help Wanted

Managerial

Manager-sales manager successful small
market 1 kw daytimer needs your services. This
iz just the opportunity some young broadcaster
has been looking for. Tell us why you're the
man for the job and what you'll cost us. Box
910G, B-T.

We have an outstanding opportunity and situation
to offer a capable sales manager, or assistant, who
is also a hard hitting salesman. We are second
to none in the Detroit area. Box 544G, B-T.

Sales manager—five figure earnings and excep-
tional future for a “front-line” sales mamager
(who can sell, hire and inspire) with major in
New England. Write full please. Box 845G, B°T.

Sales manager: If you can sell radio, th work
for salary and commission alone? cquire
ownership through gour efforts, too. We have it
for you. Box 976G, B-T.

Assistant manager-program director. Top Hooper
station CaFital City—Jackson, Mississippl. Race
programming. Executive position open immedi-
ately for ambitious, imaginative, intelligent young
man 24-32 who wants to move up to manager
with rapldlﬂ expanding organization. No clock-
watchers. est salaries in state. Southerner
preferred. Send complete resume, photo, and
references first letter or application will not be
considered. John McLendon, WOKJ, Box 2667,
Jackson, Miss.

Salesmen

Salesman who can sell. Box 850G, B-T.

Experienced salésman caFable of becoming com-
mercial manager successful small market opera-
tion . . . able to make good written sales pres-
entation and brochures . .. state related abilities,
Forward complete details with photo and refer-
ences. Salary $100.00 weekly minimum guaran-
teed. Box 905G, B-T.

Chicagoland’s fastest growing station desires
contact with mature, experienced salesman who
can show proven record and who wants stablility
and high income potential. Please give all in-
formation in first letter: Box 954G, B-T.

Need experienced salesman, versatile all phases
250 watt indie, southwest. Excellent opportunity.
Box 978G, B+T.

Immediate opening radio salesman in 5000 watt
San Joaquin Valley independent. $380 ran-
tee. Commission. Send photo, sales, snd radio
experience first letter. KCHJ, P.O. Box 262, De-~
lano, California.

Wanted—reliable live wire ,experienced, aggres-
sive radio salesman, good future for right man.
KCMC-Radlo, Texarkana, Tex.-Ark.

Very good 0}: ortunity and plan for steady, solid
salesman with limited announcing. Adequate
guarantee. KHBG, Okmulgee, Okla.

Help Wanted—(Cont’d)

Salesmen

RADIO
Help Wanted— (Cont’d)

Announcers

Negro rock and roll announcer wanted at once.
Send audition tape, dise, all information about
self first letter, Box 958G, B-T.

Top-fiight announcer—DJ personality, experi-
enced all phases radio wanted by Pennsylvania
network affiltate, If you can deliver, bright.
warm, personality-type show and come up with
the audience, here’'s permanent position at $95
weekly with insurance, hospital, and sickness
benefits plus liberal vacation plan. Only those
gresently emdp]oyed with successful record to
e considered. Beginners do not apply. Send
Sf)}.sxé{_-;paBrt'ilc‘:ulars and tape with first letter to Box

Announcer, DJ, strong air salesman, independ-
ent Washington, D. C. Profit sharing, morning.
Box 967G, B-T.

Experienced salesman, Attractive offer to right
man. 1000 watt fullime independent. Contact
Manager, KOKX, Keokuk, Iowa.

Expanding our facilities. Need experienced radio
time salesman, excellent area statlon. Our staff
knows about this. WESO, Southbridge, Mass.

Expanding Indiana independent has §(£:od oppor-
tunity for experienced salesman. you are
content with just gverage earnings, this isn't for
you. If you want to build your income along
with growing business in this station, located in
the fastest growing market in Indiana. Send
complete resume and photo to Ken Kilmer,
WMRI, Marion, Indiana.

Wanted: Experienced salesman! Good salary
incentive pay and car expense. Contact
Wirth, WNAM, Neenah, Wisconsin.

lus
on

1st class engineer who needs practically no
maintenance, with experience as an announcer
(good voice a necessity), who will only be sched-
uled 3 or 4 hours a day on announcer duty, op-
erating own control panel, and be expected to
devote half day to selling. Starting salary $75
to $80 weekly plus 15% - commission on sales.
Radio Station WRNY, Rochester, N. Y

Salesman’s dream! Build your way hbecause we
believe your success is ours. Definite salary.
No draw or backlogs. (You never owe us any-
thing). Plus commissions or billing bonuses for
billing over $2,000 a month. Up to 25% commis-
sion for all over $3,600 billing a month. Plus
bonuses on every order or contract turned in, up
to $75 bonus per sale. Plus vacation bonus up to
$250. Plus profit sharlnf bonus up to $1, or
more. Good producer In first year should net
many hundreds over salary; Second year many

ousands. Tell us about yourself when you
write for ‘“Salesman Plan” to one of America’s
most successful independent stations . , . WSNY,
Schenectady, New York.

Southeast radio station needs experienced time
salesman—opportunity for advancement for man
who will produce. Salary and commission. Write
John G. Williams, P. O. Box 336, Savannah,
Georgla.

Announcer salesman with sufficient ability to
take over managers position within six months.
Send audition tape to: Skyline Network, Box

Midnight to 6 am. Station in million midwest
market needs announcer-salesman. Salary plus
commission on sales. Send complete detalls, no
tapes, Box 991G, B+T.

Announcer with first class ticket for KCHS, Truth
or cOnsegHences, New Mexico. Contact Tynes,
Box 122, Albuquerque.

Wanted—good reliable experienced announcer,

250 watt ABC affillate. Good permanent position

to right man with good references. Send tape

aAm}i( backgrounl. KCMC-Radio, Texarkana, Tex.-
rk.

Established kilowatt daytimer needs reliable,
competent salesman immediately. Conta¢t Bob
Morey, KDKD, Clinton, Missour].

We need an adult announcer that sounds like an
adult . . . fulltime indie in Hastings. Nebraska,
heavy on sports . ., If you are “recent gradu-
ate of leading announcing school. can operate
board' type, please don’t take our time . . ,
will pay good, living wage, must be experienced.
Must know how to really sell a commercial. Rush
tape and pertinant data to: Dave Martin, KHAS,
Radio, Hastings, Nebraska.

Need two good, experienced announcers. One
news, one_ staff. Staff must be DJ gersonallty,
ood &t ad lib and commercials. 125,600 popula-
on market. Tog money for the right man.
Airmail tape and letter to Larry Getchell, KLIN
Radio, Lincoln, Nebraska. .

Combo man, first phone, night shift. No engineer-
ing, salary no object for right man. Send tape
?nd resume to Fred Epstein, KSTT, Davenport,
owa.

Immediate opening for announcer-salesman, an-
nouncer-copywriter, announcer-program direc-
tor. Better than average for right man. Good
Virginia job. Must be above average, for grow-
ing, independent daytimer. If interested . . {#
good . . you know what to do. WBCR, Box 96,
Christiansburg, Virginia.

Announcer, minimum one year's experience. tape,
letter, phoﬁo to WBTN, Bennington, Vermont.

Sports minded 5,000 watt independent needs ex-
Perienced announcer immediately to handle all
ocal plng-by-play sports. Must have good refer-
ences. ontact Greeley N. Hilton, Manager,

362, Tupelo, Mississippi. UY, Lexington, N. C.
Announcers .;\sﬁxéouncertnews writer needed shortly Journal-

Good announcer—copfrwriter . « . Must excel in
both. Successful small market operation. Experi-
enced in both preferred. Send all details includ-
ing expected starting salary. Box 807G, B¢T.

Minnesota station needs news director. Good
salary. Must be glgod announcer and able to
type. Box 816G, B+T.

Announcer, first class license for new Alabama
daytimer. Best equipment, ideal working condi-
tions. Give complete information first letter.
Box 921G, B-T.

HELP WANTED
CALIFORNIA RADIO-TV STATION

VHF Network TV Station and Radio Station—~Commercial operation needs help immedi-
ately in all departments, located in ideal small market on California coast. Outstanding
organization, room for advancement. These newest openings were brought about by our
extensive expansion. Send photo, complete details to:

Box 997G, BeT
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background destrable but experience in
radio news work plus good delivery acceptable
as substitute. Please send tape, resume and
{Jhotogragl_n. Permanent job for right man. Reply
o L. T. Pitman, WCSH, Portland, Maine.

Immediately: Experienced announcer, 1st class
ticket preferred for daytime independent. Send
tape, photo, resume, salary requirement. WESO,
Southbridge, Mass.

Announcer—DJ for pop, hillbilly and news with
good commercial delivery. Must be dependable
and permanent. Need top man. Good opportunity
for advancement. Good pay to right man. Send
resume and tape immediately. All tapes returned.
John Garrison, WFUN, Huntsville, Alabama.

Staff announcer. Rural station near Washington,
D. C. Salary commensurate with ability, experi-
ence. Rush tape, photo, resume. W' ,» Leonard-
town, Maryland.

Help wanted—immediate opening for radioc an-

nouncer with at least four l;‘nezu‘s experience. Five

week, excellent working conditions, forty

es from New York Citg. Send complete resume

includini salary expected, plus tape and picture
to WLNA, Peekskill, New York.

Immediate opening at kilowatt daytimer in
eastern Pennsylvania for experlenced staff an-
nouncer with possibilities for asdvancement %o
assistant manager, near future, Station is one of
&rowin chain, 40 hour week with overtime pay
lent fees. Patd vacations, Applicants must have
car. IRéply by phone i.rgmedigo or gend
complete resumne, tape, and pho manager,
WLSpH, Lansford, Pa. £
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RADIO

RADIO

Help Wanted—(Cont’d)

Help Wanted—(Cont’d)

Announcers

Opening-July 15th for announcer, strong on news
and commercials. Independent 500 watt, Heavy
local news and music tormat. Possible to go to
college parttime, three men have completed
entire college career by working for us. Airmail
training and experience record, photo and tape
to Bill Baker, rogram Director, WMIK. Mid-
dlesboro, Kenf'ucky.

Top rated kilowatt independent needs staff man
to replace announcer entering college. Complete
resume and tapes recelved by WMIX, Mt.
Vernon, Ilinois,

Wanted: Experienced announcer. Must be family
man. Job permanent to right person. Send com-
plete resume. tape and salary requirements first
letter. WMLT, Dublin, Georgia.

Top calibre announcer wanted by 5000 watt CBS

radio-tv affiliate In metropolitan southeastern

market. Must be well experienced in all-around

staff work. Good starting salary commensurate

with ability. We want steady, qualified an-

nouncer. Send tape, photo, and letter to WRDW
dio, Augusta, Georgia.

Announcer with first class license for new news
music station. WSHE, Sheboyan, Wisconsin.

Announcer 1st class engineer, with emphasis on
announcing, excellent opportunity for advance-
ment. Send audition tape to: Skyline Network,
Box 362, Tupelo, Mississippi.

Technical

Engineer, with first class phone for 50 kw radio
and/or maximum power VHF with color. Contact
Box 874G, B-T.

First class chief engineer: Maintenance and im-

provement . . ., first requirement. Mobile and

stationary remote work mandatory. Air work

%ﬁa bl.]lat ;econdary. Salary above average. Box
(] ol .

Combo man with first class license. Permanent
%SEG‘”%"T"I""“ operation. Salary $85 to $100. Box

Chief engineer-announcer capable putting new
California 500 watt directional am or air. Must be
good. Box 972G, B°T.

Chief engineer—announcer for southern 250. EX-
cellent working conditions, Present chief with
us 10 years. Must know engineering and furnish
best of references. Salary open. Drunks or
floaters don't apply. Box 955G, BeT.

Engineer, first phone: Manage Washington, D, C.,
independent. Experienced only. Box 968G, BT,

Chief engineer with directional array experience
for 5 kw fulltime Houston, Texas Independent.
Ve few hours required on board. Mostly
studio and transmitter maintenance. Good gtart-
ing salary, hospitalization, Christmas bonus and
me’lz"lt raises. Full details first letter. Box 969G,
B-T.

Chief engineer-announcer for 250 watt daytime.
Must be strong on announcing. $85 for 48 hours
o Rush picture, tape and details. Box

Chief engineer, prefer man who can also an-
nounce. permanent position, KGHF, Pueblo,
Colorado.

Wanted engineer with 1st class FCC license. Abil=
it% to sell or announce helpful but no essential.
Above average pay. KVWO Radio. Daytime Net-
work. Willlam T. Kemp, Box 926, Cheyenne,
Wonderful, Wyoming.

Permanent first class transmitter engineer, no
announcing, no experience necessary. WAMS,
Wilmington, Delaware.

First elass engineer-announcer capable of main-
tenance. Can be local newsmanh if qualified.
Contact Manager, WDLC, Port Jervis, New York.
Phone: 3-2293.

1si class ticket. Announcing chores optional.
Beautiful arez, good é)lace for home and family.
Need immediately., Call or send resume with
salary requirement. WESO, Southbridge, Mass.

neers. Contact
, Channel 10,

Immediate opening 1st phone en
Frank Laughlin, WGEM-AM-FM-
NEC-ABC, Quincy, Nlinois.

Transmitter operator. Any inquirfes may be di-
rected to the attention of W. H. Malone, Radio
Station WGTM, Wilson, N. C

Wanted: Radio engineer; first class radio-tele-
phone license; strong on maintenance. No op-
erating tricks. 40 hours. Apxﬁr 1 ngineer,
Radio Station WRIV, 1 East Main Street, River-~
head, Long Island, N, ¥,

Programming-Production, Others

Program director-announcer with good volce and
realistic programming ability. Must be creative
and able to develope programming with sell
appeal . . . based on news, music and local pub-~
lic service. Send complete details. This is a small
market operation that's successful. Tell us what
you'll work for. Box 906G, B-T.

Gal Friday. Practical woman broadcaster to
handle continuity and do some air work. 1 kw
aytimer in smaill market. Box 909G, B«T.

Wanted: Combo program director and sports an-
nouncer. Fulltime station in midwest extremely
heavy sports sked. Must know programming and
be good at play-by-play, all sports norma'!lf
carrled by high school, plus heavy baseball.
Send all tapes and info to Box 936G, BT,

Stringers wanted. Europe, Far East, Middle East,
South America. Apply Box 985G, B+T.

Newsman: Fulltime to gather, edit, and efr news-
casts. Also adlib remote news. Above average
starting salary, with advancement. Bob Jenkins,
Station Manager, KGFW, Kearney.

Situations Wanted

Managerial

Manager, salesman, chief engineer. Well versed
all phases. Available immediately. Best refer-
ences. Box 854G, BrT.

Manager—strong on sales, good prog'.-mm!';r:,
efficient operation. Mature man of long experi-
ence. Good character and references. Prefer
salary and Ppercentage. Box 927G, B-T.

Sales manager . . . good sales position—radio-tele-
vision experienced. Excellent record. References
from present employer. Self betterment change.
Available immediately. Box 941G, BT,

Experienced, mature manager can improve your
proflt and business situation. Many proven sale-
able ideas. Hard worker. Mature family man.
Box 947G, B-T.

RADIO
Situations Wanted— (Cont’d)

Announcers

First phone, combo. Anncunce, DJ, news main-
tenance. Now working midwest station, wish to
relocate northeast or Florida, Box 949G, B+T.

Hold it!—need a versatile deejay, personality,
staff? I love work! Have broad pop music, artist
knowledge. Know board, good adlib, smooth com-
mercial delivery.  (Highly trained Cambridge
grad.) Box 951G, BT,

Top morning man—deejay—employed—wishes -ta
relocate. Veteran—family. Box 959G, BsT.

Recent broadcasting school graduate, good DJ,
news, sports, beard, tape. Box 962G, B-T.

Stop here—young man, low on experience, high
on ability. Looking for right position. Try me.
Box 963G, BeT.

Look—young man knocking at the door of radio.
W11l be an asset to any radio station and will
easily be made Into a personality disc jockey.
Box 964G, B-T.

Experienced announcer. Mature, reliable. Strong
on news, commercials. Discontinuation tv on 5000
watt am-fm station forces chanﬁe. Seeking good
market, northeast area. Box 971G, BT.

Announcing school grad. presently employed In
Dixie, seeks position as a staff announcer in a
station in N. Y., N. J.,, Conn.,, or Penna. (ang-
wh'Igre in northeast). DJ, board, write Box 977G,

Top announcer on 5 kw, CBS station desires to
relocate. Prefer deep south but all offers will be
cBoz'i‘sidered. Some experience in tv. Box 979G,

Announcer, negro, here’s a rocking show, light
experience, tape available. Box 980G, B«T,

Experienced staff anncuncer, two vears, desires
to relocate to permanent position, strong news,
music, commercial selling, married, dg:endable,
good references, third ticket. Box 981G, B«T.

versatile DJ, smooth
Immediately available.

Experienced announcer,
commercial delivery.
Tape. Box 982G, B-T.

Commercial DJ, staff, some exPerienc:f strong

in news, sports, board, excellent references,
tape, will travel. Box 983G, B-T.

Announcer-DJ. Young, single, vet., t on ex-
perience. Desire permanent move. eavy _on

music. State salary. Tape resume available, Box
986G, B.T.

Negro announcer, disc jockey, college, radio
school, continuity writer, ];dghf experience in
metropolitan area. Will travel. Box 887G, B-T.

Combination-manager, sales, program, cop;r. an-
nounce—small market. Married, 35. Experienced
—egpg)%‘ed—permanence desire. Sober. Box

Attention! Large stations, network-indies, gta-
tion reps. Thirty years agency, radio sales work.
Experienced all phases radio sales, merchandis-
ing. Agency, national account econ! Good
health. Will move, Presently employed. Desire
m&teﬁ g‘otential. Outstanding references. Box

Salesmen

Salesman, announcer-salesman, ten years sgles
experience, two year radio, college, married,
family., Prefer south. Permanent connection.
Box 940G, B-T,

Anneuncers

Sales manager, 38, strong on radio and tv sales,
roduction and promotion, wants job with future,
alary plus incentive. Veteran. family stable.

Resume and references. Box 933G, B+T.

Outstanding sports announcer, excellent play-by-
play baseball, basketball, football. No further
advancement posgible wi 1present: station. Good
sports and special events Interviews. Employer
will give reference. Box 988G, B-T.

Recent graduate Midwestern Broadcasting School.
Age 24, single, veteran. Interested in a hases
of radio. Experience, not wages, prime factor.

Box 989G, B-T.

Recent graduate Midwestern Broadcasting School.
ﬁﬁe 25, single, veteran. Graduate Unlversitgrot
nois. Tape sent on request. Box 990G, B+T.

24, single, SRT graduate. 1 Year experience.
Strong on news, DJ and sell commercials.
Write original copy, shows. Also jtarist—

folksinger, Tape, resume, photo avallable. Box
992G, B-T.

Young announcer—currently workin
;ggtéo:ﬁ %trong DJ, news. Prefer N. BE.

Rellable, vigorous staff announcer. 13 i‘nonths

midwest
0-75. Box

(Continued on next page)

data to

WDSU Radio is looking for experienced record personalities intereste
in good radio operation. Offering top salaries in South for brisk, bright,
friendly personalities—No Comedians! Send tape, photo, background

Hal Fredericks, WDSU Radio
520 Royal Street, New Orleans 16, La.

experience, 3rd class ticket. Box 998G B+T.
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RADIO

Situations Wanted—(Cont’d)

Announcers

Well-trained announcer. Strong on commercials.
Prefer midwest. Tape and resume on request.
Burt Burdeen, 712 Waveland, Chicago.

Tape talks, Will send audition tape upon your
request. Recent radio-tv g'raduate at large uni-
versity. Vet. AFRS (Korea).' Experienced in
news, sports, DJ, spot writing at university sta-
tion. Know RCA, Gates, WE boards. Will locate
anywhere. Prefer west of Rockies. Write, wire
or phone collect. Sam H. Levinson, 3800 Cascadia

Avenue, Seattle 18, Washington.

Staff and sports announcer. 20 months experi-
ence. Strong on news, commercials, music and
play-by N}Jlay Control board. Third ticket. Write:
Glenn 1506 North Market Street, ¥red-
erick, Maryland

Colored female, personality show, announcing,
women’s director. Broadcast school graduate.
Z. Palmer, 7948 S. Wabash, Chicago, Illinois.

Announcer, 3 years DJ, commercials, sports. Any
location available immediately. Barry FPfeffer,
1973 Daly Ave., Bx, New York.

Announcer: 6 months staff experience, includes
play-by-play, single, vet, 24, reliable, no desire to
float: Contact Frank Smith, Shelter Island, New
York. Phone 8-0162M.

Technical

Announncer-engineer. First phone. Experienced.
Versatile. Capable of chief engineer or program
director. Mature and dependable. 486G,

T,

Box

Engineer, first phone, 4 year am, 5§ months uhf=
tv. Experlence as chief 1 kw am. Some announc-
ing. Present position temporary. Desire perma-
nent position near home on Florida west coast.
Box 973G, B+T.

RADIO

TELEVISION

Situations Wanted— (Cont’d)

Programming-Production, Others

Help Wanted— (Cont’d)

Technical

Experienced program director . . . eleven years
radio, four Yyears PD. Desires change from
metropolitan east coast station to southern Cali-
fornia. Box 970G, B-T.

Assistant chiet engineer in charge of tﬂewsﬂon

wanted by major southwestern vhf, prior ex-
erience DuMont equipment & requisite. Reply
oxX 923G, BeT.

TELEVISION

Help Wanted

Managerial

Successful vhf television station in non-competi-
tive market of smaller size in far west has im-
mediate opening for aggressive local sales mams
ager. Salary commensurate with ability to pro-
duce. Qur previous managers have all been
promoted. Must have all details and proof of
ability in first letter. Box 965G, B+T.

Executive and staff positions. Expanding multiple
crwnersimi;;l group operating radio and television
stations major and secondary markets inter-
ested in reviewing-applications immediately for
all executive and staff positions. Box 995G, BeT.

Salesmen
Tv time salesman wanted: Must be experienced
in tv or radio time selling. With fastest growing

station in major western market. Liberal draw
against commission. Box 996G, BeT.

Television salesman. ABC affiliate—vhf—good
market—desire minimum 3 years in radio or
television. Good weekly guarantee—excellent
commission arrangement. Send resume, full de-
tails, first letter, to Robert C. Miller, Sales Man-
ager, KCRG-TV, Cedar Rapids, Iowa.

Announcers

First phone engineers available immediately.
Grantham School of Electromcs, 821 19th Street,
N. W., Washington, D. C.

Announcers needed for new southeast vhf tele-
vision station. Please send tape, photo and in-
formation. Write Box 956G, B»T.

Transmitter operator experienced In operation,
maintenance, and trouble-shooting on RCA TT-
10AL transmitter located near the coast at Corpus
Christl, Texas. Apply Chief Engineer, KRIS-TV.

California VHF network small market tv stations
need qualified experienced tv-radic engineers

th first class tickets-—operation and mainte-
nance due to expansion program. Prefer versatile
men who like smaller towns and stations. In-
clude photo and comglete resume of all experi-
ence, education and training. Also complete list
of references first letter. Address Bill Hargan,
Chief Engineer, KSBW-TV, P, Q. 1651, Salinas,
California.

Engmeer for Eositlon of assistant chief with pro-

ssive 100 vhf. Must be capable of per-
tormmg all operational and maintenance duties.
Contact Chief Engineer. WIBF-TV, Atlanta, Ga.

Programming-Production, Others

Experienced continuity writer for large eastern
network affiliate. Forward copy samples and com-
lgtée ée%ume with salary requirements. Box

Experienced news photographer for lccal sound
and silent coverage. Must be able to process
small amounts of newe footage. Some newscast-

experience helpful. State salary require-
ments with resume. Box 508G, BsT.

Kcy midwest vhf tv station wants outstanding
producer-director. Must be experienced, creative
and imaginative. Salary commensurate with abil-
ity. Must have at least two years exXperience.

ant a man anxious to try new ddeas and new
approaches to production. Photo and detailed
background necessary. Box 920G,

EXAMPLE- PRACTICAL TV TRAINING

This is a typical example of the practicality of ALL
Northwest training. These Hollywood students are
actually doing a live remote from a recent movie
premiere. All Northwest classes are trained using methods like these—letting
students work in a practical manner with everyday Telecasting problems.

top TV peOpIe call John Birrel, Employment Counselor.

NRTS STUDENTS
DO REMOTE FROM
MOVIE PREMIERE
IN HOLLYWOOD

Coming soon—
“nothing but the
facts”. Watch
for it, here.

For

CHICAGOD, ILLINOIS.

WASHINGTON, D. .. . .. .
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TELEVISION

FOR SALE

WANTED TO BUY

Help Wanted— (Cont’d)

Programming-Production, Others

Producer—medium market operation, southwest,
excellent opportunity for man who can organize
small staff. Network affiliate, Box 960G, B+T.

Experienced director for midwest net affiliate.
Medium-sized market. Should know RCA switch-
er. Rush details to Box 875G, B+T.

Commercial continuity writer for Michigan full
power vhf. Rush resume to Box 994G, B-T.

Trafic manager, vhf station, NBC-ABC—Michi-
gan’s second market. Male or female, above aver-
age salary, excellent working conditions and
benefits. Contact John J. Keenan, WNEM-TV,
Bay City, Michigan.

Situations Wanted

Managerial
Salesmanship, showmanship, profit. Veteran of
12 years radio-tv sales, production, seeking

permanent connection as tv station manager or
assistant manager. Know-how, energy, enthusi-
asm rieans a shirt-sleeves leader who gets things
done, Now employed in_executlve capacity v
top 50 markets. Box %43G, B.T.

Technical

Looking for C.E. who has spent past three years
observing economical operation and produce,
provide full authority given? Can you pay

mum $125.00 for nine years maintenance, opera-
tion and supervision? Available after proper
notice present employer. Box 953G, B-T.

Programming-Production, Others

Director-producer, 11 years’ erience with
major tv network as director, producer, camera-
man, local film news and remotes. Knowledge
of switch and producing commercials, live or
film. Excellent references. Box 942G, B+T

Producer and tv director—4 years experience.
Creative, conscientious, Best references, Em-
ployed northwest station. Seeking greater op-
portunity. 31. College graduate. Resume return
mail. Personal Interview acceptable. Box 957G,

FOR SALE

Stations
Well-established fm station with good back-~
und music contract located on West Coast.

pansion im _Feratwe but owner lacks capital.
Box 898G, B:

Owner of CP for new am station cannot give per-
sonal attention to it because of health. Will
transfer CP and materials on hand for $5,300.
New tower (not erected), good used transmitter,
frequency monitor, microphones, transcription
library, and record libra Necessary that in-
terested parties act imme iately. ‘Wonderful op-
portunity. Box 950G, BT

Diversified and growing secondary market station
in mid-south., Above average physical plant.
Past, but not present, history of earnings,
$100,000 price category. Substantial cash required.
Paul H. Chapman Co., 84 Peachtree, Atlanta.

Ca.llfomia, $42,000, 20% down, isolated, single sta-

tion, full; Mountain, lkw day, annual gTross,
terms; Mountain 5kw annual gross, full, terms:;
Midwest, 0,000, $18,000 down, below annual

gross, single; Midwest, $60,000. $15000 down, an-
nual gross, single; Sou heast 150,000, Colored,
annual gross terms Midwest 10 w, day, $225,000,
40% down; Midwest CP, plus equipment pald for.
§22,000. List with Norman Company, Box 534,
Davenport Towa.

Wribe now for our free bulletin of outstanding
radio and tv buys throughout the United States.
Jack L, Stoll & Associates, 4958 Melrose Ave.,
Los Angeles 29, Calif.

East Coast 250w fulltimer—-independent combo
operation in owned building. Gross 1955. $63.000.
Asking $63,000, $21,000 down, $5,000 in receivables.
See John Hanly.

Eastern ? station team--show good net.- gromsing
about $135,000, asking $150,000 with 29%. down.
Both communities about 10,000 POD. with active
business and Industry. See John Hanly.

Eastern 250w fulllimer grossing $125,000--asking
$150,000 with $50,000 down. See John Hanly.

Stations

Mldwestem 250w Itimer In larger market
about 5000—ask1n $75,000, Buyer as-

sumes 0—balance mostly cash. See John
Hanly.

Bastern state lkw daytime indle. Studio and
transmitter on 415 acres of company owned land.
Billing $4,500 per month. Operating cost about
$3,000 per month. Opera'ting in black for past
%va%lyears. Asking $60,000—all cash. See John

Y.

Information on many other excellent properties,
from Maine to Florida, is available for Inspection
w?uauﬂed buyers. Complete and confidential
ce offered to owners and operators. Just
Write—John Hanly, Jack L. Stoll & Assoe,, Colony
guiéding, 1737 De Sales Street, N. W., Washington,

Equipment

485 ft. self-supporting heavy duty tower, lighting
equipment and WE cloverleaf antenna. 3.55
%ower gain. Sell complete or separate. Box 937G,

lkw composite transmitter, replaced May 12th,
1958. Best offer, KOLO, Reno.

RCA BTA 250L transmitter In eXcellent con-
dition. Spare tubes. All reasonable offers con-
sidered. ntact Harry McAdams, KWEW, Hobbs,
New Mexico.

Stancil Hoffman minitape—new battery, new
motor and batte iy churger almost like new—
best offer. WAD Newpo

250 watt, Western Electric am transmitter. Ex-
cellent condition. Increasing power and will sell
for $1,000, F.0.B. station. W. R, Guest, Jr., WPMP,
Pascagoula, Mississippi.

Used television equipment. Federal mlcrowave
STL—2000mgs. Dual incoscope film chain—Du-
Mont, with six usable camera tubes. Two Holmes
lsmm ﬁlm {sro ectors~TV 16. Many ﬁnare projec~
uded. Contact M. Burleson,

G Washington, b (&5

Commercial crystals: And new or replacement
broadecast crystals for Bliley, Western Electrie,
RCA holders. Conelrad frequencies, Crystal re-
grinding etc. Reasonable prices, fastest service—
also station am monitor service. Over 20 years in
the business! Eidson Electronic Company, Tem-
ple, Texas,

Tower—300 foot, Blaw Knox H-40, self supporter,
errected two years. Tower Repair 8 Maintenance
Service, Route #2. Box No. 270B, Menomonee
Falls, Wisconsin. Phone 2941,

WANTED TO BUY

Stations

Will buy station or CP down in Georgia or north
Florida. Give complete information which will
be treated confidentially. Box 885G,

Exclusive brokerage service, Permanent offices
in Texas and Oklahoma. Ralph Erwin, Broker,
1443 South Trenton, Tulsa.

Stations

ersonally.

All accounts services by the broker
n, Tulsa,

Ralph Erwin. Broker, 1443 South Tren'

Licensed in every state served. Texas, Okla-
homa, Colorado, Arkansas, Missouri, Kansas.
Ralph Erwin, Broker, 1443 South Trenton, Tulsa.
CHerry 2-3944.

Egquipment

Wanted to buy: 2 used 16mm television film pro-

ijsctors RCA or Eastman., Must be in top condi-
Contact Bill Hargan, Chief Engineer,

KSBW-TV, P, O, 1651, Salinas, California.

Rek-0-Kut B-16H turntable with console cabinet.
ngia.m Kirk, 1197 Stout Street, Denver 4, Colo-
rado.

Tower 270 feet, Modulation frequency monitors,
Console. Box 606, Showlow, Arizona.

INSTRUCTION

FCC license training—correspondence or rul-
dence. Resident classes held in Holl

Wahlngto Beginners get FCC 1st class llcenn
in 3 months. For details write Grantham School,
Dept. B, 821 18th Street N, W., Washington, D, C.

FCC first
Guarantee coaching,
sion School, Dept.
ington, DC.

phone license. Start immedia
Northwest Radilo & Tel
, 1627 K Street, NW,, Wash-

RADIO
Help Wanted

Salesmen

CALIFORNIA CALLING YOU? 12 you're a hard-
hitting salesman with successful direct
sales experience and want to associate
withk a top, independent, Southern Cali-
fornia radio station in & major market,
write complete resume in confidenca.

Box 928G, BeT.

prvvevevvevevy

BIG FUTURE IN AUSTRALIA

for a First-class Announcer and Disc Jockey
with the capacity to grasp a front-rank
career in an expanding country. We are
looking for a man with top-flleht American
axperlence and a proved capacity to SELL,
preferably with his own shows: a man who
can hold a natlon-wide audlence now and
develop with us In televislon. (Television
starts in Australia late this year). Appli-
cants muat be prepared to llve in Auastralla
for at least two years. Travelllng expenses
to Australla will be pald. Attractive salary
and bonus. Box 859G, BT

to key executive positions.
voice, a

tape to:

NOEMAC Seeking
Top Dise Jockeys

Noemac disc jockeys, in Dallas, Milwaukee, San Antonio, El Paso,
Atlanta, Monroe and New Orleans, have been and are being promoted
If you’re a top disc jockey with a fine
“different” style or gimmicks, and want to find a future with
America’s largest group of independent radio stations, send audition

Gordon McLendon
2104 Jackson Sk.
Dallas, Texas

BROADCASTING ® TELECASTING
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RADIO
Help Wanted—(Cont’d)

RADIO

Situations Wanted

Announcers

Announcers

LA LA AL AN R ALALR R AL R ACR R R R R Ry

ARE YGU THIS MAN?

The man we are looking for is currently the
Sales Manager or Assistant Manager of a
sall radio station. He's now looking to take
over the number one spot in o small Midwest
community. He's married, full of ideas, ener-
getic and very sales minded. He'd be happy
working with owners who know radio
thoroughly and who want to build a man-
agement team for several radio properties.
He works well with peaple and has a warm
and friendly "small town” personality. If
you are this man tell us about yourself,
your experience, salary and references. Let's
have the facts with as little fantasy as
possible.

Box 915G, 86T

A SIS A LS LA LA AL AR AR RS AR R RS L BN OO %)
A S LS L LA LA SN LI A A RA LA R E R RARARRRERTRRRRR .
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LOUISIANA ]
Performers with a Capital P

We need men who can keep a top rating
—Employ glmmlcks—ln]ecl personality o
—Produce &n entertaining show—and
Sound alive on the air, You will be with a 4
sharp music and news operation. Send 1

tape, photo and brief history to Box 934,
Shreveport, Lonisiana.

133833883833 Eryisee
L BN B Ie B e Bt B 20n B b s s mn A 2 i A A a2
AARXEXARAEARAARXAAARARARRAKEAARRX

CAN YOU QUALIFY?

Aggressive 10 Kilowau full time radio
dropping network for independent for-
mat. Adding to staff which makes great
opportunity for personalities who can
deliver as a DJ not just an announcer.

Tell us all about yourself including ex-
perience, age, money, marital status with
a complete audition tape that samples
Dee Jaying—News—Commercials. Write
Jim O’Neill, P. 0. Box 1402, Wichita,
Kansas.

Aunditions being held for top notch all
around staff announcer. Excellent op-
portunity with leading aggressive CBS
station in Palm Springs, California.
Experience in ¢onsole operation and
quality commercial delivery a neces-
sity. Apply in person for audition in
Palm Springs, La Fonda Hotel Sunday,
July 8, starting at 2 P.M.

*ANNOUNCER” FOR HIRE

Top man, with exceilent selling voice and
know how—avallable to give your atation
""another voice' at fraction of cost of regular
employee—no social security., no *“pald va-
cations”, never Sets sick.

He 1s your tape voice for commercials. Get
new accounts with this new voice. Different
voices avallable for competitive accounts.
Inexpensive service for local stations. Min-
imum coat {8 monthly order for 12 spota at
$2 each, plus $2 handling and mailing charge.
E. L. Roskelley, Producer. Irving (Dallas).
Texas.

TELEVISION

Help Wanted

Technical

i e e e s

KERO-TV
1420 Truxtun Avenue
Bakersfield, California

STUDIO SUPERVISOR

Need engineer capable assuming duties
studio supervisor—strong maintenance
background RCA equipment. Permanent
f’ position agressive VHF STN. Provide
resume ftraining, experience references,
% availability 1o Director Engineering.
a
e

B e e L

e e e P P i P e

§
§

California Opportunity

® Studio Technical Supervisor
® Studio Technician
Wire immediately

KVIP Redding, Calif.

FOR SALE

Equipment

TOWERS
RADIO—TELEVISION

Antenmrai—Ceonial

Sales & Ere L1'|F.;| f:u.

WANTED TO BUY

Technical

WANTED

Chief Engineer
Directional Antenna Experience New Sta-
tion * Top Job For Right Man Send Com-

plete Resume and picture * WBRB Inc.
P. 0. Box 91 Mt. Clemens, Mich.
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‘Equipment

FM TRANSMITTER

)
[
|
|
I 3 to 10 kw, complete, for cash.
|
[
|

Send all details, condition and

price. Box 624G, BeT.

FOR THE RECORD

(Continues from page 102)

WAZL-FM Hazleton, Pa.—Seeks mod. of cp
(which authorized changes in licensed station) for
extension of completion date.

KGW-TV Portland, Ore.—Seeks mod. of cp for
extension of compleiion date.

WTVQ (TV) Pittsburgh, Pa.—Seecks mod. of ¢p
for extension of completion date.

WEKJIF-TV Pittsburgh, Pa.—Seeks mod. of cp
for extension of completion date.

WACA-TV Camden, S. C.—Seeks mod. of cp
for extension of completion date.

KNUZ-TV Houston, Tex.—Seeks mod. of ¢p for
extension of completion date.

WOOK-TV Washington, D. C.—Seeks mod. of cp
for extention of completion date

KEPR-TV Pasco, Wash. —Seeks mod. of cp for
extension of completion date.

KIMA-TV Yakima, Wash.—Seeks mod. of cp for
extension of completion date.

License to Cover Cp

WAGA-FM Atlanta, Ga.—Seeks license to cover
cp which authorized changes in licensed station.

KDKA-FM Pittsburgh, Pa.—Seeks license to
cover c¢p which authorized changes in licensed
station.

Renewal of Licenses

KGAS Carthage, Tex.; KMCO Conroe, Tex.;
KXOL Fott Worth, Tex.; KVKM Monahans, Tex.,
WWHI (FM) Muncie, Ind.

Renewal of Licenses Returned
KTXJ Jasper, Tex. (Signed by Gen. Mgr.);
glltgt): (FM) Colorado Springs, Colo. (Improperly
ed.

June 26 Decisions

BROADCAST ACTIONS
By the Broadcast Bureau
Actions of June 22

WGBB Freeport, N. Y.—Granted authority to
ogerate trans. by remote control frotn 44 S. Grove

KHUM Eureka, Calif.—Granted license cover-
ing change of facilities, installation of DA-N and
change trans. location.

WPNX Columbus, Ga.—Granted license to
cover cp Wwhich authorized P-A-N and charge
trans. and studio locations.

!V¥1STL Eminence, Ky.—Granted Iicense for am
station

KHIL Fort Lupton, Colo.—Granted license for
am station.

WRLD Lanett, Ala.—Granted license to cover
cg to replace expired cp which authorized

snges Iin ant. system

WFBF Fernandina Bench Fla.—Granted license

SERVICES

ANNOUNCEMENT

Laurence News Features proudly an-
nounces three of America’s top news and
music stations are the latest outlets to
engage our corps of foreign correspond-
ents.
KSEK—Pittsburg, Kansas
KVMA—Magnolia, Ark.
WHBI—Newark, N. ]J.

These enterprising stations will begin
broadeasting exclusive air-expressed
tape reports and interviews from the
news-capitols of the world by their own
foreign correspondents Sept. 1. All
broadcasts are personalized with station
call letters and sponsor ID's . . . for
full information and audition tape, pro-
duced especially for your station, write.

Laurence News Features, Ine.
‘Washington Bureau
Burlington Hotel
‘Washington, D. C.

INSTRUCTION

FOL 1at PHONE LICENSES
IN'5 TO 6 WEEKS
WILLIAM B, OGDEN—I10th Year
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covering increase in power and to operate trans.
by remote control from 2nd and Atlantic Sts.

KEOK Fort Dodge, Iowa—Granted license for
am station.

Actions of June 21

WNES-FM Central City, Ky.—Granted license
for fm station.

KSD-TV st. Louis, Mo.—Granted cp to change
trans. location and ‘make ant. and other minor
e% Ement changes,

SE-FM Hillsdale, Mich.—Granted mod, of
cp_to change ERP from 1 kw to 740 w.

Following were granted extensions of comple-
tion dates as shown: KLIX-TV Twin Falls, Idaho,
to 1-15-57; WWLP (¥V) Springﬁeld, Mass., to 10-

1-56; KILT El Paso, Tex., to 1-1-57.

Actions of June 20

' WMCD Welch, W. Va—Granted Ixcense cover-
ing increase in power.

Actions of June 19

WNES Central City, Ky.—Granted license cov-
ering erection of new am tower and side mount
proposed fr ant. near tob.

WJIHP-TV Jacksonville, Fla.—Granted license
for tv station and to specify trans. location as
4038 Phillips Hwy., near Jacksonville.

WBEN-TV Buffalo, N. Y.—Granted license cov-
erinqlchanges {n facilities.

owing were granted extensions of comple.
tion dates as shown: WKNB-TV New Britain,
Conn., to 1-15-57; WBLU Salem, Va., to 9-1-56;
WPRT Prestonsburg, Ky., to 9-20-56; KOEL Oel-
;elgn.ulowa, to 8-31-56; WGRF Aguadﬂla, A

Actions of June 13

KTTS-FM Springfield, Mo.—Granted license
for changes in licensed tion.

WABT Birming Ala.—Granted license cov-
ermg changes in facilitles of existing station.

Y-TV Greensboro, N. C.—Granted license

to cover cp which authorized changes in facili-
ties of existing tv and to specify description of
studio and trans. location as Phillips Ave, at
‘White (not a move),

WVYEC-TV Hampion, Va.--Granted extension of
completion date to 1-4-57.

June 26 Applications

Accepted for Filing
License to Cover Cp

KCCT-FM Corpus Christi, Tex.—Seeks license
t(tn fover cp which authorized changes in licensed
station.

Modification of Cp

KVAN-TV Vancouver, Wash.—Seeks mod. of
cp for extension of completion date.

WLTV (TV) Wheeling, W. Va.—Seeks mod. of
cp for extension of completion date.

Renewal of Licenses

KSTB Breckenridge, Tex.; KBEN Carrizo
Springs, Tex.; KERC Eastland, Tex. WVSH (FM)
Huntington, Ind.

Remote Control
WGBB Freeport, N. Y.; WQXF Oxford, N. C.

June 27 Decisions

ACTIONS ON MOTIONS
By Commissioner John C. Doerfer

WLOX Biloxi, Miss.—Granted petition for ex-
tension of time to and including August 1 to file
exceptions to initial decision in c¢h. 13 pro-
ceeding, Biloxi. Action June 26.

Broadcast Bureau—Granted petition for exten-
slon of time to and including June 29 to file com-
ments to petition to enlarge issues filed by Hunt-
ington-Montauk Bcstg. Co., Deer Park, L. I,
? Y., 2}5n am proceeding re its application. Action

une

By Chief Hearing Examiner
James D. Cunningham

WPGA West Point, Ga.—Ordered that hearing
will be held Sept. 10 re application for mod. of
cp. Action June 21,

Florlda West Coast Broadcasters Inc., St. Pe-
tersburg, Fla.—Granted petition for intervention
in proceeding re am applications of Polly B
Hughes, Tampa, Fla.,, and Holiday Isles :Bcst%s
Co., St, Petersburg Beach, Fla.: {Jetltioner
made Darty to proceeding in capacity of inter-
venor. Action June 21.

Wﬂnmantic, Conn.—On chief hearing exam-
iner's own motion, ordered that oral argument on
petition of Robert A. Mensel, Willimantic, to
accept appearance filed late in proceeding re its
am application, et al., will be held on June 25,
at 9:30 a.m. Action June 22.

KTBRB Tyler, Tex.—Granted motion for post-
ponement from June 25 to Ju]¥i 2 when exhibits
shall be exchanged among parties in proceeding

re its am T‘Pplicatlon.

WCOoC- Pachuta, Miss.—By memorandum
opinion and order denied June 18 “Petition For
Leave To File Suglplement To Opposition To Pe-
tition To Enlarge The Issues” in ch. 7 broceeding

Pachuta-Laurel, Action June 25.

BROADCASTING ® TELECASTING

By Hearing Examiners

James D, Cunningham and Herhert Sharfman

WENB-TV New Britain, Conn.—Upon oral re-
quest of WHNC-FV New Haven, Conn,, and with
consent of other parties in proceeding re applica-
tions for mod. of cp of station WKNB-TV and for
transfer of control from Julian Gross, et al, to
NBC, continued prehearing conference, sched-
uled for June 22 indefinitely and to date to be
fixed by subsequent order. Action June 21.

By Hearing Examiner Herbert Sharfman

WEXL Royal Qak, Mich.——Upon oral request of
counsel for station WEXL and with consent of
counsel for applicants Paul A. Brandt, West
Branch, Mich. and Livingston Bestg. Co., Howell,
Mich., ordered that prehearing conference sched-
uled for July 6 is continued to July 18 at 2:00 p.m.
Action June 26.

KAKJ (TV) Reno, Nev.—On hearing eXam-
iner's own motlon, ordered that hearing date in
the matter of revocation of television cp of
KAKJT (TV) is continued from July 13 to July
23. Action June 26.

By Hearing Examiner Basil P. Cooper
News On The Air Inc.,, Port Clinton, Ohio—

Granted June 20 pleadlng requesting that date
presently specified for exchange of certain ex-

hibits be changed from June 21 to July 30, and
date for further prehearing conference is changed

from July 9 to Sept. 20. Action June 21.

Fresno, Callf.—Pursuant to agreement reached
at June 6 evidentiary hearing, ordered that re-
vised Exhibit 1 and affidavit clarifying certain
festimony submitted on behalf of applicant, B, L.
Golden, Fresno, are received In evidence and
record is closed. Action June 22,

By Hearing Examiner Hugh B, Hutchison

Entiat, Wash.—Granted motion filed June 18 by
counsel for Commission for extension of time
to and including June 21 to file proposed findings
of fact and conclusions in matter of cease and
desist order to be directed against EAO-TV Co.,
Entiat. Action June 21.

By Hearing Examiners
Hugh B. Hutchison and Jay A. Kyle

Niles, Mich.—Pursuant to prehearing confer-
ence held June 13 with counsel in proceeding re
am applications of Voice of Berrien County, Niles,
and Lake Broadcasters, St. Joseph, Mich., ordered
that exchange of exhibits will be accomplished
not later than Sept. 5, and that hearing is con-
tinued from July 16 to Sept. 10. Action June 22,

By Hearing Examiner H. Gifford Irion

KIVA Yuma, Ariz.—Denied petition for indefi-
nite continuance of hearing scheduled to com-
mence on June 25 in ch. 13 proceeding, Yuma.

UPCOMING

JULY

July 10: TvB overall advertiser-agency tv pres-
entation, Coconut Grove, Hollywood.

July 12: ‘TvB presentation, Gold Room, Fair-
mont Hotel, San Francisco.

AUGUST

Aug. 17-19: West Virginia Broadcasters’ Assn,,
late summer meeting, Greenbrier Hotel, White
Sulphur Springs, W, Va.

SEPTEMBER

Sept, 11-12: CBS Radio convention, Hotel Pierre,
New York,

OCTOBER

Oct. 1-3: National Electronics Conference & Ex-
hibition, Hotel Sherman, Chica, gM

Oct. 4-5: Central Region AAAA Meeting, Hotel
Blackstone, Chicago.

Oct. 7-10! Western Region AAAA Meeting, Hotel
Del Coronado, Coronado, Calif.

Oct. 29-30: Second annual RAB Nat'l. Radio Ad-
vertising Conference, Waldorf-Astoria Hotel,
New York.

NOVEMBER

Nov. 27-28: AAAA Eastern Annual Conference,
Hotel Roosevelt, New York.

NARTB CONFERENCES

Re}gmn 5 (Mlnn N D., Sept. Nicollet Hotel
Nab S, o) D., Towa, 17-18 Minneapolis
e
Region 7 (Mountain Sept. Utah Hotel
States ) 20-21 Salt Lake Ci
Region 8 (Wash.,, Ore., Sept. St.Francis Hotel
allf., Nev, Ariz, 24-25 San Francisco
T. H., Alaska)
Rg[gion) 6 (Kan. Okla,, gg% Okla. Biltmore
Reglon 2 (Pa., Del., Oct. Shoreham Hotel
W. Va, D C., 11-12 Washington
Va 'N. C., S.C)
Region 1 (New Eng- ct. Somerset Hotel
15-16 Boston
Reglon 4 ¥ Ohio, Oct. SheratonLincoln
Mlch 11, Wis.) 18-19 Indianapolis
Regwn 3 (Fla. ., Ga., Oct. Dinkler-
Ala., Miss., La.,, Ark, 2526 . Tutwiler
Tenn P. R.) Birmingham

BROA STING

THE NEWSWEEKLY OF RADIO AND TELEVISION

TEEKECASTING

1735 De Sales Street, N. W., Washington 6, D. C.

PLEASE START MY SUBSCRIPTION WITH THE NEXT ISSUE.

Please sennd fo home eddress — —

AlR MAIL SERVICE AVAILABLE

AGE COST,

2 [ 52 weekly issues of BROADCASTING ® TELECASTING $7.00
g O 52 weekly issues and BROADCASTING Yearbook-Marketbook 9.00
§ 0O 52 weekly issues and TELECASTING Yecrbook-Marketbook 9.00
T [ 52 weekly issues and both Yearbook-Marketbooks 11.00
[ Enclosed 3 sill

name title/ position

company mame

address

T city e zone state

oM ALL
WEST COAST SUBSCRIBERS ADD %41.40 TO AMMUAL
SUBSCRIPTIONM RATE, COST TO OTHER LOCALITIES ON REQUEST.

SUBSCRIPTIONS AT POST.
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— editorials
Is It A Crime To Be Honest?

EN Philadephia radio stations are under federal indictment
for agreeing to adhere to sound business practices.

If that sounds screwy, don’t blame us. Blame the Sherman Anti-
trust Act,

The stations, all members of the Philadelphia Radio and Televi-
sion Broadcasters Assn., were indicted for allegedly agreeing not
to deviate from their published rate cards.

The government cannot object, of course, to any station’s unilat-
eral decision to stick by its published prices. But a joint agreement
among several stations to do so is a violation of the law—even
though stations individually set their own rates. Or at least that is

the contention of the U. S. attorney general,
‘ In Philadelphia we have a good example of how well-meaning
businessmen can be ambushed by legal technicalities while en route
to a perfectly lawful objective.

Like good radio broadcasters everywhere, the Philadelphians were
trying to sell advertising as though it were a desirable commodity,
not distress merchandise to be unloaded at panic prices. The mistake
of the Philadelphia stations—if indeed they made one—was to
present a united front in defense of their rate cards.

"] Ttis altogether probable that some advertisers may seck to use the
Philadelphia indictment as an argument against the maintenance of
rates. If so, we fervently hope that broadcasters will not be misled.

The grand jury’s indictment in no way pertains to the practice of
dealing openly and honestly and at card rates. It was aimed solely
at the alleged agreement among several broadcasters.

|

J The “Seventh” Report & Order

HE least that can be said for the FCC’s tv allocations “‘report

and order” of last week is that the Commission did the best it
could with what it thought it had. The most: that it is a first, if
somewhat hesitant, step in attempting to meet the critically danger-
ous “economy of scarcity” issue in television allocations.

What the FCC majority has done will be damned or praised,
depending upon how applicants and competitors are affected. Those
are normal reflexes. Anyone adversely affected will regard the FCC’s
action as cruel and inhuman. The FCC, however, will argue that
it must look at the public and what will do the greatest good for the
greatest number.

I The FCC has Congress breathing down its neck. No action could
have produced an effort by Congress itself to try its inexpert hand
at allocating. That much may have been averted.
| There are many aspects of the FCC’s overall action that appear
strange indeed. For example, the open invitation to other non-
broadcast services to come in and bid for vhf spectrum space. And
the proposed assignment of two vhf’s to non-commercial educa-
tional where they will do the least good for the smallest number,
if they’re ever used.at all. Or the incongruity of pulling a couple of
vhf assignments out of the table of allocations with no apparent
&)]aces to go.
| But what the majority did was the minimum step it felt it could
take in applying “uniform criteria” to all areas. It seems to have
missed here too. It should be remembered, however, that nothing
yet is final; that this is proposed rule-making. Those “comments”
the FCC requests will practically inundate its staff, we predict.
| The long-range project looking toward a Utopian all-uhf tv
world, is wishful at this writing. It probably won’t be acted upon
by any member of this Commission. It is years away. In the interim
it is to be hoped that scientific genius will come up with develop-
ents that will make this all-uhf program feasible.

There’s the other side of the coin. The short range “interim”
action, which could bring 13 cases of deintermixture, has to com-
mend it the recognition that separations and standards will be
maintained, avoiding indiscriminate drop-ins that could demoralize
existing service. Of equal significance is the recognition that there
must be ubf if the scarcity enigma and all the evils it portends are
to be dispelled. That should trump the hands of those who espouse
public-utility rate regulation, including Sen. John W. Bricker (R-
Ohio}.

' We question whether all or even most of the proposed changes in
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this initial batch of deintermixtures will occur. All parties will get
their day in court. Nearly all the cases came by split votes. A swing
of a vote might be sufficient to change the picture. And a new com-
missioner (T. A. M. Craven who succeeds E. M. Webster) will be
in on them.

Last week’s action was an about-face for the majority which acted
last Nov. 10 for “one-shot” rule-making, now superseded. Comrs.
Hyde and Bartley held out then, but for somewhat different
reasons. A couple of weeks ago the sentiment was for wholesale
drop-ins, with ubf all but abandoned. The new action, whatever the
evident short-comings, rejects down-grading and recognizes uhf
in tv's future. This is a combination of the original thinking of
Mr. Hyde combined with the crash-program for uhf espoused by
Chairman McConnaughey.

The FCC majority tried to look at the-whole broad picture. Some
people are hurt; others helped. These are penalties of all risk busi-
nesses, and broadcasting is peculiarly sensitive because the most
precious asset—the license—is subject to omissions and commis-
sions of government.

Two Communicators

HE “engineering guard” on the FCC changes this week. Comr.

E. M. Webster ends his distinguished nine-year tenure as a
member of that agency. He turns over mythical command as watch-
dog of the megacycles and the kilowatts to his old friend and
colleague, T. A. M. Craven, who moves in where he left off 12 years
ago.

Comr. Webster retires from the FCC at 67, but it’s our guess
he won’t retire as an active, vibrant personality in communications.
He tried to retire several times from the Coast Guard but was called
back to active duty, winding up as a commodore, whereupon he
promptly became a private communicator, and then accepted a call
back to the FCC.

Comr. Craven, at 63, is young for his years. He served his
country as a naval officer, and has been in on allocations since his
junior licutenant days in the 20’s. He will fit in admirably on those
specialized assignments handled by his predecessor.

Comr. Webster is an expert in international communications. He
is highly respected by foreign communications administrations. He
is a diplomat-engineer. In his “quasi-retirement” we are certain he
will have opportunities to serve his government again and again on
special missions in the sensitive and important field of international
communications. .
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in a red-hot sports fown

PORTS PAGE’

is a ‘“‘grand-slammer’’ in sales!

Here’s the fellow who's earned the confidence of the Baltimore sports fan. He’s Joe Croghan, our Radio
and TV Sports Editor. Joe’s “SPORTS PAGE” has a tremendous following of avid sports fans, eager for
the early evening run-down . .. with facts, unbiased commenting, and inferviews with sports personalities.
It's the third leg of our powerful News-Weather-Sports presentation at 6:45 p.m. with news and sports

sponsored respectively by American Beer and Shell Qil Co.

“SPORTS PAGE” is now available for sponsorship—Moanday thry Friday
6:50 to 7:00 p.m.—and it’s a terrific opporunity!

WE’'LL TALK TO YOU IN TERMS OF

dESULLES

Nationolly Represenied by Edward Petry Co.
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The dominant station serving Richmond,
Petersburg and Central Virginia

Number of TV homes TV homes per rating point
in Grade B area projected to Grade B area

WXEX-TV
STATION B
STATION C

e WXEX-TV delivers 16.99, more TV homes than Station B—17.3%, more than Station C.
o WXEX-TV gives you a bonus of better than 2 TV homes with every 12 homes you buy.

® Station B is now operating on interim low power and tower. On this basis, the Grade B area of
WXEX-TV delivers 58.3 more TV homes than does Station B.

Service contours of stations considered are for maximum power and tower calculated
by Kear & Kennedy (consulting radio engineers, Washington, D. C.} from information
on file with FCC, and based on latest available ARF figures updated to June 1, 1956.

WXEX-TV

NBC BASIC—CHANNEL 8

Tom Tinsley, President Irvin G. Abeloff, Vice Pres.

National Representatives: Select Station Representatives in New York, Philadelphia, Baltimore, Washington.
Forjoe & Co. in Chicago, Seattie, San Francisco, Los Angeles, Dallas, Atfanta.



