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Stop Projecting!
Now buy the whole Richmond

TV Area by Surveyed Facts!

Until now a timebuyer had to figure rating points for
the Richmond, Va., market by projecting the known
metropolitan figures to the unknown Grade B area.

Now you can have the facts—the full facts—about
the entire area when you buy Richmond. And when
you have them, you’ll buy WXEX-TV every time.

In conjunction with its regular February survey
of metropolitan Richmond, ARB conducted a spe-
cial 35-county Grade B area survey. Both surveys
were made the same week. Both used the same ARB
supervised-diary technique. Here’s what the special

area survey proved —conclusively:

¢ WXEX-TV leads any other Richmond
station in total area rating points by 33%%.

¢ WXEX-TV leads any other Richmond
station in more quarter hours by 33%:%.

¢ WXEX-TV leads any other Richmond
station in total share of audience.

Don’t make another buy until you have seen this
area study. For your copy, call Select, Forjoe or
WXEX-TV. It will open your eyes.

WXEX-TV

Tom Tinsiey, President

NBC BASIC-CHANNEL 8

Irvin G. Abeloff, Vice Pres.

National Representatives: Select Station Representatives in New York, Philadelphia, Baltimore, Washington.
Forjoe & Co. in Chicago, Seottle, Son Francisco, Los Angeles, Dollos, Atlonta.



Sioux City, lowa Feb. '57 Pulse Proves:

There's No Contest

in Sioux City Television

KVTV KVTV KVTY KVTV
STA;ION I STA;IOH I STAI'I;'ION STATION
B
BTy il S sl
ALL SHOWS NETWORK SYNDICATED LOCAL LIVE
All of the top 46 All of the top 38 All of the top 10 All of the top 45
programs on KYTY network Programs Syndicated film local live programs

—-53 of the top 55 on KYTY programs on KVTY on KVTV

79% More Audience -- and look at these quarter-hour wins --

KVTV STATION B
All Time Periods 395 57
6:00 P.M. to Sign-Off 118 0
Sal. - 9:00 A.M. to Sign-Off 60 0
Sun. - 10:30 A.M. to Sign-0Hf 52 2

aoble talent that makes o
television station stand
head-and-shoulders

above competition. SI0UX GITY, 10WA

Your Katz Man can give CBS-ABC—A Cowles station. Under the same management as
you the facts. WNAX-570 Yankton, So. Dakota. Don D. Sullivan, Gen. Magr.

DOMINANT
7 Days a Week - Day and Night Kv
Consistent ratings like
these don’t just happen
—something makes them
happen. It’s that indefin- W‘Q




WGR-TV
SELLS

BUFFALO!

\\ ABC AFFILIATE CHANNEL 2

Peters, Griffin, Woodward, Inc.

Published every Monday, with Yearbook Numbers (53rd and 54th issues) published in Janua% and July by Broanpcasting PubLicaTions, Inc., 1733
DeSales St., N.W., Washington 6, D. C. Entered as second class matter March 14, 1933, at Post Office at Washington, D, C., under act of March 3, 1878,



STEINMAN
unl  N[ATTONS

WLEV-TV

Allentown ¢« Bethlehem
Easton, Pa.

WDEL-AM-FM

Wilmington, Del.

WGAL-AM-FM

ke WRAK

Harrisburg, Pa.

WORK AM-FM

York, Pa. WILLIAMSPORT

WRAW R

Reading, Pa.
, The “Dedication N B c

WEST-AM-FM

Easton, Pa. to Public Service”

WRAK-AM.FM that typifies all

Williamsport, Pa. Steinman Stations
will be evidenced in

the operation of WRAK.

STEINMAN STATIONS
Clair McCollough, Gen. Mgr.

Representative:

The MEEKER Company, inc. - New York - Chicago - Los Angeles - San Francisco
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MOVING DAY? “For sale” sign went up
last week on house at 5205 Falmouth Road,
in Westmoreland Hills area of Washington,
D. C, and real estate agency whose sign
it was told inquirer that housc would be
available for purchaser’s occupancy July 1.
Present owner: George C. McConnaughey,
chairman of FCC.

BeT

ASKED why he put his house on market,
Mr. McConnaughey told BeT he and wife
had eve on larger propertv—also in Wash-
ington—which they were thinking of buy-
ing if they could sell present quarters. He
said there was no connection between ex-
piration date of his term at FCC (June 30)
and July 1 occupancy date he had ser for
purchaser.

BeT

BULL MARKET ¢ Spot radio volume so
far this year is running well ahead of last
vear's records (biggest in history). Station
representatives informally talk about gains
ranging from 25% to as much as 100%—
though average is believed to be less. If
zeneral economy suffers no relapse, 1957
seems destined to be spot whopper.

BeT

THOSE free plugs that airlines get for
transporting contesianis and other prin-
cipals to and from network shows—eye-
sores to many broadcasters as well as view-
ers—will soon pe missing from CBS-TV
channels. Network has decided, with some
prodding from affiliates, to eliminate big
visual plug for airlines and substitute more
sedate acknowledgment in “credit crawl’
instead.

BeT
NBC-TV PROSPECTS ¢ Warner-Lambert
Pharmaceutical, New York, understood to
be prepared to spend $5 million on NBC-
TV cvening buys. One of shows will be
Tic Tac Dough, which is expected to be
moved from daytime to Thursday 7:30-8
p-m. Other is Restless Gun with John
Payne, Mondays, 8-9 p.m. Sullivan, Stauf-
fer, Colwell & Bayles, New York, is agency.

BeT

GENERAL FOODS, New York, through
Young & Rubicam, planning to plunge
additional $1.5 million in daytime lelevi-
sion on NBC-TV, with participations on
such shows as Truth or Consequences and
five o’clock comedy strip on same network.
In addition, advertiser plans to increase
somie of its daytime buys on CBS-TV.

BeT

VIDEOTOWN REVISITED ¢ Ever since
Cunningham & Walsh, New York, found
plateau in tv viewing apparent at Video-
town. last fall, agency had considered drop-
ping annual survey. C & W, however, now
has decided to go ahead with its 10th

BROADCASTING ® TELECASTING

closed circuit

Videotown (New Brunswick, N. J.} study.
Canvassing wil! begin in June and report
will be issued in fall. Survey once again
will trace color development closely. (C&W
Vice President-Director of Rescarch Ger-
ald W. Tasker has predicted color tv will
blossom as major advertising medium in
1958-59)

BeT

VIDICON tibe developments confiden-

_tially discussed by engineers touring exhibit

hall at NARTB convention last week in-
dicate that new, improved vidicons are on
way, may reach commercial developmennt
within year. Two plusses seen coniing for
tv's little workhorse: Increased sensitivity,
approaching some say thatr of image orthi-
con; and miniaturization, a half-inch vidi-
con tube (compared to present tube's one-
inch diameter).

BeT

MUSTN’T TOUCH e Chief reason NBC-
TV and CBS-TV are not directly repre-
sented on new all-industry committee to
negotiate new music license agreements
with ASCAP reportedly is fear of their
attorneys that antitrust questions might be
raised if they took hand in negotiating sta-
tion as well as network agreements. So net-
works will negotiate separatcly, as four
years ago. ABC-TV, however, does have
direct representation on interim {and pre-
sumably will have on permanent) negoti-
ating committee, and CBS-TV and NBC-
TV are represented indirectly through head
of one owned-and-operated station in each
case (see story page 100).

BeT

NEWEST wrinkle in toll tv—not ascribed
fo any particular manufacturer—is all-
channel color tv set, with built-in unscram-
bling device which would be rented or sold
1o customer on instalment basis. Members
of FCC, ir's understood, informally have
beenn rold about innovation in constantly
mounting campaign for autharization of
experinentation.

BeT

WDAF NEGOTIATIONS ¢ Conversations
looking toward probable sale of WDAF-
AM-TV by Kansas City Star Co. continue
this week or next in New York. Roy Rob-
erts, president of company, will be in New
York in advance of American Newspaper
Publishers Assn. convention April 22-25.
More than dozen important entities—most
of them in combination newspaper-broad-
cast field—are interested in acquisition of
pioneer properties. Indicated price “in ex-
cess of $10 million” [BeT exclusive last
issue] is being talked. While no figures
have been released, it's understood prop-
erties last year netted about $! million be-
fore taxes; about $500,000 after taxes.

LAST WEEK H. Dean Fitzer, managing
director of WDAF-AM-TV, and, like other
executives in cooperatively-owned Star
Co., member of its board of directors, con-
ferred in Kansas City with number of
hroadcasters interested in looking oaver
properties. He wds authorized forinight
earlier, it is reported, to actively investi-
gate prospects of selling stations, regarded
as among most desirable in Middlewes:.
Mr. Roberts last Tuesday stated that while
several offers had been made, none had
heen accepted, and that there had been
no decision in price and certainly no final
decision to sell.

BT

STUMBLING BILOCK? » Possible delay
in closing of $1.5 million KOB-AM-TV
Albuquerque deal by Time Inc. with Stan-
ley Hubbard’s KSTP Inc., arose last week,
presumably because of decision of ABC to
oppose continued operation of KOB-AM
property on its I-A 770 kc clear channel
which has been in litigation for nearly two
decades. Mr. Hubbard’s agreement with
Time Inc. provides that am facility shall be
equivalent of I-B status with 50 kw day and
25 kw night.

BeT

LOOK jfor Newsweek ro follow in fooi-
steps of competitor Time Inc. Understood
publication, controlled by Vanderbili-Har-
riman, is now in preliminary negotiations
for importamt West Coast combination
radio and tv property.

E&T

MUTUAL & NEWS e In first move aimed
at beefing up its news operations stemming
from new emphasis on music and news
(story page 40), Mutual understood to
have hired Steve McCormick, White House
correspondent who recently has been as-
sociated with Theodore Granik on Youth
Wants o Know and American Forum of
The Air. Mr. McCormick, who will be-
come Washington newscaster, is said to be
first of several newsmen who will join
MBS staff, with network conducting nego-
tiations with several top name newsmen
from other networks.

BeT

RADIO NETWORKS aren't to be out-
done by other segments in cashing in on
resurgent interest in aural medium. ABC's
action last week in setting up autonomous
division under Robert Eastiman (story page
39) promises renewed competitive era.
Coupled with Mutual’s new format, NBC’s
recent “Hot-Line” innovation and CBS’
new pricing policies, it all means network
powers don’t intend to be left behind. De-
tractors will say networks are grasping at
straws; new moiey going into medium
testifies otherwise.




They all agree

WDGY is the Twin Cities’ most listened-to station
. .. every afternoon, Saturdays included

That’s what the latest Pulse says. That’'s what the latest
Hooper says. That’s what the latest Trendex says. In fact,
Trendex places WDGY first in the morning, after-

noon and all-day.

Plenty of local and national advertisers are expressing
their agreement, too. w D Y
Pulse gives WDGY an average rating of 6.0 {7 a.m.-7 p.m.
Mon.-Fri.). Whatever report you like best, you can 50,000 watts

use it to buy prime availabilities in WDGY’s many first-place

segments through the day. MINNEAPOLIS-ST. PAUL

Let Blair bring you up to date on what Storz Station pro-
gramming has done to Twin Cities’ radio listening.

Or, talk over the new figures (and what they mean) with
WDGY General Manager Steve Labunski.

‘The Storz Stations

wWDGY WwWHB WQAM KOWH WTIX
Minneapolis-St. Paul Kansas City Miami Omaha New Crleans
Represented by John Blair & Co. Represented by Adam Young Inc.
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at deadline

FTC Prodded by Sen. Magnuson
To Push Commercial Monitoring

SEN. Warren G. Magnuson (D-Wash.) Friday
told Federal Trade Commission to intensify
monitoring of radio-tv commercials. He issued
request to FTC Chairman John W. Gwynn in
session of Senate Appropriations Subcommit-
tee on Independent Offices, of which Sen. Mag-
nuson is chairman.

Mr. Magnuson reminded Mr. Gwynn that
Congress last year appropriated special fund for
FTC monitoring. “I want to see this program
speeded up, and 1 want to see some results
from Your investigations,” Sen. Magnuson said.

Sen. Charles R. Potter (R-Mich.) criticized
advertising of one company for sale without
doctor's prescription of drug purporting to be
tranquilizer. Sen. Potter said it was only bro-
mide and advertising was misleading.

Mr. Gwynn said monitoring was proceed-
ing full-scale and that FTC would make full
report on its success to Congress in early
summer.

Survey of Retailers’ Tv Use
To Be Launched by NRDGA

SALES promotion division of the National Re-
tail Dry Goods Assn. is launching detailed sur-
vey of use of tv advertising by retail stores,
Edward F. Engle, manager of division, will an-
nounce tomorrow (Tuesday).

This is first survey of use of television by re-
tailers since 1949, Mr. Engle notes and many
changes have since taken place. “We know that
both the television stations and retail stores have
gained considerable experience and know-how
since the early trial-and-error days of tv adver-
tising. We feel that a new study of the potentials
and pitfalls of this medium would be a valuable
contribution to both the retail stores and the
tv industry,” he said. Survey covers such sub-
jects as: current use of tv by retail stores, type
of programs used, stores’ previous use of tv,
method of preparing or sponsoring commercials,
objectives and sales results of retail tv advertis-
ing, method of budgeting advertising for tv,
stores” future plans for use of tv and other in-
formation. .

USIA: Funds Slashed by 26%

HOUSE Appropriations Committee has slashed
United States Information Agency 1958 ap-
propriation by 26%, but cautioned that Voice
of America overseas broadcasts were not to
be cut. House bill for USIA is $106.1 million,
a cut of $37.9 million from President’s recom-
mended budget and almost $7 million less
than last year's appropriation. Entire $3,785,-
000 requested for Justice Dept.’s antitrust
division was voted.

UPCOMING

April 22: United Press Broadcasters of
Conn., Hotel Statler, Hartford.

April 22: Connecticut Broadcasters Assn..
Hartford, Conn.

April 22-26: American Film Assembly,
Statler Hotel, New York.

For other Upcomings see page 132
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Bernard Joins KTVI (TV),
St. Louis V Starting Today

J. J. BERNARD has resigned as vice presi-
dent and general manager of WGR-AM-TV
Buffalo to become vice president, general man-
ager and member of board of KTVI (TV) St.
Louis which today (Monday) begins telecasting
on ch. 2. XTVI was assigned vhf channel in
deintermixture proceeding after operating on
ch. 36.

Mr. Bernard assumed new duties Friday,
day after he was elected to NARTB Television
Board (see story page 84).

In Buffalo, George Goodyear, president of
WGR Corp., said he would temporarily assume
active management of WGR-AM-TV pending
appointment of successor to Mr. Bernard.

Mr. Bernard announced appointment of
John I. Hyatt, formerly of D'Arcy Adv. Agency,

as national and local sales manager of KTVI

effective immediately.

Godfrey Wednesday Show Becomes
Third CBS-TV Favorite Dropped

LONG-EXPECTED demise of Arthur God-
frey Show (Wednesday, 8-9 p.m. EST), effec-
tive with June 26 telecast, being announced
over weekend by Mr. Godfrey and CBS-TV.
Program joins { Love Lucy and Jackie Glea-
son’s show as perennial favorites losing slots
on CBS-TV [AT DEeapLINE, April 8). Sponsors
of Godfrey Show: Bristol-Myers Co. (Ban,
Vitalis, Ipana, Bufferin); Pillsbury Mills (Pills-
bury’s Best flour, cake mix, pie mix, hot roll
mix) and Kellogg Co. (cereals and dog food).
Agencies: Young & Rubicam for Bristol-Myers,
Leo Burpett for Pillsbury and Kellogg.

Successer show not yet selected by CBS-TV.
Reason given for Wednesday program demise
was strain on Mr. Godfrey, who also is featured
on many other CBS-TV shows.

Rep. Byrd Protests CBS’
Moving W. Va. Tv Affiliation

IN LETTER to CBS President Frank Stanton
last week, Rep. Robert C, Byrd (D-W. Va.)
staunchly protested network’s announced plans
to transfer its tv affiliation from WCHS-TV
Charleston, W, Va., to WHTN-TV Huntington
(same state). Transfer is scheduled to take place
when present CBS contract with WCHS-TV ex-
pires sometime next year, Rep. Byrd said he
was told by Hawthorne D, Battle, Charleston
station’s president.

Noting in conversation Friday that “WCHS
has just gone to the expense of constructing a
new tower—I'm sure with the knowledge and
approval of the CBS engineering department,”
Rep. Byrd said transfer “looks like everything
is being sacrificed for big business and absentee
ownership.”

Congressman pointed out that affiliation trans-
fer to Huntington will give city two network-
affiliated stations (other is NBC-affiliate WSAZ-
TV), and “leave Charleston, the state capital
and the most populated area in West Virginia,
pow in the midst of great industrial growth,
with none.”

o BUSINESS BRIEFLY

Late-breaking items about broadcast busi- -
ness; for earlier news, see ADVERTISERS
& AGENCIES, page 32.

FLICKER OF NEWS ® Ronson Corp., Newark,
N. J., negotiating with NBC-TV for possible
underwriting of series of early evening news
programs_beginning next fall. Ronson, should
deal go through, will put its entire tv budget
into news programs. Norman, Craig & Kummel,
N. Y, is agency.

THEY'RE WILLING e Aluminium Ltd,
through J. Walter Thompson Co., and Union
Carbide & Carbon, through J. M. Mathes Inc.,
both spensors of ABC-TV Omaibus, understood
willing to underwrite series again next year if
and when it finds new network berth. Robert
Saudek, head of packaged program, understood
negotiating with ABC-TV and NBC-TV.

SHULTON PICKS UP PEN e Shulton Inc.,
Clifton, N. J,, about to sign as alternate week
sponsor of new CBS-TV film series, Slezak
and Son, starring Walter Slezak. Shows start in
fall, to be seen Tuesday, 8:30-9 p.m. EDT.
Slot is presently occupied by Lever Bros. Ce.
(Private Secretary re-runs), which intends to
retain that slot and also sponsor Slezak. An-
nouncement of signing expected late this week.
Agencies are respectively, Wesley Assoc., and
J. Walter Thompson Co., both N. Y.

SPOT FOR TEA e Tetley Tea Co., N. Y., ef-
fective in May, will underwrite radio spot an-
nouncement campaign in five markets for 17
weeks. Agency: Ogilvy, Benson & Mather, N. Y.

RALSTON RENEWS ¢ Ralston Div. of Ral-
ston-Purina Co., St. Louis, has signed 52-week
renewal for Bold Journey on ABC-TV, and will
move program from Thursdays, 9:30-10 p.m.
EST to Mondays, 8:30-9 p.m. EST, succeeding
Voice of Firestone in that time, Latter returns
in fall to 9-9:30 p.m. EST period. Guild, Bas-
com & Bonfigli, S. F., is agency.

SUMMER SATURATION ¢ ‘Coppertone Sales
Corp, (suntan oils and lotions), Miami, to
launch radio saturation campaign from June
through August on 110 stations in 100 markets
with announcements on weekends only and
using stations featuring music and local per-
sonalities, Agency: Grant Adv., Miami,

TWQ TAKE ON WYATT ¢ General Mills
(cereals, flours and cake mixes), Minneapolis,
through Dancer-Fitzgerald-Sample, N, Y., and
Procter & Gamble Co. (Gleem toothpaste),
Cincinnati, through Compton Adv., N. Y, have
renewed The Life and Legend of Wyatt Earp
(ABC-TV, Tues., 8:30-9 p.m.) starting in fall.

PUDDING PUSH ® General Foods, New York,
(Instant Jello pudding) planning extensive ra-
dio spot announcement campaign to start May
13 for seven weeks in about 84 markets. Young
& Rubicam, N. Y., is agency.

Continues on page 9
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KCMO-TV  Station No. 2 Station No. 3

232
KANSAS CITY
SYRACUSE
PHOENIX
OMAHA

99

KCMO
WHEN
KPHO

wOow

KCMO-TV
WHEN-TV
KPHO-TV

WOW-TV

64

The Katz Agency
The Katz Agency

The Katz Agency

John Blair & Co.-
TV: Blair-TV

0
RepiTH sTEC

Represented nationally by Katz Agency

Joe Hartenbower, General Mgr.
Sid Tremble, Commercial Mgr.

®

Meredith Stations Are Affiliated with Better Homes and Gardens and Successful Farming Magazines
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at deadline

Storer Sale in Birmingham,
Three Others Filed at FCC

STORER Broadcasting Co., sale of WBRC-
AM-FM-TV Birmingham for $6,350,000 to
Radio Cincinnati Inc. [BeT, April 8] filed Fri-
day for FCC approval. Radio Cincinnati
(WKRC-AM-TV there) owned 80% by Cin-
cinnati Star-Times and 20% by Hulbert Taft.

FCC ordered Storer to sell one of its radio-
tv properties to meet multiple ownership re-
quirement$ contingent on Commission ap-
proval of Storer's purchase of WPFH (TV)
Wilmington, Del,, and WIBG-AM-TV Philadel-
phia, Value of WBRC Radio assets listed as
$281,100, with $1,548,782 in tv assets.

Radio Cincinnati financial statement, dated
Feb. 28, showed capital stock and surplus of
$3,628,149, current assets $2,002,391, total
assets 34,368,689 and current Habilities $740,-
540.

Other station sales filed Friday for Com-
mission approval:

Merchants Broadcasters Inc. $175,000 pur-
chase of WAFB-AM-FM Baton Rouge, La.,
from Modern Broadcasting Co. (68.8% owned
by WDSU-AM-FM-TV New Orleans). Buying
group includes President Ralph L. Burge, Louis
S. Prejean (current 2% owner) and 15 associ-
ates, WAFB-TV not involved in transaction.

WAFB balance sheet of Dec. 31, 1956,
showed a 1956 loss of $40,811, current assets
$11,798, total assets $513,141 and total liabili-
ties $198,077. WAFB-AM-FM went on air in
1948; the am station, on 1460 ke with § kw
day, 1 kw night, is affiliated with ABC and
Mutual; fm outlet is on 104.3 mc with 3 kw.

WEIM Fitchburg, Mass., sold by Henry G.
Molina Jr. (who is moving to MexXico) to Arthur
A. Newcomb for $169,000. Mr. Newcomb owns
WOTW-AM-FM Nashua, N. H., and has filed
for new am in Marlboro, Mass, Deficit of $74,-
916 shown on station’s balance sheet, dated
Dec, 31, 1956, Current assets listed as $31,492,
total assets $90,294 and current liabilities $5,-
102. WEIM, on air since 1941, operates on
1280 k¢ with 5 kw day and 1 kw night.

MBS Vice President Harry Trenner and
Herbert Schorr purchased WRNY Rochester
N. Y., from Paul Wolk, David A. Kyle and
Donald A, Corgill for $90,000. Messrs, Trenner
and Schorr are licensee of WFEC Miami, Fla.
WRNY went on air in 1946 and operates on
680 ke with 250 w daytime only.

IRE Meet Expects' Over 5,000

ATTENDANCE of over 5,000 expected for
Institute of Radio Engineers’ 7th Region con-
ference and show to be held in Conference
and Federal Bldgs. in Balboa Park, San Diego,
April 24-26, Dozens of technical papers will
be given on topics allied with the conference
theme, “Electronics in Space.”

WAAM (TV) Renews Fellowship

WAAM Television PFellowship for graduate
study at Johns Hopkins U., Baltimore, has
been renewed by board of directors of WAAM
(TV) there. Applications for 1957-58 being
taken until May 20 by Lynn Poole, chairman
of awards committee. Fellowship is available
to persons employed in television and offers
stipend of $4,500 to $6,000.

BrROADCASTING ® TELECASTING

KINE KINDLES KINDNESS

SOUR GRAPES of wrath in Oklahoma’s
state legislature sweetened last week as
solons, who had held up invitation of
state’s semi-centennial committee for au-
thor John Steinbeck to appear as guest
in June, relented after watching kine of
John Daly interview on his ABC-TV
news show in which author said he meant
no embarrassment to Oklahoma in his
book, Grapes of Wrath, Kine, shown on
floor of legislature, was provided by ABC
affiliate KGEO-TV Enid. Mr. Steinbeck’s
appearance had been blocked by legis-
lators who took exception to book’s ref-
erences and treatment of “Oakies.”

NAEB’s Fourth Radio Seminar
Slated April 21-24 in lllinois

NATIONAL Assn. of Educational Broadcast-
ers will hold its fourth radio programming
seminar April 21-24 at Robert Allerton Park,
U. of Illinois conference center near Monticello,
Tll. Conference is made possible through reg-
ular grant to NAEB from W. K. Kellogg
Foundation.

Speakers will include Dr. Sydney Roslow,
director of The Pulse Inc., who will discuss
audiences for educational and public service
programming; Norman Pellegrini, WFMT (FM)
Chicago, who will discuss music program-
ming, and Leonard Marks of Cohn & Marks
(NAEB counsel) who will explore legal
problems.

William Skelly Dies at 78

FUNERAL services were to be held last Satur-
day in Tulsa for William G, Skelly, owner of
KVOO-AM and 38.8% owner of KVOO-TV
Tulsa. Mr. Skelly, 78, was chairman of board
of Skelly Oil Co. He had been ill since last fall,
Death was attributed to kidney ailment. Among
survivors is daughter, Mrs. Harold Stuart, wife
of executive vice president of KVOO-AM-TV,

D-F-S Readies Consumer Drive
CONSUMER advertising drive—prepared by
volunteer agency Dancer-Fitzgerald-Sample,
New York—will coincide with national promo-
tion of Brand Names Week April 28-May 3.
Campaign, using print and radio-tv, will tie
in with promotion and merchandising by Brand
Names Foundation Inc, and its member manu-
facturers, agencies and media.

WEATHER COMMAND

THE U. S, Air Force is well staffed with
technicians and specialists. But when
airmen wanted weather information for
a mission out of Shreveport, La., they
turned for briefing to civilian specialist
Al Bolton, weatherman for KSLA-TV
there. Believed to be first civilian ever to
brief Strategic Air Command personnel
on weather, Mr. Bolton went to Barks-
dale Air Force Base for the military
weathercast. Session preceded an evalua-
tion flight by the 301st Bomb Wing.

PEOPLE

HAROLD C, LUND, vice president in charge
of Westinghouse-owned KDKA-AM-TV Pitts-
burgh, elected to board of directors of West.
inghouse Broadcasting Co.

OLIVE M. PLUNKETT and CLARENCE E.
HALE elected vice presidents of BEDO, N. Y,

MAGNUS HENDELL, vice president and ac-
count executive, Modern Merchandising Bureau
Inc.,, N. Y., to Bayuk Cigars Inc., Phila., as
advertising director.

Delcin, Official Are Fined
For Contempt in Ad Case

U. 8. Court of Appeals in Washington fined
Dolcin Corp., New York pharmaceutical firm,
$15,000, and its vice president, Victor Van Der
Linde, $2,500, for contempt of court.

Court ruled last Dec. 18 that firm and three
of its executives were guilty of contempt in
connection with advertising for Dolcin pills
(arthritis and rheumatism remedy) carried on
several radio stations. A Federal Trade Com-
mission order prohibiting firm from continuing
advertising had been backed by court. Dolcin
allegedly failed to discontinue advertising in
question.

Petitions of two other Dolcin officials,
George Shimmerlik and Albert T. Wantz, ask-.
ing court to reconsider its action holding them
in contempt, were taken under consideration.

KPBX Files Bid With FCC
Seeking Tv Ch. 12 in Beaumont

KPBX Broadcasting Co. Friday filed applica-
tion with FCC for ch. 12 Beaumont, Tex,,
seeking 316 kw with antenna 579 ft. above
average terrain. Estimated construction cost
was $347,000 with $500,000 for first year op-
eration.

Principals of applicant, who also own KIET
Beaumont, are Walter L. Rubens (49%) and
four brothers, Ben J., Nathan J., Sol J. and
Victor J. Rogers. Ch, 12 was assigned to Beau-
mont-Port Arthur area by FCOC in deinter-
mixture proceedings [BeT, March 4]. Also seek-
ing the channel are WDSU-AM-TV New Or-
leans and ch. 31 KBMT (TV) Beaumont.

e BUSINESS BRIEFLY

Continues from page 7

SPRING SPOTS e ]J. H. Filbert Inc. (mayon-
naise and salad dressing), N. Y., planning radio
spot schedule in about 70 markets starting early
in May for eight weeks. Sullivan, Stauffer, Col-
well & Bayles, N. Y,, is agency.

EUROPE VIA AIR, AIRWAVES o KIM
Royal Dutch Airlines, Amsterdam and New
York, today (Monday) launches four-week ra-
dio spot campaign on behalf of tourist flights
to Europe on 12 major market stations. Agency:
Charles W. Hoyt, N. Y.

SUMMER START e Pharma-Craft Corp.
(Fresh deodorant, Coldene) to sponsor one-half
of NBC-TV's Steve Allen Show on alternate
weeks starting July 14 for 65 weeks. Agency:
J. Walter Thompson Co.. N. Y.

SPECS FOR REXALL e Rexall Drug Co,
L. A. expected to sign for four spectaculars next
season, time and exact dates still uncertain, on
NEBC-TV. BBDO, N. Y., is agency.

PRESTIGE-TYPE SPOTS e Ford Motor Co.
(Institutional) through Kenyon & Eckhardt,
N. Y., planning radio spot announcement cam-
paign effective May 13 for four weeks in top
60 markets and ten division centers.
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the week in brief
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WEAVER TAKES OFF THE WRAPS

Proposes custom-tailored tv shows for
top markets. Surprise: He wants t¢ in-
clude some educational stations. . .31

TV'S CAMPAIGNING PROWESS

Helped erase Ike health issue, says
former GOP public relations head.
Advance political selling by networks
effected big economies to parties. .34

ABC RADIO ON ITS OWN

Eastman to head autononous organi-
zation. Plans being laid to capture No.
1 network title. ... . .. ... . .39

MBS EXPLAINS NEW FORMAT

June 2 is the starting date and affili-
ates appear to approve change .. 40

CBS-TV REBUTS NBC-TV

Says claims of daytime tv superiority
are ‘deceptive.” Affiliates are given fig-
ures to substantiate CBS-TV's claim
of leadership . . .. .. .42

BILLING EQUALITY BY ‘60

That's the goal of ABC-TV. President
Qllie Treyz reports 1957-58 season
will be first in which network will have
full programming schedule. . ... 44

HERE'S ABC-TV'S FALL LINEUP

Tentative schedule has Pat Boone in
Thursday night slot with Frank Sina-
tra and Guy Mitchell Friday. Day
shows to be built from ‘Mickey
Mouse." .. ....... . L. .46

NBC-TV NIGHT SALES BOOM

Fall selling well ahead of last year
with $80 million in gross already re-
CONACH - s T | [ s s 1 o B 2 50

RCA-NBC ANSWERS JUSTICE DEPT.

Contends FCC approval of station
swap bars further action, says court
hasn't jurisdiction in antitrust suit. .52

HOW ARE TRANSLATORS DCING?

Here's a status report on what the
the tv rebroadcasters have done in
their first nine months. .. 56

LAST WEEK IN CHICAGO

NARTRB's 35th annual convention sets
record with 2,358 delegates gathering
to see, hear, and discuss what's new in
broadcasting. . . - n : 82

WHAT'S AHEAD AT FCC

Commissioners’ panel at NARTB con-
vention sheds light on such questions
as how soon fee subscription tv, TASO
and allocations, FCC liaison with
Trade Commission, five-year licenses
and NARBA. . .....86

DORRELL FIRES AT NCS NO. 2

Enumerates Series of questions on, ac-
curacy of Nielsen study in address at
NARTB convention . . . & 94

SPOTLIGHT'S ON AUTOMATION

Highspot of technical portions of
NARTB convention is discussion and
exhibition of new gear that will make
stations less reliant on manual opera-
tion. KRON-TV shows a new one. 96

TV GIRDS FOR ASCAP TALKS

With music licensing contract expiring
Dec. 31, telecasters ready selves by
appointing 15-man interim committee
to prepare for negotiations. ... 100

AUTO DEALERS NEED RADIO-TV HELP

NADA’s Bell urges broadcasters to
help root out “lunatic” fringe foisting
unethical advertising on public. . . 108

THEY'RE KEEPING THE TV CODE

Violations have lessened considerably
and are confined to one segment of
the stations, according to report by G.
Richard Shafto, retiring chairman of
the NARTB Code Review Board. 120
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When a vitamin firm gets our bill
The precident of same gets a thrill.
Results are co splendid
For money expended

He gives up hic 4:00 o'clock pill.

THE firm is the Vitalife Company
and one of the things that tickles

them about WMT advertising is its
low cost. Vitalife's prexy figures that
his advertising cost this year was less
than last year; we haven't cut our rates
so people must be buying more pills.
“We are happy with the results on
WMT and expect to stay right with
you for many, many years." That's

a direct quote.

For further details about vitamins and
radio in Eastern lowa, check with
WMT's national representatives, The

Katz Agency.
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DOUBLE-CROSS IN

AMSTERDAM'

SUSPENSE IN

I.ONDON'

MYSTERY IN

PARIS!

starring

- WILLIAM GARGAN

. to the viewing public he IS Martin Kune'

SUPERBLY STAGED
in exciting foreign {4
cities, sea-
ports and
countrysides

Side by side with Scotland
Yard, the French Surete, the
police of all the Continent, this
resourceful American Private
Investigator pursues law-
breakers all over the continent.




IN COLORFUL FOREIGN
COUNTRIES! [ /o0y

ALREADY BOUGHT BY
» ANHEUSER-BUSCH

in 8 markets

STROH'S BEER
DREWRYS BEER
PROGRESS BEER
HUMPTY DUMPTY
STORES

FALSTAFF BEER

WHITE WAY LAUNDRY

JIM REED CHEVROLET
UNITED GAS
KROGER

and stations:

KERO-TV in Bakersfield
WTVY in Dothan
KTTV in Los Angeles
KPHO-TV in Phoenix
KOA-TV in Denver
WOR-TV in New York
KTNT-TV T oeonte:
WTVJ in Miami
WGN-TV  j, Chicago
WILK-TV in Wilkes Barre
KRDO-TV ¢ Colorade
KOAT-TV in Albuquerque
KOPO-TV in Tucson
WNAC-TVin Boston

FOR AN

pSWING
IIJN SALES

get TV'S most
firmly eslob-
lished mystery-
adventure here
in an ALL-NEW
series. Write,
phone or

wire for an
early audition,




et

Costume by Clare Potter

You feel very special on Red Carpet” flights

When you walk along the Red Carpet to your waiting United DC-7
Maintiner® of course you feel like a star of stage or screen! And
you're greeted like one, too. That’s only a part of Red Carpet Service!

Here, on the world’s {astest airliner, you'll find luxurious,
relaxing surroundings. Like a pre-dinner cocktail? It’s served in an

kR

bR e,

individual decanter. Dinner? M-m-m-m! Especially prepared
for vou by United’s own master chefs.

Then a restful doze . . . You can’t be there alreadv! You are.
And after you leave your big Mainliner your luggage is brought to
you extra-fast. What a wonderful way to travel —Red Carpet Service!

World's fastest airliners—United DC-7s! Red Carpet nonstop flights: New York-

R Y . [ . . _ . *Red Carpet” is a ice mark used
San Frum:fsco, New York-Los An?eles, Chicago-San Francisco, Chicago-Los Ange e R Un!teds.i::'fanS, m:.s
les, Washingfon, D.C.-San Francisco, Los Angeles-Seattle, California-Hawaii.
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IN REVIEW

JIMMY DEAN SHOW

SO-CALLED “country music” is having a
wave of popularity today, particularly since
some of the tunes verge on “rock-and-roll.”
This new CBS-TV entry is likely to be more
successful among audiences than Good
Morning With Will Rogers Ir., which it re-
places, because of its potential appeal to
teen-agers and other school children and to
country-music fans among the adults.

On the initial program, country music
ran the gamut from ballads, spirituals and
standard numbers to tunes this post adoles-
cent believes were “rock-and-roll.” Jimmy
Dean, a personable young man with a TexXas
drawl, presided, singing and chatting with
members of the cast, Their music is just
peppy encugh to wake up a sleepyhead, but
not so strident as to jolt the viewer abruptly
into consciousness. The program is not likely
to garner a tremendous audience, but its ap-
parent slant to the youth market seems a
prudent move,

Production costs: Estimated $20,000.

Telecast sustaining on CBS-TV (Mon.-Fri,,
7-7:45 a.m. EST).

Producer: Ed Friendly Ir.; director: Clark
Pangle.

ARTHUR MURRAY PARTY

THE agile Mrs. Arthur Murray is back on
the air in a “new” program spoasored by
two companies who are apparently trying
to cover the bases entertainment-wise, as
they also sponsor a quiz show, The Big
Surprise, on NBC-TV. The new show basi-
cally fits into the variety category, its claim
to distinction based on emphasis on danc-
ing, Arthur Murray style.

One cannot but help compare the new
endeavor with the old Murray show. The
production now is smoother, the camera
work more flexible. As for format, it fol-
lows the usual line—a few production num-
bers and a dance contest. Andy Williams,
of Tonight fame and lately a teen-age sen-
sation, got off “Butterfly” and a duet
with Helen O’Connell. A dance sequence
of an interpretive nature starred Mrs. Mur-
ray and two other professionals choreograph-
ing the theme of a despondent clown whose
smiles return because of a little girl—the
clown realizing that it is the little ones who
benefit by his performance.

The dance contest — non-professionals
who pair up for such numbers as jitterbug,
tango and folk dancing—proved to be the
usual common denominator that “distin-
guishes” this show from all other variety
programs.

Estimated production costs: $25,000.

Sponsored by Purex Corp. through Weiss &
Geller, and the Speidel Corp. through
Norman, Craig & Kummel, on NBC-TV
Tues., 8-8:30 p.m. EST.

Producer: Arthur Murray; director: Coby
Ruskin.

Guest stars: Andy Williams, Helen O’Con-
nell.

BROARCASTING © TELECASTING

BOOKS

ALFRED HITCHCOCK PRESENTS:
STORIES THEY WOULDN'T LET ME
DO ON TV; 372 pp., $3.95; Simon &
Schuster Inc., New York.

AND such lovely stories they are, too. In
one, a man kills his mistress, grinds her into
chicken feed and raises a splendid set of
cockerels; in another, a father murders his
little daughter at her birthday party, then
serves up her insides; in yet another, man
hunts man for sport, etc. Mr. Hitchcock
has thoughtfully provided a preface to this
murder, mayhem and masochism, which
states that all these items have one thing in
common: They're not interrupted by com-
mercials. That’s not all they have in com-
mon: They also violate every precept of the
1934 Communications Act and the NARTB
Code.

FOUNDATIONS OF RADIO, sixth edition,
by M. G. Scroggie, Philosophical Library,
New York, 349 pp. $10.00.

THE purpose of this book, according to
the author, is to start at the beginning and
lay the foundations on which more detailed
knowledge can be built. With this in mind
Mr. Scroggie begins this new and completely
revised enlarged edition by familiarizing the
reader with methods of expression, such as
algebraic symbols, graphs, and circuit dia-
grams, that are taken for granted in scien-
tific discussion.

The basic theory of rad:o is covered
starting with the most elementary principles.
Apart from the fundamental laws of elec-
tricity and radio, the theory of valves,
transmitters and all types of modern re-
ceivers is described and there is an intro-
duction to the techniques of television and
radar. The book appears to be a useful
compendium of information for the person
who wants to learn the basics of radio.

MIKE AND SCREEN PRESS DIREC-
TORY (Third Edition). Published by
Radio-Newsreel-Television Working Press
Assn., 527 Lexington Ave., New York,
243 pp. $10.00.

DESIGNED as a daily reference guide for
newsmen in radio, tv, and newsreels, this
volume follows the pattern of its predecessors
in listing key contacts in the news, public re-
lations and government fields. It is divided
into two parts. One lists key news people
at radio and tv networks, at many radio and
tv stations, at tv and theatrical newsreel
organizations, and at major metropolitan
newspapers. The other section is devoted to
listings of “the spokesman” at federal gov-
ernment agencies, the United Nations, and
major businesses and industrial concerns.
There also is a report on a survey dealing
with the use of industry news film, written
by Editor Arnold Lerner, formerly with
Warner Pathe News and now in charge of
motion picture activities in the information
department of International Business Ma-
chines Corp.

STAGE

Ouvfrates all
syndicated
shows!

SaN Francisco — highest rated
syndicated program (22.7, Pulse,
2/57) outrating George Gobel,
Gunsmoke, Zane Grey Theatre,
Jackie Gleason Lux Video
Theatre, etc.

Twin CITIES— highest rated syn-
dicated program in Minneapo

St. Paul (16.0, Pulse, 11/56) out-
rating Warner Brothers, Father
Knows Best, West Point, etc.
Outrates all competltwn in
Atlanta, Indianapolis, Portland,
Oregon, ete.

Stage 7's a dramatic anthology
which can do- a fine-rating, fine-
selling job in_your market, as 1t
is already doing in more
hundred others. Better check
Stage 7 for your market today.
Write, wire or phone collect for -
availabilities.

Television Programs of America, Inc,
488 Madison Ave., N. Y, 22 » PLaza 5-210¢
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WSB-TV asans tanadiens Atlanta
KERO-TV .......... Buakersfield
WBAL-TV ... ........ Baltimore
WGN-TV ............ Chicago
WFAATV . ...... ..... Dallas
WESH-TV ...... Daytona Beach
WD, o5 oo o Durham-Raleigh
WICW' .. o ¢ g oot psils & Erie
WNEM-TV .. ... Flint-Bay City
WANE-TV . ... ... .. Ft. Wayne
KPRC-TV ............ Houston
WHTIN-TV ... .. . ... Huntington
WIHP-TV ... ... ... Jacksonville
KARK-TV .......... Little Rock

KCOP ........... Los Angeles

THE CASE OF THE 650 FILE

WISN-TV . ......... Milwavkee
KSTP-TV ..Minneapolis-5t. Paul
WSM-TV . .......... Nashville
WTAR-TV . ........... Norfolk
KMTV ... . ...... ..., Omaha
WIVH ............... Peoria
KCRA-TV ......... Sacramento
WOALTV . ....... San Antonio
KFMB-TV .. ........ San Diego
KTBS-TV .......... Shreveport
WNDU .....South Bend-Elkhart
KREM-TV ............ Spokane
KOTV ... ... ......... Tulsa
KARD-TV ............ Wichita




JRAWERS......

)] (or How Petry’s Plus Services
help Spot TV
Advertisers)

As an advertising executive, you know it's
the planning behind the buying that pays
off in sales., The most successful Spot TV- buying
requires extensive research and depth of market informa-

tion—information Petry salesmen are amply equipped

to give you.

e

For behind every Petry salesman is the largest TV Promotion staff of any
independent representative firm-—a staff that is constantly replenishing 650
file drawers in the seven Petry offices with up-to-the-minute Spot TV facts to help

assure sales success for your Spot TV campaign.

Whether you require detailed descriptions ;)n local programs, data sheets,
audience-impact facts on special time segments, full information on ID require-

ments—or a complete station-market presentation for a specific product or problem—

let the Petry salesman give you the full- story. He’s the best informed man

in the business.

Television Division

Edward Petry & Co, Inc.

THE ORIGINAL STATION REPRESENTATIVE

NEW YORK e CHICAGO ¢ ATLANTA ¢ DETROIT ¢ LOS ANGELES +* SAN FRANCISCO  + ST. LOUIS



Financing

KIDDER,
PEABODY
& CO.—

® Offers outstanding fa-
cilities for the issuance
of equity or debt secu-
rities,either by private
placement or through
public offering.

® Has arranged private
financings aggregat-

ing #700,000,000 in
the past five years
and has underwrit-
ten over $1 billion of

public offerings in

the past ten years.

We invite you to
call upon our
experience.

KIDDER,
PEABODY & CO.

FOUNDED 1865

NEW YORK
CHICAGO

BOSTON PHILADELPHIA
SAN FRANCISCO

Offices and correspondents in thirty other
principal cities in the Unit:d States
Address inquiries to;
ROBERT E. GRANT
Kidder, Peabody & Co.
First National Bank Building
Chicago 3, Illinois
Telephone ANdover 3-7350
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OPEN MIKE

Well Done

EDITOR:

This is just a line of appreciation to you
for your excellent coverage of the recent
Nielsen Coverage Service debate in New
York, featuring John Churchill.

Your reporter did a swell job of note-
taking and came up with a fair, well-bal-
anced and representative summary of this
very long and complicated discussion. 1
don’t know who your man was on this job,
but I wish you would pass along to him
my congratulations and thanks.

E. P. H. James, V. P.
A. C. Nielsen Co., Chicago

[EDITOR’S NOTE: The kudos go to Asst. New
York Editor pavid W. Berlyn.]

EDITOR:

The On ALL ACCOUNTS article [BeT,
April 1] was not only accurate, but delight-
fully written. I expect to fly to Santa Bar-
bara this evening and the way I feel after
reading BeT, I'll do a couple of barrel rolls
and falling leaves.

One slight correction 1 would like to make.
My son’s name is Karl Fredrik Kautz Il
1 thought I had better get this straight be-
cause he is already in training for this ad-
vertising merry-go-round.

Edith Krams

Media Director
Anderson-McConnell Adv. Agency
Hollywood, Calif.

EDITOR:

1 wait you to know how much I appre-
ciate your reviewer's kind estimate of my
Pocket Book News [IN Review, March 18].

I hope radio and television will bring me,
if not a “solid gold Cadillac” [reviewer’s
description), perhaps in time a solid gold
Chevrolet.

And I really do talk to presidents. Thank
you for saying I sound it.

Wilma Soss

President, Federation of Women
Shareholders in American Business;
commentator of NBC Radio Pocket-
book News

Warning of Doom

EDITOR:

Why BeT is such a staunch champion
of the monopolistic networks in your po-
sition against pay-tv is beyond comprehen-
sion. Such a line . . . furthers the trend to-
ward complete monopoly and federal regu-
lation and discourages uhf.

It would be better to have “narrowcasting”
by parttime use of uhf for pay-tv than to
have [u channels] lie fallow.

You recommend wire-closed-circuit tele-
vision when you must know that continuing
line costs would prohibit wide use of the
system. Furthermore, it would put the pay-
tv operator up against another kind of
monopoly—telephone line rates.

The *“danger of federal control” is al-
ready in the offing to break the present tv
monopoly. This is recognized in a bill in
Congress to regulate all or some part of
broadcasting. Pay-tv will give uhf new
life, retrieve television as a free competitive

system, and may save broadcasting from
federal regulation.

Your “Bitter Sweet” editorial [BeT, March
4] presented a fairly-unbiased summation
of the deintermix situation. Uhf operators
and other pay-see advocates would like a
more “statesmanlike restraint” (your phrase)
on the part of BeT.

Ranulf Compton
President
WGMA Hollywood, Fla.

Friday's Reaction

EDITOR:
Your cartoon in the March 25 issue has
come to my attention. We've all been greatly
amused by it! Thanks for giving us space,
Jack Webb
Mark VII Ltd.
North Hollywood, Calif.

MARK
vIL
UMITED

“I kept telling him, ‘Keep your eye on your
job—quit looking into the camera'!”

Fm’s Future
EDITOR:

Just a line to let you know what a won-
derful job you did in your April 8 issue on
“How Bright a Future for Fm.” J. Frank
Beatty states that “some engineers still feel
auto fm sets aren't practical.” I have had
an fm tuner in my car for some time now
and it's wonderful. It doesn’t fade in tun-
nels or under bridges and is easy to connect
to any existing auto radio. Gonset puts it
out and it costs under $80.00.

Douglas Cramer
Cramer Productions, Los Angeles

EDITOR:

We were most interested in your fine
analysis and report on fm and I would like
to take this opportunity to congratulate you
on behalf of WPAT. For the record, how-
ever, I would also like to call your attention
to the specific mention of WPAT-FM.

WPAT-FM went on the air March I,
1957. This makes us only a little over one
month old. Our fm operation was estab-
lished in answer to thousands of requests
from our listeners and, while it is true that
we hope to reach class advertisers, it is also
true that this has always been the aim of
WPAT-AM and its program policies. In
other words, WPAT's am and fm are com-
plementary. We broadcast simultaneously
over both and the same good music pro-
grams are featured on both.

John Burt, Dir. of Publicity
WPAT-AM-FM Paterson, N. .

[EDITOR'S NOTE: BT termed WPAT-FM “a
little over a year old.”]
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Distant cities
at your fingertip

Ben Avery is an engineer at Western Electric’s
Kearny, N. ], manufacturing plant where he
plays a key part in tailoring new types of Bell
telephone central office equipment to the needs
of communities all over America . . . perhaps
yours. The equipment Ben is now working on
is part of the new system known as Direct Dis-
tance Dialing. Rapidly coming into use, this
system makes it possible for telephone users to
dial directly across the nation about as easily as
dialing neighbors across the street.

The highly specialized engineering job done
by Western Electric men like Ben Avery is part
of the many-sided contribution which we, as

BROADCASTING ® TELECASTING

MANUFACTURING AND SuPPLY

manufacturing and supply unit of the Bell Sys-
tem, make to Bell telephone service in yowr
community.

Besides manufacturing the telephones and
equipment needed by your Bell telephone com-
pany to provide /ocal service, we also make and
install the transmission and switching equipment
which does . . . quite literally . . . put distant
cities at your fingertip when you dial.

UNIT OF THE BELL SYSTEM
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This is for

radio station in Minneapolis-St. Paul and 11«

features 36 local performers on the ail

provides I IVE entertainmeni

service keyed perfectly to the tastes anc

of the vast area they serve. Thatm’s why

PEOPLE
WCCO RAD

than all other Twin Cities stations...

% NCS $2

% % % 51.5% share of audience, Nielsen Station index, 1956 average,
total station audience, total day, seven-day week

* * Represented by CBS Radio Spot Sales




.the number one

Northwest counties*

every week. Each

and

10§

comblned'




OUR RESPECTS
to Harry Woolford Chesley Jr.

HARRY CHESLEY Jr., executive vice president of D'Arcy Advertising Co. and
who personally oversees Anheuser-Busch’s Budweiser beer account, has been a
mari on the wing since he joined the St. Louis-headquartered agency in January 1956.
Mr. Chesley makes frequent flying trips to give the personal touch to his partici-
pation in the development of various agency departments.

D’Arcy’s estimated $14 million in broadcast billing last year (it placed in the top
20 among national agencies) was a good deal Harry Woolford Chesley Jr.—another
way of saying he has a healthy respect for both radio and tv. His views are reflected
in additional capacities on D’Arcy’s executive and management committees.

“We are tremendously cognizant of the importance of television and most inter-
ested today in the continuing value of animation in tv,” he reports. “If intelligently

- used, it can be a terrific sales factor.”

L] Mr. Chesley’s appraisal of the aural medium perhaps can best be exemplified by
s his acknowledgement that Anheuser-Busch is emphasizing radio this year more
: than in 1955-56. While he wouldn’t admit as much, it’s understood radio is getting
e . the slightly larger share of a $3.8 million broadcast budget.

. Before joining D’Arcy last year, Mr. Chesley was associated in executive capaci-
: ties with such advertisers as Philip Morris, Pepsi Cola, Pabst and Swift.

. He was born in Towson, Md., Feb. 4, 1909, After the family moved to Chicago,
° young Harry attended Bowen High School and majored in business management
° and marketing at the Chicago College of Commerce. At night he took business law
° and administration.
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During Chicago’s Century of Progress Exposition (1932-33) young Mr. Chesley
handled sportscasts of special events, including six-day bike races and Big Ten track
meets and football. In 1934 he joined Swift & Co., later becoming package goods
sales manager in the East, headquartering in Newark, N. J. A four-year tour of
duty wth the U. S. Air Force halted his business career,

He served as assistant secretary of the Air Staff in Washington and, as Lt. Col.
Chesley, was executive to the commanding general of the Air Forces in the Pacific,
serving as aide-de-camp to Gens. Barmey Giles and Hap Arnold. Returning to
civilian life, he organized Chesley & O’Connell, wholesale beer distributors, in
northern California. He sold out in 1949 and joined Pepsi Cola as vice president in
charge of national sales.

IN 1952 Mr. Chesley moved to Philip Morris as vice president and marketing
director. He guided the “change of dress” campaign for the new Philip Morris
package and worked on introductory advertising and promotion for the new Marl-
boro cigarettes—the original of the “flip-top” box line. He grew intimate with
television, being instrumental in Philip Morris sponsorship of the Robert Cummings
Show and My Little Margie and signing Desi Arnaz and Lucille Ball to an $8 million
agreement for the I Love Lucy series.

B AL'I uonE D’Arcy called him away eatly last year to avail itself of his background in sales,
packaging, marketing, promotion and advertising. This experience and ability to

: : coordinate various phases of advertising has stood him in good stead in helping

ts easier to reach D’Arcy reach an estimated $50 million-plus in overall billing during 1956. He has

when you ride on esteemt for the importance of campaign continuity in all media, according to his

associates, who value his sense of direction and ability to get the “whole picture.”

l ' I As executive vice president at D'Arcy, Mr. Chesley assists on media, research,

sl ' I ' b I 1.1 I I I marketing, copy and art and also has a hand with such clients as Friedman-Shelby

. Division of International Shoe Co. and Krey Packing. He is available for counsel

WF R R in other branch offices on General Tire & Rubber Co., Gerber Baby Foods, Mon-
ST arch Finer Foods, Standard Oil Co. of Indiana and other accounts.
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