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After one month of the Channel 13 pre-
gramming schedule under Westinghouse
Broadcasting Company ownership, the Iat-
est American Research Bureau (Sept. '57)
survey shows . . .

% Out of 454 quarter-hour periods surveyed
while all 3 stations were on the air. .

WIZ-TV. .. ... .. leadsin 195
StationB ...... leadsin 199
StationC. . ... .. leadsin 60O

% Share of audience—sign-on to sign-off . . .

WIZ-TV. .. 35.5% .. .up 24.5%
Station B . . 38.2% .. .down 4.9%
Station C . . 25.1% . . down 19.2%

(=" AND LOOK AT THIS!

Buddy Deane Bandstand (3-5 PM, Monday
through Friday) is the top-rated local afternoon
program in Baltimore, with more than 50% adult
viewers—2.5 viewers per set!

The Early Show (6-7:23 PM, Monday through
Saturday) is the highest-rated early evening show in
Baltimore—over 60% adults—2.8 viewers per set!

Keith McBee’s “7:23 News” is the highest-rated
news show, network or local, in Baltimore TV!

The Late Show is the highest-rated local show in
Baltimore TV'!

For full detaile and availabilities, call Joe
Dougherty, WJZ-TV Baltimore Sales Manager,
at MOhawk 4-7600 ..

*ARB, September, 1957



Now, it’s

feot!

New ARB report taken just 30 days after our move to

full power shows an increase in every time segment for

WHTN-TV- -
the SELLibrated station
of the Golden Valley

{Central Ohio}

~:'.|::J-" cHAHLEETa"—FEﬂ:BI’HHQH Clmrlgu

O WHTN-TV STATION B STATION € |
NOON-6 PM +133.0 + 1.8 —26.5 }
g 6 PM-MIDNIGHT +141.0 + 9.9 —24.0 ‘
' 6 PM-MIDNIGHT |
ADINIE +129.0 - 1.0 —16.8
SECR Y SIGN-ON to SIGN-OFF +136.7 + 4.6 —19.9
C.{ ot 5 5
G HUNTINGTON —Percentage Change
WHTN-TV STATION B STATION C
NOON-6 PM +17.0 —10.0 —15.0
6 PM-MIDNIGHT + 0.08 —10.0 +10.0
PM-MIDNIGHT
GREALIIDNIC + 15.0 -10.0 +11.0
SIGN-ON to SIGN-OFF \_ + 15.0 —10.0 —10.0

L Yes, WHTN-TV provides a new point of sale 1,000 feet above
average terrain powered by 316,000 watts . . . is the only
station to put a Grade A signal over this entire booming market . . .
the only full power station in this power-packed valley
between Cincinnati and Wheeling.

It's time now to SELLibrate with

WHTN-=TV._  come

CHANMNEL 13 ABC AFFILIATE Rupresentad by
HUNTINGTON-CHARLESTON, WEST VA. Mam AL B




‘One Does It
In Des Moines!

A COWLES OPERATION

Full Power Channel 8 In lowa

KRNT-TV SCORE

244 FIRSTS

in 481 Quarter Hours

(THE SEPT. 5-11 A.R. B.)

TOP TEN MULTI-WEEKLY

Average

*KRNT-TV, seven firsts Rating
* 1. Russ Van Dyke News 10:00 P.M. 40.%
* 2. Al Couppee Sports 10:20P.M. 284
* 3. Don Soliday News 12:30 P.M. 148
4. Early Show 4:30 P.M. 129
* 5. Paul Rhoades News 6:00P.M. 127
6. News 10:00 P.M. 11.5

* 7. Garry Moore 8:00 AM. 113
* 8. Bill Riley Time 12:00 Noon 10.9
9. News, Weather, . ( 6:15P.M, 10.6
and Sports He 10.20 P.M. 106

*10. Gordon Gammack 6:15 P.M. 9.9

TOP TEN ONCE-A-WEEK

*KRNT-TV, Six Firsts

1. Ed Sullivan 43.7
2. What's My Line 40.7
3. Gunsmoke 39.0
4. Wyatt Earp 35.4
5. Cheyenne 33.8
* 4. Playhouse 90 33.7
7. Lawrence Welk 33.3
* 8. Climax 33.0
2. Hit Parade 32.6
*10. Rabert Cummings 31.8

Published every Monday, 53rd issue (Yearbook Number) published in September by BroapcasTiNg PusLicartons INc., 1735 DeSales St.,
N. W., Washington 6, D. C. Entered as second class matter March 14, 1933 at Post Office, Wasl.ington. D. C., under act of March 3, 1879.
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1 - TEXAS’ TALLEST TOWER

KRLD-TV telecasts from atop Texas' tallest{toy aitting 1,521, et
above its hilltep base — 1,685 feet above avoNgeTrain. From this
second tallest man-made structure in the world, KRLD-TV servés one-
fourth of all the people in Texas who own one-third of Tesas’ sets,
plus those in five Oklahioma counties.

2 - MAXIMUM POWER

KRLD-TV operates on 100,000 watts, the maximum power of a low-
VHF frequency allowed by FCC. KRLD-TV beams 100 microvolts
or more to a greater area than covered by any other Texas TV station.

3 - CHANNEL 4

KRLD-TV’s Channel 4 enables it to reach tarther with a strong, clear
signal. Channel 4 is the lowest frequency channel in the Dallas-Fort
Worth area.

an unbeatable combination that makes

KRLD-TV

; the Biggest buy in the Biggest market
~ & I = in the Biggest state

The BIGGEST buy.jnithe BIGGEST market in the BIGGEST Stare

—
| ‘DO.%A Qwners and operators of KRLD, 50,000 wotts
’ The Times Herald Stotion . .. The Bronham Co..

Po w ER Exclusive Representotive.
JOHN W, RUNYON CLYDE W, REMBERT
Choirmon of the Board President

SRS et R
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BABY ACTS UP ¢ Speaker Sam Rayburn.
who espoused formation of House Com-
mittee on Legislative Oversight (Moulder
Committee), understood to be indignant
over witch-hunt aspects of inquiry, going
into entertainment and expense vouchers
of members of independent commissions.
It's learned Mr. Rayburn feels this tack
is ridiculous and goes far afield from type
of inquiry House leadership had in mind
in seeking to ascertain whether independ-
ent agencies had become subservient to
executive branch and were bypassing con-
gressional jurisdiction.
L J
Following sharp and sometimes bitier
controversy at public hearing last Thurs-
day between Republican members of
Moulder subconmmitiee and Dr. Bernard
Schwartz, executive director and chief
counsel of conunitice, over mailing of
questionnaires (o conunissioners of inde-
pendent agencies, New York U. professor
was heard to murmur aloud: “Oh, to ger
bhack to reaching law.”
L

ABC-TV CHANGES ¢ Changes at ABC-
TV aren’t over vet. In latest move, Gene
Accas, now administrative vice president,
is slated to become vice president in charge
of sales development, reporting to Don
Coyle, vice president for research and sales
development. James T. Aubrey Jr., pro-
gramming and talent vice president, also
due for promotion to new but as yet not
definitely titled post under Oliver Treyz,
now vice president in charge of tv. Look-
ing to that time, network is considering
new key program executive to serve under
Mr. Aubrey. In another move, but unre-
lated to these, Thomas Velotta, v.p. and
administrative officer for news, special
events, sports and public affairs, is slated
to transfer to West Coast in executive post.
L ]

Shuffle of personnel and accounts from
Joseph Katz Co. to newly-forned Keyes,
Madden & Jones (successor to Russel M.
Seeds Co.) seems.1o continue unabated.
Roselux Chenmical Co., Brookiyn (Rose-X
brand of bleach, starch and cleaning com-
pound) and Charles Chappell, Katz vice
president-plans director, reportedly are
next to mnke SWi.fCh.

®

THIRD YERSION e Shortly to be an-
nounced will be formation of Skiatron
Franchises Inc. to handle licensing of Ski-
tron closed-circuit installations throughout
country. New company will function with
Skiatron basic toll tv patents but will not
be corporately identified either with Arthur
Levy's Skiatron Electronic Co. or Matty
Fox's Skiatron Television Inc.
[ ]

Louis B. Nichols, spokesman for FBI

Director J. Edgar Hoover, may possibly

BROADCASTING

closed circuit:

wind up in communications field after
Nov. 1 FBI retirement following 23 years'
service. While Mr. Nichols plans to vaca-
tion for mounth, it's learned authoritatively
that among several enticing offers he has re-
ceived is one from RCA. Among Mr.
Nichols' duties as FBI news contact has
been supervisory charge of Bureau's Divi-
sion of Records and Communications.

[ ]
BOOSTER BUSINESS e At behest of
Gov. Steve McNichols of Colorado, FCC
Comr. T. A. M. Craven is spending this
week in that state to investigate on-channel
hooster operations, which have been de-
clared illegal by FCC. Informal investiga-
tion will cover number of operations in
state authorized last year by former Gov.
Edwin C. (Big Ed) Johnson in defiance of
FCC ruling. Request for Comr. Craven
was made hecause he is FCC’s only engi-
neer member and is familiar with on-
channel booster vs. translator operation.

L

J. Glen Taylor, for past 20 years an

executive in General Tive family and for
past six years vice president of RKO Tele-
radio Pictures Inc., is resigning effective
Nov. | and will return to his family home
near Norjolk, Va. He will continue his
personal business interests in New York
and Virginia.

L ]
UA LOOKS AT STATIONS e Will United
Artists Corp. follow trend to station owner-
ship set by other Hollywood studio interests
such as Paramount, MGM and RKO?
United Artists, giant financing-distributing
organization backing independent pro-
ducers, seems to be finding potential gold
mine in leasing post-1948 films to tv and
has announced plans to diversify into
phonograph record and music publishing
fields (FiLm, Oct. 14). On station acquisi-
tion, one top executive readily admits
“we've been giving it some thought,” but
no decision has been made.

[ ]

Public Relations Society of America may
face public relations problem of its own—
among broadcasters, anyway—if it sticks
to current plan for media presentations at
its annual convention in Philadelphia next
month. It's allotted 35 minutes 1o news-
papers, 35 minutes to magazines and 35
minutes for radio and tv to divide between
them. Broadcasting leaders feel radio and
television are entitled to 35 minutes apiece.
Named to make broadcasting presentations
at Nov. 18 session were Robert E. East-
man, president of ABN, and Oliver Treyz,
vice president in charge of ABC-TV.

L]

SLOW PAY CURE e In effort by group
of Adam Young Inc.-represented stations
to encourage agencies to pay their broad-
cast bilis more promptly, outlets are seri-

ously considering stipulation in new rate
cards which would withhold 2% of 15%
ageney commission if stations’ bills are
not paid by 15 days after invoices are sent
out. Proposal is said 1o have evoked en-
thusiasm from station managers at recent
meeting held by Adam Young, and think-
ing is that more powerful outlets will
initiale move at outset and gauge results.
L ]

Colorado Broadcasters and Telecasters
Assn. reports mounting congressional in-
terest in multi-faceted campaign involving
several issues, particularly Smathers bill
pertaining to BMI-ASCAP controversy and
political broadcasting. It's understood Colo-
rado congressmen have besieged associa-
tion with requests for more information.

»

CO-OP PROGRAM +» United Nations
Radio, which in past has given permission
for sponsorship of its recorded radio pro-
grams in limited number of major markets,
understood to have reached agreement with
MBS to allow its shows to be carried on
network and sold locally to institutional
clients. MBS said to be planning to scrap
its Sunday night sustaining UN program
and substitute three-day-a-week, 10-minute
United Nations Radio Review. MBS offi-
cials believe programming is keyed to
sponsorship by local banks, insurance com-
panies and comparable institutions.
L]

MBS reported to be in closing stages of
negotiations with R. J. Reynolds Co., Wins-
ton-Salem, N. C., for sponsorship of ex-
tensive schedule of newscasts and adjacen-
cies amounting to more than $200,000
gross. Discussions expected to end this
week with advertiser pointing to early
November siart for campaign. Both Camel
and Winston cigarettes probably will be
advertised. Agency: Wm. Esty Co., New
York.

= .
RADIO POWER * Rare in this television
era is filing of application of maximum
power in radio. WAPI Birmingham, now
operating with 10,000 w day, 5,000 w
night on 1070 ke, has applied for 50,000
w daytime with directional antenna, con-
tinuing with 5,000 w at night.

L

Mapping realignment of Sunday evening
schedule, ABC-TV officials plan to put ac-
tion show inio 8:30-9 spot following hour-
long Maverick. One being considered is
0SS, now seen Thursdays at 9:30-10 p.m.,
but this may be forestalled by possibility of
product conflicts between Mennen, sponsor
of OSS, and Helena Rubinstein Inc., which
has signed to sponsor Sid Caesar-Immogene
Coca show when it starts in January. Sun-
day 8:30-9 period occupied by Bowling
Stars, half-sponsored by American Machine
& Foundry.

October 21, 1957 ® Page S
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WWWWHOME

(" SYRACUSE
in these | OMAHA
4 key markets < KANSAS CITY
- | PHOENIX

KANSAS CITY KCMO KCMO TV The Katz Agency
SYRACUSE WHEN WHEN-TV The Katz Agency
PHOENIX KPHO KPHO-TV The Katz Agency
OMAHA WOW WOW-TV John Blair & Co-- Blair-T¥

Meredith Stations Are Affiated With Detter lomes and Gardens s Successful Farming Magazies

® October 21, 1957

BROADCASTING



THE WEEK IN BRIEF=

LEAD STORY

Talent Agents: They Get $50 Million Yearly From Tv—
BRoOADCASTING presents the results of its intensive research
into that relatively unpublicized field. Page 33. Also, what are
the tv network packages owned by the agents? Page 36.
And who are the top 1alent men in the field? Page 46,

ADVERTISERS & AGENCIES

Foote Tokes Long-Awaited Step—Emerson Foote, former
Foote, Cone & Belding president and subsequent executive
vice president of McCann-Erickson, ‘“at liberty” since res-
igaation last January, buys into and becomes chairman of
Geyer Adv., New York. Page 66.

Uniform Standards for All Media—3Burnett’s Banks says
it will be next major step in measurements. He speaks at
Audit Bureau of Circulation session in Chicago where media
costs are analyzed. Page 70.

There's Radie Money in Bacteria—Dowd, Redfield & John-
stone, a drug-heavy agency, Kkicks off saturaticn spot drive
for Citroid compound, details how it makes most of the
broadcast buck for its diversified clientele. Page 60,

L & N Makes Spirited Gain—Lennen & Newell gets cgg
in its beer as agency nets not only broadcast-conscious Gun-
ther Brewing Co. but also Cinzano vermouth accounts, gives
L & N first hops account since losing $12-million Joseph
Schlitz Brewing Co. billing in 1955. Page 66.

FILM

Leo the Lion Likes Tv—Its corporate body somewhat battered
following year-long investors’ fight, but triumphant following
day-long proxy battle in New York, Loew’s Inc. plans “vig-
orous” expansion in tv field, according to victorious incum-
bent President Joseph R. Vogel. Page 100.

GOVERNMENT

Sights Set by Oversight—Moulder committee prevails on
right to see almost everything it wants in agencies’ files; CAB
at public hearing agrees to furnish committee staff with all
material requested but pleads that personal papers of “de-
cisional” nature be kept inviolate. Page 88.

How Pay-Tv Tests Should Work—FCC issues specifications
for three year toll tv test, limits test operations to those
areas receiving at least four grade A signals, places no re-
strictions on uhf or vhf participation, imposes non-exclu-
sivity provisions in report. Page 82.

Big Colendar in Appeals Court—Fate of key FCC de-
cisions may be decided this term in U. S. Court of Appeals.
They include KTVI (TV) St Louis temporary operation
on ch. 2 there; WCDA (TV) Albany, N. Y., authority to op-
erate temporarily on ch. 10 there; Philco attack on NBC
stations in Philadelphia; economic injury issue; tv grants and
deintermixture decisions. Page 84.

BROADCASTING

STATIONS

Pioneer Pennsylvania Uhfs Merge—WARM-TV Scranton
and WILK-TV Wilkes-Barre will become “regional” oullets
as majority control is acquired by Transcontinent Television
Corp. Page 108.

Contempt or Not?—Broadcast newsmen involved in juri-
dicial tangles for purportedly affronting the delicate sensi-
bilities of the courts. It may take U. S. Supreme Court to
decide if reporters must reveal their news sources. Page 86,

TRADE ASSNS.

Reporting Equality—NARTB regional meetings in Port-
land, Ore., and Denver review progress in. broadcast journal-
ism. Page 94,

Meeting of Promotion Minds—Nov. 1-2 agenda of Broad-
casters Promotion Assn. seminar in Chicago practically set.
Page 96.

PROGRAM SERVICES

Toll Tv Closer in L. A.—City council removes one barrier
in approving three companies for franchises. Page 106.

OPINION

How Hard Is Hard Sell>—Sumner Lyon of Morse Interna-
tional utilizes MoNDAY MEmo to disagree with those who
feel hard sell can mean only the straight-punching approach.
Page 143.

Push Your Local Deodge Dealer—That’s the advice of
Dodge’s Arnold C. Thomson who says retailers should do a
better job with local media. Page 139,

Radio-Tv Has to Take a Stand—Oregon Geov. Robert D.
Holmes gives a stern reprimand to broadcasters who avoid
a definite editorial policy. It boomerangs by creating public
disrespect for radio-tv, he says. Page 138.

INTERNATIONAL

Yankee Sound in Siam—Radio is a flourishing business in
the Kingdom of Thailand, as international advertisers will
attest. New programming has a streamlined, American look.
Page 114,

DEPARTMENTS

ADVERTISERS & AGENCIES... 60 OPINION .................. 138
AT DEADLINE .............. 9 ©OUR RESPECTS ............. 28
BUSINESS BRIEFLY ....... ... 78 PEOPIE! sl sives oo b i & 4 4 120
gLOLSEDC A‘:S"I!zlglUG]T ----------- v PLAYBACK ................. 140
E[?IT?)RRIAL """""" 144 PROGRAMS & PROMOTIONS..134
FILM ST oo PROGRAM SERVICES ... 106
FOR THE RECORD .......... 125 STATIONS ................. 108
GOVERNMENT . ............. 82 TRADE ASSNS. .i.civiuus. i 94
IN REVIEW ................ 17 UPCOMING .. ... .......... 133
INTERNATIONAL ............ 14

LEAD STORY ............... 33

MANUFACTURING .......... 103 Y \ ;“' N

MONDAY MEMO ............ 143 '@‘ H ﬂBp ?

NETWORKS ................ 104 ) 4 N 4
-

OPEN MIKE ................ 24
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 WHB: Prime Factor i in the Prime Time

e T A,

and from

ki WHB talks to 54. ‘l% of lhe Kansas City audlence (Nlelsen) o

!E. = == o=l Lonlad

fl’;’;‘};;m...lf's a WHB world

Ask to see the WHB area dominance story—packed with convincing documentation!

Latest AREA NIELSEN: WHB first with 48.5%, 6 a.m.-6p.m.
Latest PULSE: WHB first every quarter hour.

Latest HOOPER: WHB first with 42.4% all-day average.
Latest TRENDEX: WHB first with 42.1% all-day average.

WHB 10,000 watts on 710 ke

Kansas City, Missouri

Talk to Blair . . . or WHB General Manager George W. Armstrong

WDGY Minneapolis St Paul

REPRESENTED BY JOHN BLAIR & CoO.
WHB Aansas City

REPRESENTED B8Y vyOHN BLAIR & €0,

WTIX New Orleans

REPRESENTED BY ADAM YOUNG INC,

WQAM Miami

REPRESENTED BY JOHN SBLAIR & €O.

Page 8 ® October 21, 1957 BROADCASTING



at deadline

AB-P'i' Third Quarter Profits
Slightly Under Pace in 1956

Bstimated net operating profit of Ameri-
can Broadcasting-Paramount Theatres Inc.
for third quarter of this year was $1,333,-
000 (30¢ per share) compared to $1,484,.-
000 (34¢ per share) for same period last
year, President Leonard H. Goldenson
announced Friday. For first nine months
of year, estimated net operating profit was
$4,033,000 (94¢ per share) compared to
$5,686,000 ($1.31 per share) in same pe-
riod of 1956,

Mr. Goldenson said “there was the usual
seasonal decline in business during the
summer months” in broadcasting division.
He earlier reported ABC this year had
been running behind last year but said
difference “was steadily narrowed in each
quarter, continuing through the third quar-
ter as well.” He claimed new ABC-TV fall
programs *“are indicating good audience
gains over what the network was delivering
a year ago.” Mr. Goldenson reported the-
atre business during third quarter exceeded
previous year’s results *“and was particu-
larly goed during the summer months.

TLF Broadcasters Name Morby

Appointment of Ole G. Morby, formerly
business manager of MBS, as coordinator,
broadcast operations, for TLF Broadcasters
Inc., announced Friday by Time Inc. radio-
tv subsidiary. He will headquarter in New
York and report to Weston C. Pullen Jr.,
Time Inc. vice president for broadcasting.
TLF Broadcasters operates KLZ-AM-TV
Denver, KDYL-KTVT (TV) Salt Lake City,
WFBM-AM-TV Indianapolis, WTCN-AM-
TV Minneapolis and WOOD-AM-TV Grand
Rapids. Mr. Morby earlier was manager of
station relations for CBS Radio.

Lewis Files Counter-Suit

Counterclaim asking $5,000 damages for
expenses and damage to his business and
reputation has been filed by Fulton Lewis
Jr., MBS commentator, against Mrs. Pearl
A. Wanamaker, former Washington State su-
perintendent of education, in U, S. District
Court, D. C. Mrs. Wanamaker had sued Mr.
Lewis in number of states, also naming MBS
and affiliated stations as defendants, on
ground he had libeled her in broadcast.
Many of these suits have been dismissed.

Toll Tv Rules Printing Set

FCC announced Friday that full printing
of toll tv “First Report” issued last week
{see page 82) will be made by Government
Printing Office. Text will be printed in
Federal Register, about Oct., 23, Commis-
sion said, and in weekly report of FCC de-
cisions, No. 12, Oct. 25. FCC suggested
orders be sent directly to Government Print-
ing Office, Washington 25, D. C.

BROADCASTING

Cost of WVUE (TV) Changes
Cited in Storer Drop for Quarter

Third quarter net earnings after taxes of
Storer Broadcasting Co. amounted to $820,-
008, company reported Friday. Earnings per
share amounting to 33¢. This compares to
1956 third quarter earnings of $1,066,019
and 43¢ share. Nine months net earnings
after taxes were $5,249,492, compared to
1956’s nine months earnings of $3,911,464.
Per share earnings for this year nine months
totaled $2.12 compared to $1.58 in 1956.

Costs of reorganizing WVUE (TV) Wil- -

mington, Del. (formerly WPFH [TV]) have
been substantial, company said, and have
adversely affected operating results for third
quarter. Current WVUE bookings are en-
couraging, it said. Storer bought Wilming-
ton station (and companion WIBG-AM-FM
Philadelphia) last May.

Advertising Handicaps Self,
Mithun Declares at 4A Meeting

Modern advertising is handicapped by “a
media barrier,” Ray Mithun, president,
Campbell-Mithun, Minneapolis, said Friday
in address to Central Region of American
Assn. of Advertising Agencies meeting at
Sheraton Blackstone Hotel, Chicago.

Mr. Mithun criticized “traditional and
unimaginative approach” in selection and
use of media through *safe purchasing” and
said advertising buyers should “depend less
on slide rules and more on creative imagina-
tion and professional judgment.” He con-
tended buyers show willingness to follow
established patterns and follow standard
publication and network rate cards.

Patterson Buys Boise Daytimer

KYME Boise, Idahc, sold Friday by
Roger L. Hagadone, president, to Keith E.
Patterson, general manager of KONP Port
Angeles, Wash. Price was $120,000. KYME
is on 740 kc, 500 w daytime. Hamilton,
Stubblefield, Twining & Assoc. was broker.

LIKE TOPSY

Television’s audiences have grown
s0 much that 1956’s 38th-ranked show
would have been in 1953's top ten,
TvB reported Friday on basis of A. C.
Nielsen Co. data. George Huntington,
sales development director, said more
than one-third (34% ) of all evening
network programs now deliver 10 mil-
lion or more homes per telecast and
that number of I10-million-home
shows has jumped from 15 to 45 since
1953 while number reaching less than
three million has dwindled from 52
to 11.

« BUSINESS BRIEFLY

Late-breaking items about broadcast
business; for earlier news, see ADVER-
TISERS & AGENCIES, page 60.

CONSIDERING FIRST PLUNGE ¢ Nor-
wich Pharmacal Co., Norwich, N. Y., re-
portedly considering television network for
first time, may pick up six Dragnet shows on
NBC-TV on alternate weeks after first of
year. Program is sponsored by Schick Inc.,
whose biggest push is for Christmas sales
and would be willing to relinquish six later
shows to Norwich. Liggett & Myers, through
McCann-Erickson, is alternate sponsor for
Dragnet (Thurs. 8;30-9 p.m. EDT). Benton
& Bowles is Norwich agency.

MANHATTAN AFTER SUNDOWN e
Manhattan Shirt Co., N. Y., through Peck
Adv., N. Y., considering evening shows on
several networks.

KEEPS HUSTLING e Sterling Drug
(Fizrin, Bayer aspirin), N. Y. has renewed
television spot campaign in 30 markets, ef-
fective immediately, for 52 weeks. Agency
for Fizrin is Compton Adv.; for Bayer,
Dancer-Fitzgerald-Sample, both N. Y.

TO SELL FOR CHRISTMAS ¢ Elgin Na-
tional Watch Co., Elgin, Hl., considering
participations in several special shows for
pre-Christmas promotion on NBC-TV.
Agency is J. Walter Thompson Co., N. Y.

DEALERS BACK FORD e Ford Dealers,
backing up heavy network buys of Ford
Motor Co., purchasing heavy burst of spots
in radio-tv Nov. 1-21 for '58 models through
J. Walter Thompson Co., N. Y. Drive calls
for 1,900 radio and 330 tv stations. Mean-
while, Ford Motor Co., for new trucks, is
placing spot tv drive through JWT on 229
stations in 80-100 markets Nov. 7-16.

MAY PACK BAG ¢ General Foods, N. Y.,
sponsor of Fury on NBC-TV (Sat. 11-11:30
a.m.) through Benton & Bowles, N. Y., con-
sidering move to another time and possibly
another network. Agency talking to both
NBC-TV and CBS-TV.

SIX WEEKS OF SPOT TV e Nestle Co.
(Maggi-Protein Drink), White Plains, N. Y.,
said to be launching six-week, spot tv cam-
paign end of Qctober using 15-20 major
markets. Day, minute spots to be stressed.
Agency: Dancer-Fitzgerald-Sample, N. Y.

BUYS MBS NEWS ¢ American Home Prod-
ucts, Whitehall Div. (Anacin), N. Y., signed
with MBS to sponsor three five-minute news-
casts, Mon-Fri., for eight weeks, starting
today (Mon.). Agency: Sullivan, Stauffer,
Colwell & Bayles, N. Y.
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at deadline

Broadcasters Well Represented
At Events During Queen’s Visit

Radio-tv figures were among guests at
Washington social events last week during
visit of Queen Elizabeth of Great Britain.
At President Eisenhower’s dinner Thursday
was William S. Paley, CBS board chairman.
Mrs. Paley was ill with flu. Others with
broadcast connections who attended with
wives were Ambassador to Court of St
James, J. H. (Jock) Whitney, Corinthian
stations; George E. Allen, Avco-Crosley
director; Gordon Gray, Director of Defense
Mobilization and principal owner of WSJS-
AM-TV Winston-Salem, N. C.; Fred A.
Seaton, Secretary of Interior and owner of
Nebraska-Kansas stations; Senate Majority
Leader Lyndon B. Johnson (Mrs. Johnson
owns KTBC-AM-TV Austin, Texas) and
Sigurd S. Larmon, president of Young &
Rubicam.

Guests at Friday luncheon given by Vice
President Nixon included Robert Sarnoff,
NBC president; Benjamin McKelway, editor
of Washington Evening Star (WMAL-AM-
FM-TV); Mrs. Philip Graham, wife of presi-
dent-publisher of Washington Post, Times-
Herald (WTOP-AM-FM-TV); Jack R.
Howard, president of Scripps-Howard News-
paper Alliance and owned stations; John S.
Knight, publisher of Knight Newspapers
(WAKR-AM-FM-TV Akron, WCKR-
WCKT [TV] Miami), Frank Stanton, CBS
president.

WMAL-TV Avoids Queen Critic

WMAL-TV Washington canceled ABC-
TV Mike Wallace Interview Oct. 19 (10-
10:30 p.m. EDT) because program guest was
Malcolm Muggeridge, former editor of
Punch magazine, WMAL-TV General Man-
ager Fred S. Houwink explained Mr. Mug-
geridge is outspoken critic of British royal
family. Since Queen Elizabeth and Prince
Philip were Washington guests, station felt it
would be in questionable taste to telecast
program “that might cast a shadow” over
visit in view of interviewer’s technique of
probing for newsworthy responses on pro-
gram. WMAL-TV had planned special pro-
gram features that evening in honor of royal
visit.

British Buy Eight More

CBS Television Film Sales has scld eight
more series to Associated Rediffusion Ltd.
and Granada Tv Network, giving distributor
total of 22 shows scheduled for showing in
England, Leslie T. Harris, vice president-
general manager, announced Friday. New
series sold include The Gray Ghost, Have
Gun, Will Travel, The Millionaire, The
Whistler, San Francisco Beat, The Eve
Arden Show, Mr. Adams and Eve and
Trackdown.
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Chain of Ch. 72 Translators
Proposed Around New England

Proposal to establish chain of ch. 72 trans-
lator stations throughout New England made
by Springfield Tv Broadcasting Corp., re-
ported Friday in FCC announcement of
petitions for rulemaking. Springfield petition
seeks uhf channel changes in score of com-
munities so ch. 72 may be assigned to south-
ern Vermont, southwestern New Hampshire
and northwestern Massachusetts. Petitioner
is licensee of ch. 22 WWLP (TV) Spring-
field, Mass., and of satellite ¢ch. 32 WRLP
(TV) Greenfield, Mass., operates translator
ch. 79 in Claremont, N. H., holds grant for
translator ch. 71 in Newport, N. H., and is
applicant for translators in Lebanon, N. H.,
and Bennington and Rutland, Vermont.
WWLP also asked FCC to allocate ch. 15
to Concord, N. H., changing channels in
Portsmouth, N. H., and St. Johnsbury, Vit.

Other petitions for rule-making included:
Cascade Broadcasting Co. which seeks atlo-
cations of chs. 22, 44, and 50 to Walla
Walla, Wash., deletion of chs. 5§ and 8 from
that city. Cascade operates ch. 29 KIMA-TV
Yakima, ch. 19 KEPR-TV Pasco, ch. 43
KBAS-TV Ephrata, all Wash., and c¢h. 3
KLEW-TV Lewiston, Idaho.

Free Choice of Music Sources
Among Region 7 Resolutions

Broadcasters should have access to variety
of music sources, NARTB Region 7 dele-
gates resolved Friday at close of two-
day Denver meeting (earlier story page 94).
Other resolutions called for renewed efforts
on behalf of industry public relations, urged
FCC not to act on pay tv applications be-
cause of lack of congressional direction;
opposed any encroachment on present
broadcast channels; commended NARTB
for proposed tariff revisions on transmission
lines, and called for equal radio-tv access
to public events.

President Harold E. Fellows unable to
take part in meeting because of flu. He
hoped to take part in Dallas regional meet-
ing Tuesday-Wednesday.

PLEADS PAY CASE

NARTB was scored in surprise ficor
comment at NARTB Region 7 busi-
ness session Friday in Denver by Dale
G. Moore, KBMN Bozeman, Mont.,
associated with Bozeman Community
Tv Inc. {(community antenna system),
| for taking “too adamant a stand on
| commercial subscription television.”
| He felt industry should keep pay tv
in bailiwick of broadcast spectrum as
contrasted to cable systems and as-
serted association stand is “hurting

[ best interests of radio-tv industry,”

PEOPLE

. SYLVESTER L. (PAT) WEAVER, -head

of Program Service Inc., N. Y., named to
U. S. Information Agency's broadcast ad-
visory committee. He succeeds CHRIS J.
WITTING, Westinghouse Electric Corp.,
who resigned.

ARTHUR A. BRANDT, veteran appliance
merchandising and sales executive, retires
Oct. 31 from General Electric Co.'s tv re-
ceiver department. Formerly general sales
manager of department, he recently has
served as liaison with GE'’s international
sales organization.

BOB KROLL, formerly tv copy director of
Warwick & Legler, N. Y., to Donahue &
Coe, N. Y., as tv copywriter.

Intermountain Mulls Revamp
Of Regional Network Set-up

Possibility that Intermountain Network
might emerge as full-blown independent
regional network, as distinct from present
MBS-station affiliate setup, hung in balance
Friday. Meeting was scheduled over week-
end between Mutual officials and Rocky
Mountain-area group, which c¢laims about
60 stations (seven owned outright), about

‘50 of them MBS-affiliated. It’s understood

Intermountain affiliates want to hear Mutual
programming and other plans under new
ownership before considering “new alterna-
tives.” Under one plan, stations would clear
Sunday noon segment for commercial re-
ligious programming, with overall promise
of greater rate compensation.

Willoughby Retiring at FCC

John A. (Doc) Willoughby, assistant to
FCC chief engineer and 40-year veteran of
government service, retires end of this
month. Mr. Willoughby was born in Flor-
ence, S. C,, in 1891, entered government
service in 1912 as employe of the Archi-
tect of the Capitol, joined National Bureau
of Standards as a radio aide (at $540 per
year) and rose to rank of associate physicist
(at $1,800) in 1918. He also worked for
Post Office Dept., McCook Field, Dayton,
Ohio; and with Mantle Lamp Co., Chicago,
before joining Federal Radio Commission
in 1930 as associate radio engineer. Mr.
Willoughby lives in Washington with wife.

Bartlesville Not Too Enthused

Video Independent Theatres Inc., oper-
ating wired pay-tv service in Bartlesville,
Okla. [LEap StoRry, Sept. 9], “has per-
suaded only 500 of Bartlesville 8,000 set
owners to pay $9.50" and has 200 orders
for connections, according to New York
Times Friday. Thirty asked to have service
discontinued after month of free trial in
September, Times said in article headlined
“Oklahoma: Town Cool to Toll Tv.”
“There was almost unanimous approval of
the lack of commercials,” article continued,
quoting Henry S. Griffing, Video president,
as saying he would never lift ban on adver-
tising. Broadcasters “have eXpressed wry
doubts on this,” said Times.
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ABLE TODAY!

Program costs too high? You'll agree that ¥ p @’s new sales plan challenges the
most economy minded! Here's your one big chance to get top programs, produced

especially for television, on a basis no advertiser (national, regional or local) or
station manager can a ﬁord to turn down!

HERE'S HOW TO GET
THE COMPLETE IETAII.S

- IMMEDIATELY!

CUT ALONG DOTTED LINE

/ DOMESTIC SERVICE N / INTERNATIONAL SERVICE. '\

Check the class of service desired: $ Cheek the elass of service deswred;
otherwise this message will be otherwise the message will be
« sentasa fast telegram. S i sene at the full rare
TELEGRAM - ; : 1207 {4-53) FULL RATE
DAY LETIER E !l ] 5 ]l ‘[‘l i AM LETIER TELEGRAM
N NIGHT LETTER 7 W. P. MARSHALL. prusioar ™\ SHORE.SHiP
NO. WDS.-CL. OF 5vC PO OR COLL CASH NO. CHARGE 10 THE ACCOQUNT OF TIME FILED
COLLECT TELEVISION PROGRAMS OF AMERICA, INC.
. Send the following message, subject to the terms on back hereof, which arc hereby agreed (o
MICHAEL M. SILLERMAN COLLECT

TELEVISION PROGRAMS OF AMERICA, I[NC.

5| 488 MADISON AVENUE, NEW YORK CITY .
: PROVE TO ME THAT YOUR SALES ACTION PLAN IS AS PRACTICAL -- AS 2
. ECONOMICAL AND AS PROFITABLE FOR ME AS YOU CLAIM -- REALLY ¢
= SLASHING PROGRAM COSTS -- AND YOU HAVE MY COMPLETE INTEREST FOR :
FULL DETAILS IMMEDIATELY.
NAME ..o [T PSR e TITLE oo, e :
COMPANY oo :

ADDRESS cvaseai! - i o1a::  rovsiatansasae § i proianhmins o pmuaybodigeans :



fpa’s new plan is so practical...so profitable...so economical

...you’ll wonder how tpacan afford to reduce your program costs

to nothing! The greatest sales-producing plan in television

history results from combining the three tested adventure-action
favorites shown below. To get the complete details for your TV

program cost-slashing plan, wire or phone today.
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GUNT OF MONTE CRISTO
2 ...Alexander Dumas’ great classic!
CRISTO outrates every syndicated
program in Boston week after week
(81.6, Pulse 10/66)! The highest-rated
program on any day at any time on New
York’s npn-network stations! In Buffalo,
cost-per-thousand, only 54¢ for Pepsi-Cola
and Bison Dairy! Atlanta (16.0), Bir-
mingham (23.9), Dallas (13.8), Minne-
apolis-St. Paul (15.2), Norfolk (47.8),
San Francisco {24.2), San Antonio (21.1),
outrating top network shows! In Pitts-
burgh (30.1), again outrating Ed Sulli-
van, Disneyland, Roy Rogers, G.E. Thea-
tre, M-G-M Parade, etc.! CRISTO ranks
way up in the TOP TEN among all syndi-

cated programs in the nation!

D i lym—r",

AMAR OF THE JUNGLE

...starring Jon Hall! The first and

still the only series of its kind in

all television! Positive sponsor iden-
tification! Exciting, authentic production!
Unlimited merchandising opportunities!
Top syndicated show in Knoxville (37.5),
outrating Ed Sullivan, I Love Lucy, Phil
Silvers, $64,000 Question! 45.8 in Spo-
kane! 13.2 in New York! 19.6 in Wash-
ington D. C.! 12.6 in Los Angeles! 37.7
in Houston! 21.8 in Detroit! 24.5 in
Columbus! 22.0 in Louisville! Outrates
syndicated and network shows in original
and repeat performances in market after
market!

T'h*
1\
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\ 1Cam “

AT WL Elliw | the “most memo
rable character in American fiction”
based on America’s classic of all timeb;

James Fenimore Cooper. Within four month:s

HAWKEYE nationally leaped to 4.5 points

out of first place in the TOP 15 TV WEL

SHOWS (Billboard, 3/1/67). Highest-ratec

syndicated program in Toledo; outranking

all competition in highly-competitive Lot

Angeles, Seattle and Portland; first plac

among all syndicated series in Cincinnati

among top three in Columbus; fourth high
est-rated syndicated program in the toughesi
market in the country, New York!

h 2
<
v

Television Programs of America, Inc.

488 MADISON AVENUE, NEW YORK 22 .
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Previous commitments make it vmpossible for tpa to offer
this money-saving plan in every market. It is quvailable
wn only 127 television markets today, and only one station
an. multiple-station markets can be licensed for this
SALES ACTION plan. Inside you will find full details
on the top-rated series which comprise the 260 hours of
top entertainment action . . . enough for a full hour five-
day-a-week strip of audience-building entertainment!

THE ANSWER
FOR COST-CONSCIOUS
ADVERTISERS WHO REQUIRE
OP QUALITY PROGRAMMING!
197 TELEVISION MARKETS
AVAILABLE NOW!




IN REVIEW
THE TWENTIETH CENTURY

Those who have charged that television
lacks purpose and direction ought to take
another look, especially at CBS-TV's The
Twentieth Century series which premiered
yesterday evening (Sunday). It is an am-
bitious, free-wheeling project which not only
embodies the past, the presént and the future,
but which also involves tv's first “standby
advertising contract” [ADVERTISERS & AGEN-
cIES, March 18). If this series in the future
lives up to the near-perfect craftsmanship
of the first two episodes, then CBS will
have scored nothing less than an absolute
triumph. This, in spite of the fact that
Twentieth Century comes at least two years
after rival NBC launched its now-famous
Project XX telementaries.

Last night’s effort will be hard to surpass.
Within the span of an hour—uninterrupted

by a single commercial or station break— .

CBS-TV issued a brilliant “portrait in sight
and sound” of 83-year-old Sir Winston S.
Churchill. Viewers watched Sir Winston
climb to the pinnacles of greatness only to
fall into valleys'of ridicule and despair, and
saw him rise again like a latter-day Phoenix.

It remains to be seen whether the other
Twentieth Century offerings will be as mov-
ing as this one, but a screening of the rough
proofs of next week’s “V-2: Guided Mis-
siles” and other blockbusters in the’ CBS
Public Affairs arsenal, would indicate the
season has produced the best documentary
series in tv history. Unlike Henry Salomon’s
Project XX group, which so far has re-
stricted itself to categorizing historical
events, Burton (Bud) Benjamin and staff
have imposed no space or time limits. With
the Benjamin group looking into the past,
Jim (Air Power) Faichney and Les Midgeley
handling the present and Al Wasserman and
Steve Fleischman scouting the future, the
world appears to be CBS-TV’s oyster and so
far it looks to be most appetizing tv fare.

While there is something to be said for
the charge that tv is devouring the flesh and
blood of the theatrical newsreel it is helping
to kill, Twentieth Century proves that it
takes more than a skilled film editor’s hand
to make a show. It takes daring and imagina-
tion and above all, skilled writing which
CBS-TV has hired from outside the medium,
in itself a noteworthy act.

A final word about the “hook”—one of
the most imaginative openings in program
history: It is a 30-second animated film
tableau by Storyboard Inc.’s John Hubley
that can leave no doubt in anyone’s mind
that The Twentieth Century was, is, and will
continue to be a program of excitement and
ingenuity.

Production costs; Approximately $80,000
for the one-hour, $45,000 for 30-minute
shows.

Sponsored by Prudential Insurance Co. of
America through Reach, McClinton Co.,
on CBS-TV, Sun., 6-7 pm. EDT
(Churchill), Started Oct. 19.

Producer: Burton (Bud) Benjamin; associate
producer: Isaac Kleinerman; narrator:
Walter Cronkite; musical director: Alfredo
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Antonini; production manager: Norton
Bloom; score: George Antheil.

Churchill script by John Davenport and
Burton Benjamin; V-2 script by Hanson
W. Baldwin.

THE OCT. 13 SPECIALS

An entertainment lateral from Rexall to
Edsel to Esso succeeded in making Oct. 13
one of the more delightful Sunday evenings
in network television, Three specials had
viewers tuning to NBC-TV at 6:30 for the
hour-long *“adult” version of Pinocchio,
switching to CBS-TV for 60 minutes of
nostalgia and music from the Edsel Show
and jumping back to NBC-TV for the
nightcap—Standard Oil's 75th Anniversary
Show. The very palatable tv fare was served
this way:

PINOCCHIO—Excellent staging and mi-
nor miracles with cameras enhanced good
scripting and fine talent. The deepest bow
probably goes to the dance team of Mata &
Hari. Their interpretative dancing sequences
might have been a bit confusing to some
children who have not been exposed to
such modern treatment of the fairy tale. But
it was enjoyable for all ages.

Likewise, Jerry Colonna and Stubby Kaye
digressed from the storybook concepts of
their roles with success. Walter Slezak did
well throughout, even in the whale-stomach
sequence where he found the inscription,
“Jonah Was Here.”

A last point: Mickey Rooney's publicity
agents for years have cried out that their
boss is typed as Andy Hardy and seeks
mature roles. The last such outburst came
earlier this year when Mickey did a George
M. Cohan tv role. Shortly thereafter, he
signed to be Pinocchio, certainly the epitome
of a juvenile role. His success Oct. 13 should
persuade him to drop his “protest.”

THE EDSEL SHOW—Up until 8 p.m.,
Oct. 13, those moments on tv when genu-
ine talent is allowed its course—with style—
have been few and far between. Not since
last year’s Chevrolet romp with Dinah
Shore and guest Frank Sinatra, the one-
shot Ford 50th Anniversary (Merman-
Martin} or the Light Diamond Jubilee shows
has there been such an hour of unrestrained
joy as the Edsel-sponsored special.

Even if the Ford people didn't quite
succeed in making America “Edsel-happy”
overnight, they should bask in an afterglow
of satisfaction for this effort. While the lau-
rels may be expensive, with $350,000 sunk
into the Edsel Show, Ford ought to feel par-
ticularly proud at sanctioning something so
rare, so marvelously simple and so stylish
among the “big . . . big shows.” This was a
show that had to be seen to be believed.

From Bing Crosby’s opening with Louis
Armstrong on “That’s Jazz!” to the solid
finish in which Mr, Crosby was joined by
Frank Sinatra and Rosemary Clooney, the
production nevér once faltered. Add to this
lineup a “surprise” appearance by Bob
Hope, the talents of two dancers named
Mr. Conn and Mr. Mann, the Norman Lu-
boff choir, a Gonzaga U. undergraduate
named Lindsay Crosby and a script un-

Continued on page 20

PROFILE OF YOUR

KBIG

AUDIENCE

i f

61% 30% 435% 414%
Adult Adult Teens Children
Women Men
MATURE...

MALE & FEMALE...
COMFORTABLY WELL OFF

THAT'S A QUICK PROFILE of the
audience which rides the 740 spot of
the Southern California radio dial, as
analyzed in a new qualitative study by
The Pulse, Inc.

FIVE YEARS OF WOOING with
middle-of-the-road memory music,
interrupted only by award-winning
five-minute newscasts and easy-going
but brief chats by matured announc-
ers, have won an adult, able-to-buy
audience for KBIG.

RENTAL GROUPS

45% 329% 149% 99,
$60 $50 $35 Under
and Over to 359 to$49 $35

Any KBIG or Weed man would like to
show you the full picture.

The Cotoliaa Statien

JOFM POOLE BROADCASHNG GO,
$640 Bunsat Blvd,. Les Angelss 28, Catiferma
Telfopghone: HWOIlyweed 3-3845

Nat. Rep. WEED and Company
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WFIL-TV

in Philadelphia! MORE audience,
SIGN-ON to SIGN-OFF, SEVEN
DAYS A WEEK, than ANY other
Philadelphia station!

WNBF-TV

from Scranton to Syracuse! 48.49
average rating—SEVEN NIGHTS
A WEEK— MORE audience at
lower cost per thousand than any
station in Baltimore, Kansas City,
Houston and other major markets.

WFBG-TV

from Pittsburgh to Harrisburg!
143.49, MORE quarter-hour firsts,
noon to sign-off, Monday-Friday,
than nearest competitor.

WNHC-TV
from Massachusetts to Long Island!
DOUBLE the combined audience
of competition, SIGN-ON to
SIGN-OFF, SEVEN DAYS A
WEEK!

WLBR-TV
UHF station to cover the entire
LEBANON, LANCASTER, HAR-
RISBURG,YORK area—America’s
Number 1 UHF market—and at
one-sixth the cost of nearest com-
petitor. 278,044 UHF homes; 78.2%,
conversion ; 32.69% share of audience.

TRIANGLE SESTATIONS

WFIL-TV

PHILADELPHIA, PENNSYLVANIA

WNBF-TV

BINGHAMTON, NEW YORK

WFBG-TV

ALTOONA—JOHNSTOWN, PA,

WNHC-TV

HARTFORD —NEW HAVEN, CONN.

WLBR-TV

LEBANON —LANCASTER,

Operated by: Radio and Television Div. / Trlangle Publications, Inc. / 46th & Market Sts., Philadelphia 39, Pa.
WEIL=-AM ¢ FM + TV, Philodelphia, Pa. / WNBE-AM + EM + TV, Binghamton, N.Y. / WHGB-AM, Harrisburg, Pa.

WFEBG-AM « TV, Altoona-Johnstown, Pa, / WNHC-AM ¢ FM *» TV, Hortford-New Haven, Conn. / WLBR-TV, Lebanon-Lancaster, Pa.

Friangle National Sates Office,
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488 Lexington Avenue, New York 17, New York
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BIG and still growing

ROCKFORD

rea

market power!

BIG and still growing

® Survey after Survey of 14
counties indicates Uncontested
Dominance of Northern llinois-
Sovthern Wisconsin area by
WREX-TV.

® (ombined rural and industrial
following , . , ideal for test
tompaigns.

WREX-TY

oo in

sales power!

1. M. BAICH, General Manager
REFRESENTED BY H-R TELEWISION, IMC.

CHANNEL 13

El

RO DR
ILLINOIS
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IN REVIEW Continued from page 17

burdened by pretentiousness, and it becomes
obvious that this hour will not be easily
forgotten.

STANDARD OIL CO. 75th ANNIVER-
SARY SHOW—There were a few lags in
this 90 minutes, but for the most part the
able and abundant talent made this special
sparkle. Imaginative production was evident,
the most noteworthy instance being a mod-
ern interpretative dance with no music ex-
cept Sputnik bleeps and other radic sounds.
Another good dancing bit was an artistic
presentation about a jewel thief and his
victim, performed by Marge and Gower
Champion.

Donald ¢’Connor and Sid Miller teamed
to spoof the current flood of horror films
and musical motion pictures with some
clever parodies and sprightly imitations of
well-known people. Jimmy Durante is always
a treat on tv but wound up his efforts for
the night with Bert Lahr in a nostaglic
comedy skit that was a bit labored.

Jane Powell, pretty to see and hear, did
not disappoint. The appearances of Duke
Ellington and Eddie Mayhoff didn’t match
the pace of the show, particularly Mr. May-
hoff's too-lengthy monologue as an effi-
ciency expert. But perhaps the general high
quality of the rest of the show just em-
phasized this.

The program ended with an animated
film, “Energetically Yours,” an informative
recountal of the history of energy, which
was perhaps a trifle on the “commercial”
side. It might have been more appropriate
for Standard Qil (New Jersey) to distribute
this film to tv stations as a public service
film (as it no doubt will), rather than to
include it within the framework of Esso’s
special presentation.

Pinocchio production costs: Approximately
$100,000.

Sponsored by Rexall Drug Co. through
BBDO, on NBC Radio and Television,
Sun., Oct. 13, 6:30-7:30 p.m. EDT.

Created-staged by: Yasha Frank; executive
producer: David Susskind; producer:
Herbert W. Moss; director: Paul Bogart;

choreographer: Hanya Holm; radio narra-

tor: Ben Grauer,
* * *

Edsel Show production costs: Approximately
$350,000.

Sponsored by Edsel Div. of Ford Motor
Co. through Foote, Cone & Belding, on
CBS-TV, Sun., Oct. 13, 8-9 p.m. EDT.

A Gonzaga U. production from Hollywood;
producer-writer: Bill Morrow; staging and
choreography: Eugene Loring: director:
Seymour Barnes; associate producer:
Murdo MacKenzie.

* * *

Standard Gil 75th Anniversary Show pro-
duction costs: Approximately $650,000.

Sponsored by Standard Qil Co. (New Jer-
sey) through McCann-Erickson, in color
on NBC-TV, Sun., Oct. 13, 9-10:30 p.m.
EDT.

Produced by McCann-Erickson in associa-
tion with Showcase Productions; pro-
ducers: Terry Clyne, George Haight; di-
rector: Gregg Harrison; choreographer:
John Butler; staging: Cyril Ritchard; mu-
sical director: George Bassman.
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Everyone flips when they see those top Metro ratings . . . so if

you like your pleasure BIG, start programming those fabulous
MGM features now . . . and watch your spot billings multiply

to KING-SIZE proportions.

No need to buy 'em by the carton either (although you'll save
if you do). Even if you program only a few features a week

you'll find that MGM-TV has a plan to fit your requirements.

Pick any number of features from | to 723 for a F-L-E-X-I-B-L-E

- package of the greatest motion pictures with the greatest stars.

WIRE, WRITE
OR PHONE

Richard A. Harper,
General Sales Mgr.
701 7th Ave.,

New York 36, N.Y.
JUdsen 2-2000
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~area accounts for 24.6% of the state’s automotive sales

There’s more to Florida!

Today a scene typical of Florida would have to include
not only bathing beauties but soaring sales curves too.
This is particularly true of Jacksonville, major port and

focal point of a vast Southeuastern distribution area.

There’s Georgia, for instance

. where 34 counties fall within the Jacksonville area

covered by WMBR-TV. From this vast territory come

18.2% of automotive sales and 19.1% of gas station sales

for the entire state of Georgia. In Florida, WMBR-TV’s

'.‘97 2% of service stan.on sales All in all. 22, 1% Bt
it . s \;L -

television families* in this area, thanks to its top-rated
CBS Television program schedule plus the finest local
shows and the best film product on the market. In every

audience study ever made, WMBR-TV has led in every

single quarter-hour of the week, 8 am to midnight!

WMBRTY Channel 4, Jacksonville

Operated by The Washington Post Broadcast Division

Represented by CBS Television Spot Sales

! Pl tTat. o L *NCS, updared 1o 10-1-57. =
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The latest Nielsen Survey shows
that KTBS-TV, Channel 3,
Shreveport, Louisiana, gives you
a bonus of 13,120 MORE TV
HOMES than reached by Station
B.

This gives you a bonus spendable
income of MORE THAN $52,.-
000,000.00* in this rich South-
west market with a total spend-
able income of more than §$1,-
323,801,000.00.

* Sales Management June, 1957.

Your BONUS Station
With Maximum Power

KTBS-

CHANNEL

SHREVEPORT
LOUISIANA

E. NEWTON WRAY,
President & Gen. Mgr.

NBC and ABC

Repraseatsd by

Edward Petry & Co., Inc.

October 21, 1957
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OPEN MIKE

Even ‘Jeannie’ Is Worth It
EDITOR:

Your “Pastime or Industry” [EDITORIAL,
Oct. 7] was tops! If radio and tv would
refuse to treat as news the buildup or final
results of any event that is blacked-out to
radio and television, the threat of closed cir-
cuit would vanish.

A nice thought, but the history of our
industry shows we have never united in-
dustrywide in any fight. We pay for phono-
graph records when the record companies
should not only be supplying the discs but
paying us to promote them. We pay music
copyright fees that are split back to the
composers and artists who are begging us to
use their works. (In fact, this month stations
will pay ASCAP and BMI fees on revenue
from the World Series broadcasts where the

only music involved is a public domain tune,

“The Star Spangled Banner.”)

I, for one, would enjoy a couple of years
of “Jeannie With the Light Brown Hair”
and no radio-tv “news” of. the Giants and
Dodgers.

Ian A. Elliot
Manager
KATL Miles City, Mont.

Seconds Our Return

EDITOR:

Congratulations on your 26th birthday
and my compliments on reverting to the old,
familiar name BROADCASTING!

As a regular reader of your fine journal,
I recall the early controversies that were
rampant in the field when tv came into being
as an advertising medium. Nevertheless,
your reports on all phases of the broadcast
business were always up to the minute and
could be depended upon for accuracy in
relating the facts.

Now that I am head over heels back in
tv, I am going to be more dependent than
ever upon BROADCASTING.

Norman C. Lindquist
National Sales Dept.
Ziv Television Programs
Chicago

Wants Music Licensing Outline
EDITOR:

It would be a great service to broadcasters
if you would make available copies of your
very fine presentation of the ASCAP-BMI
fight as contained in your Sept. 9 issue. I
want some copies to send to my congress-
man and senators.

A. Lincoln Faulk
Manager
WCKB Dunn, N. C.

[EDITOR'S NOTE—Copies Sent. Reprints of
BROADCASTING’s article also may be had
from BMI, 589 Fifth Ave., New York.]

Put Blame Where It Belongs

EDITOR:

I agree with Charles Shaw’s article [TRADE
AssNs., Sept. 23] on radio-tv news almost
100% . He places the blame for poor radio-
tv news coverage where it belongs. It is not
fair to criticize a disc jockey for doing a bad

job of reporting when the disc jockey is, ad-
mittedly, not a reporter. Rather, blame the
people who sent an ungualified man out to
do the job.

Dick Richmond

News Director

KTHT Houston, Tex.

Text for Today

EDITOR:

The 15 members in my class would like
to enter a bulk subscription to BROADCAST-
ING.

Donald §. Dixon
U. of Alabama
University, Ala.

Enclosed is my check for 18 four-month
subscriptions.
Clinton W. Bradford
Louisiana State U.
Baton Rouge, La.

Enter our order for 117 subscriptions
for our students.
Dr. David R. Mackey
Boston U.
Boston

Here is our order for 27 one-year subscrip-
tions. :
Webb F. Evans
U. of North Carolina
Chapel Hill, N. C.

Please send 25 copies each week to Prof.
L. W. Kaiser, Cornell U.
Taylor Merrell
Triangle Book Shop
Ithaca, N. Y,

I am enclosing $295 to cover cost of
student subscriptions listed. We are very
happy to get BROADCASTING for our students.

Mrs. Clair Gregory
Indiana U.
Bloomington, Ind.

T would like to enter a bulk order for 15
subscriptions of the three-month variety
. . . just the length of our term.

Kenneth L. Atkin
Michigan State U.
East Lansing, Mich.

Please send me a bulk subscription of 28
copies.
F. Virginia Howe
Kansas State College
Manhattan, Kan.

[EDITOR’S NOTE—BROADCASTING is proud
of the part it plays in classroom use and supple-
mental reading in radio/tv courses across the
nation. Special rates are available to recognized
schools. Write circulation manager for detalls.]

Two Sides to the Cein
EDITOR:

Allow me to commend “The Pope’s En-
cyclical” [EpiToriaL, Sept. 23]. There is no
question but what those under the juris-
diction of the Pope should comply with his
directives. . . .

It is no wonder that incidents such as the

BROADCASTING
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GREEN BAY

GATEWAY TO THE
ST. LAWRENCE SEAWAY

i povu\at'\on 1,327,800 |

Effe gtive B\N\“‘S \ncome..,

Wisconsin's Second Market

and growing faster than the rest of the state.

llllllllllllllllllllllllllllllllllllllllllllllllllllllllllll

50th Market in the U.S.

| in TV Homes

363,327 TV Homes -

--------------------------------------------------------------

WEFRV-TV Covers This Far-Above-Average
Marl:et Best and Most Dependably

...with ABC and CBS

1165 Feet Above Average Terroin

...........................................................

Some Choice Avallabllmes

Soren H. Munkhot Exec. v.p. & Gen. Mgr.
WFRV Building, Green Bay, Wisconsin

HEADLEY-REED [V

* Nearest to

BROADCASTING

Highest Antenna
in 5 State Areo.
(1] Sales Management Survey of Buying Power, Ju
2} Same

{31 Television Ma

Nutional Representutive

ne 1957

gazine Market Book, August, 1957
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Ne Enrolez Pas--- THIS 1S YOUR
INDIANAPOLIS / DES MOINES DAY !

Not a care in the world on Indianapolis-Des Moines day when you join
forces with WXLW and KSO, the two radio stations offering exclusive
programming with special emphasis on adult appeal . . . a format that
delivers the kind of results you want.

WXLW, top-rated in Indianapolis (22.4 PULSE average!) is the only
radio station in town with “Impact”. . . two newsmobiles and two expert
reporters who scoop the rest with live, on-the-spot broadcasts of the
local news as it happens! WXLW listeners are always the best informed
folks in town, news-wise and product-wise, and they show it! Buy the
one radio station in Indianapolis preferred by a vast majority of product-
hungry Hoosiers—WXLW. '

And to make your day complete . . . choose KSO—the station with adult
appeal in the rich Des Moines market. Already the number one salesman
in Des Moines, KSO is now forging to the front of the popularity parade,
with a music-and-news format that has become the brightest spot on the
dial. Let KSO brighten your day—with results!

3000 Watts Day Time 5000 Wotls Full Time

1460 K€
Des Moines, lowa

Contact your nearest JOHN E. PEARSON representative

= Indinnopelis, indlana |
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OPEN MIKE conTinuep

“Martin Luther”-WGN-TV episode oc-
curred. Even though the Catholic hierarchy
had not specifically urged an outburst by
their constituents in that instance, according
to their statement, nevertheless . . . encycli-
cal instruction through the lifetime of an in-
dividual cannot but influence and condition
him in the fashion as will cause him to
deny various rights and liberties to others.

Luther W. Martin

General Manager

KTTR Rolla, Mo.

EDITOR:
As you know, there is nothing novel
about important ethnic groups influencing
communication media in America. . . .
Has tv suffered from this influence?
Shouldn’t tv be moderated by consideration
for the groups to which it addresses itself?
As a matter of fact, is it not true that the
television industry and the entire country
has profited immensely from these restric-
tions? Do you mean to infer that the con-
tent of tv programs is of no concern to
more than 32 million American Catholics?
Clyde E. Beane
206 E. Chestnut St.
Glendale, Calif.

Memo From Madden

EDITOR:
. . . Thank you for the space you devoted

to Keyes, Madden & Jones [ADVERTISERS &
AGENCIES, Sept. 16). It was a good story
and I'm sure it has helped the agency main-
tain and increase its momentum.

Edward Madden

President

Keyes, Madden & lones

New York City

They're Buying Time
EDITOR:

I was a bit surprised to see the item on
the Rosary Hour under Program Service
Shorts [PROGRAM SERVICES, Sept. 30] and
stating that we offer for “distribution.” This
is a wrong impression as we buy time for
Father Justin’s Rosary Hour just as Young
& Rubicam buys time for General Foods’
Jello.

Forrest U. Daughdrill
. Daughdrill Adv. Service
Fort Wayne, Ind.

Fm Upsurge in Australia

EDITOR: .
On behalf of the Commonwealth Broad-

casting Corp. of Sydney, Australia, whom I
represent in this country, I would like to
secure a reprint of the article in your April
8 issue, entitled “How Bright a Future for
Fm.” Australia is believed to be in for an
upsurge of fm, and the management of
Commonwealth wish to have as much infor-
mation on the subject as is available.

Albert Deane

44 Westminster Court

New Rochelle, N. Y.

BROADCASTING
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RCA-6448, the “new tube look* in high
* power. One type meets the frequency
requirement for any channel in UHF-TY

500 Megacyclas

You are looking at the beam power tube that has made
high-power UHF a practical reality. It has met and passed
the strenuous “shake-down” test of commercial UHF
station operation over a period of 2 years in daily service!

Already proved-in for long life and low cost per hour of
operation, RCA-6448 is the forerunner of a sweeping
technological advancement in power-tube design that will
open a new era in rf power levels —above and beyond
previous. tube capabilities.

Your RCA Tube Distributor handles RCA Tubes for virtually
every application. For prompt tube delivery, call him.

RCA Tubes—for Long-Term: Power Delivery

TUBES FOR TELECASTING

RADIO CORPORATION OF AMERICA + HARRISON, N.J.

HOW TO GET MORE HOURS
FROM AN RCA-6448

Avoid by-passing of cooling water before it gets to
tube. Be iiberal with plate water-flow.

Operate filament at lowest voltage practical for
adequate emission (not less than 1.25v per section).
During long standbys, reduce normal value to 80%
Check electronic protectlve circuits for correct
sensitivity.

Raise filament voltage gradually (prevents high ini-
tial surge current). Run both filament sections at
same voltage—obtained from well-regulated supply.
Keep all tube surfaces CLEAN—to avoid leakage and
voitage breakdown.

‘Break-in"" new tube in accordance with RCA tech-
nical bulletin (packed with each tube).

Operate spare tubes periodically. Blow water from
all ducts before staring or transporting.

Avoid stresses at glass and ceramic seals--espe-
cially when tightening or removing water fittings.

Do not exceed the maximum rating of the tube—
even momentarily.




NIGHTTIME

WSAZ-TV

DELIVERS 1000 HOMES
BETWEEN

7:30 ond 10:30 P. M.
FOR $1.30

The second station's

cost per thousond
homes is $2.39
84" Higher

The third station’s

cost per thousand
homes is $5.42
317% Higher

AND ANYTIME
WSAZ-TV delivers
ONE THIRD more
total homes than

both other
Huntington-Charleston
Stations COMBINED

Samrer; June §957 ARE
all

wsz1v B

CEHANNT

CALL YOUR KATT MAN
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OUR RESPECTS
to Robert Allen Klein

ACK in 1951 when radio’s road was a bit rocky, Robert Klein took over the

managerial reins at WDAS Philadelphia with two saving graces: the disregard of

a 25-year-old for trouble and a profound respect for the sales staff. Six intervening

years haven't altered Mr. Klein's outlook, except that now, more than ever, he
regards time salemen as very special people.

The decision by Philadelphia’s oldest independent to entrust itself to the hands
of one of the youngest general managers of a metropolitan radio outlet may have
caused some raised eyebrows. But the dollars and cents success of Mr. Klein in
transforming WDAS into a powerful voice for Negro programming quickly dis-
pelled any reservations as to his ability,

Robert Allen Klein, born April 16, 1926, in Chester, Pa., had only a parttime
listener’s interest in radio until 1950—that part of his time that could be spared from
his books and a consuming interest in -athletics.

With time out for a World War II tour of duty overseas as a medical corpsman
with the Navy’s amphibious force, he managed to graduate from Temple U. in
1949 with a bachelor’s degree in education. Radio still had no great part in his
plans as he decided to continue his schooling towards a master’s degree in history.
To make ends meet, however, Bob Klein sandwiched in stints as a substitute
teacher in the Philadelphia school system and did copywriting at WDAS.

The “sell” in his copy in turn sold the station management on the idea that he
could be utilized better as a time salesman, and it was just a matter of time until
he was appointed assistant station manager. Six months later at Temple's June 1951
graduation exercises, the school conferred an MA degree in history on WDAS
General Manager Klein.

Searching for'a community role which WDAS could fulfill with maximum effi-
ciency, Mr. Klein studied the Philadelphia market as if it were a research problem
in history. He was impressed by the fact that he was right in the middle of one of
the largest Negro population centers in the country. At the time, WDAS was de-
voting two hours at the end of its broadcast day (11 p.m. to 1 a.m.) to Negro pro-
gramming. And, when a 1951 Pulse survey indicated that almost half of the Negroes
listening to radio during this two-hour span were tuned to WDAS, Mr. Klein made
a decision. He was convinced that WDAS and the Philadelphia Negro market were,
from that time on, going to be bound together inseparably.

“It was apparent to me then, just as it is now,” Mr. Klein says, “that the Amer-
ican Negro community is a huge social and economic force only just coming into
its own.”

More and more time was devoted to programs beamed expressly to Negroes by
Negroes. The results were not slow in coming. “We suddenly found that quite a
few advertisers, such as Lucky Strikes, Tetley tea and Quaker oats, had begun to
realize that the recognition that they afforded the Negro, as an individual and a
consumer, through a station utilizing Negro personalities, paid off in sales,” Mr.
Klein recalls.

ODAY, the WDAS broadcasting chores are handled by eight Negro personal-

ities. Bernice Thompson is one of the very few Negro home economists in
radio, according to Mr. Klein who also proudly points to the successes of such as
Randy Dixon, George Woods, Kae Willlams, Mitch Thomas, Art Peters and
Julian Graham.

A WDAS feature is a completely staffed news service and Negro news director
dealing exclusively in news of the Negro world.

A radio man all the way, Mr. Klein is “gratified to watch television settle down
while radio has come back stronger than ever.” Radio time and property values
are now at an all-time high, he further points out.

Fm is very much in Mr. Klein’s plans. An application for fm pends at the FCC
and, once granted, WDAS expects to offer a “good music” service.

Associates of the WDAS general manager say the six-foot-three, 215-pounder
puts the drive of a fullback into all his undertakings. That was one of the attributes
that prompted his election last spring as president of the Philadelphia Assn. of
Radio & Television Broadcasters, an organization of old line radio and television
broadcasters that is not too steeped in tradition to give youth its due.

Mrs. Klein is a graduate of Curtis Institute. The Kleins have a two-year-old
daughter, Wynne.

The 31-year-old broadcaster likes to relax with his book and record collections. He
has several first editions, his own library and a select collection of prints and records.
Among his prizes is part of the original score of Mozart’s “Stabat Mater.”

BROADCASTING




KNORR

Save up to 15%

BY USING 2 OR MORE KNORR STATIONS
Buy 4 or 5 Stations. . .SAVE 15%

Buy Any 3 Stations...SAVE 10%
Buy Any 2 Stations. . .SAVE 5%

BROADCASTING

TIME BUYER
Max Ubangi says:

“WEMH

BIGGEST BUY ON
DETROIT RIVER!

Safari's I'm concerned, WKMH is the best buy
in the whole Veldt! With the lion’s share of the
listening tribes and lowest cost per thousand
heads* WKMH makes selling in Detroit as easy
as shooting kudv at a water-hole! So to make
lots of gold and coast home way ahead of the

other hunters, sell your ivory on WKMH . *?

*According to PULSE— grealest share of audience, 12 io 12
lowest cost per thousand, ot ALL hours!

WKMH Dearborn-Detroit

John Carroll, Managing Director

WKMF WSAM

Flint, Mich. ‘Saginaw, Mich.
Jackson; Mich, Battle Creek, Mich.
Jackson B'cost, Southern Mich.

& Telev. Corp. Broodcasters

FRED A. KNORR, Pres.
C O R Po Represented by Headley-Reed

BROADCASTING
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Maryland’s Pioneer Television Station

CELEBRATING ITS
10TH ANNIVERSARY

vast coverage area means
great sales potential

WMAR-TY’s powerful signal

encompasses more than 2,500,000 homes.
In the Baltimore area alone,

there are 437,000* television homes,

but sponsors receive a bonus audience,
because Channel 2's coverage

extends far out into rich county markets
and includes parts of Pennsylvania,

Delaware, and Virginia.
(*Nielsen, July, 1957)

i
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- consistent leadership
According to ARB and Nielsen Reports,
WMAR-TV is the established leader in Baltimore's
3-station market, having consistently
garnered the largest total share of audience

10 mIcROVOLTS in a rating week from 6 A.M. to sign off.

Susbury
&
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4
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popular local stars and shows
plus great CBS-TV presentations
afford a strong program schedule

~
'Z_'_' : Baltimore television viewers just naturally turn to Channel 2,
i - - when they find such outstanding features as
GEORGE ROGERS STU KERR See It Now, The Ed Sullivan Show, Playhouse 90, | Love Lucy,

Climax, The $64,000 Question, Oriole Baseball and

Colt Football, 20th Century Fox and Warner Brothers films,
The Woman’s Angle, Captain Kangaroo,

and The Big Payoff.

.

DON BRUCHEY AL HEDGECOCK

in honor of WMAR-TV’s 10th Anniversary
the CBS Television Network Show

THE BIG PAYOFF

with Bess Myerson, Randy Merriman
and the entire cast, will originate from
Baltimore’s 5th Regiment Armory

October 21st thru 25th
Monday thru Friday

WMAR-TV will entertain 5,000 Marylanders daily beginning with a live:
telecast of THE WOMAN'S ANGLE, with Ann Mar, 1:00-1:30 PM., while
THE BIG PAYOFF, 3:00-3:30 P.M., climaxes the day’s festivities, Between
the TV presentations, Channel 2's popular personalities will award valuable
prizes to members of the audience who participate in fun-filled gomes and
quizzes, One of Baltimore’s favorite orchestros will provide delightful
musical- interludes.

# ME - aeem

INDY MERRIMAN BESS MYERSON JUDY LYNN
o et e e R R e R e e e e

1 Maryland, most people watch

SUNPAPERS TELEVISION BALTIMORE MARYLAND

Telephane Mulberry 5.5670 TELEVISION AFFILIATE OF THE COLUMBIA BROADCASTING SYSTEM
wesented by THE KATZ AGENCY, Inc., New York. Detroit, St. Lows, San Francsco, Chicago, Atlento, Dallas, Loy Angeles




KTHS

sells '
nearly All

of Arkansas!

“KTHS is a

major factor in
our leadership.”

Says HENRY W. RUSSELL
General Sales Manager, Stebbins & Roberts, Inc.

Stebbins & Roberts, Inc. is oné of the dominant paint manu-
facturers in this area, and their “Sterling Twelve Star” paints
sell very successfully against scores of other brands. Having
used Station KTHS for many years, this company’s media
opinions carry unusual weight. This is what Mr. Russell
recently wrote us: '

14 To consistently maintain the dominant  dealer organization. Each time we arrive

position in a market that is as competitive

as Pulaski County is no small task. . . ..

For some years, we have credited our
newscast on KTHS as being a major
factor in helping us maintain our leader-
ship. We have conducted tests in radio
and other media. We have checked our

at the conclusion that KTHS is doing the
job that we want done—is reaching our
customers and prospects not only in Pu-
laski County but in the greater part of the

state. . . . A most profitable association. L3
oy
H-Tuy'w CedErr

Henry W. Russell, and most important merchants in Arkansas, know
that KTHS is THE quality station, THE state-wide station, THE sta-
tion that people respect in Arkansas. Let the Christal Co. give you

the facts.

Y
n
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KTHS...LITTLE ROCK

50,000 WATTS

REPRESENTED BY THE HENRY I. CHRISTAL CO., INC.
Henry Clay, Executive Vice President

B. G. Robertson, General Manager

BROADCASTING
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TALENT AGENTS

| 10%

109

They're taking $50 million a year from tv.
Are their services that valuable?

The talent agent, a ten percenter with a
license, has emerged as one of the dominant
forces in television programming today.

Alternately praised and damned (usually
by the same people, often in the same
breath), he controls the No. | commodity
in today's programming market: The Big
Name. With that lever he is able to con-
trol, with singular frequency and effective-
ness, entire programs and program series on
which his star talent appears.

Ninety per cent of the performers and a
good share of the writers, directors and pro-
ducers working in big-time television are
represented by agents, Nearly 40% of the
network programs in prime evening time are
packages under some degree of talent agent
control. By conservative estimate, talent
agents are drawing $50 million a year from
their clients’ labors in syndicated films, net-
work programs and local shows on big-city
stations.

Of the $50 million which agents are tak-
ing from tv, a substantial part comes from
program packages on which agents draw
10% of the gross price.

Say you are a network or advertiser and
want Miss Big as regular hostess and occa-
sional performer in a television series. You
approach her agent. Before you know it the
agent has blueprinted a pack-
age for you. This may involve
a corporation to be owned by
the star and such other stock-
holders as the agent and the
star deem appropriate in the
circumstances, including you
(if you are bankrolling the
venture). Or instead the
agent may propose to run the
package himself, casting and
supervising it but selling it
tc you.

There are infinite varia-

pending on your agility as a negotiater and
on how bad you are hurting to get this par-
ticular piece of talent for your program.
Production of the series may be supervised
by you, by the star’s corporation, by an inde-
pendent packager or by the agent, or by
some combination of these possibilities. This
much is sure: For his services the agent
takes down 10% of the gross cost of the
package, or, more precisely, adds 11.1% to
the other costs so that his 10% becomes part
of the gross which the buyer has to pay.

It doesn’t always happen that way and
perhaps it doesn’t happen that way most of
the time. But the network’s fall schedules
are loaded with programs where it has hap-
pened that way.

“Television today is a matter of person-
alities, not ideas,” said a key program official
at one network. “On programs that don’t
usually feature top-name stars, the pro-
ducer can pick and choose. But therc
aren’t as many shows like that this year.
Now you have the Frank Sinatras, the Perry
Comos, the Pat Boones, the Patti Pages, the
Gisele MacKenzies, the Polly Bergens, the
Patrice Munsels. . . . where personalities

dominate, talent agents control.”
Some network authorities estimate that at
least 50% of the programs to be seen in

tions, but in any case, de-

BROADCASTING

The tv network packages
that agents own: Page 36

The biggest talent agents
and their clients: Page 46

prime time on the networks this fall are
controlled in one way or another by talent
agents. This figure probably is high, es-
pecially if “controlled” is used in its most
authoritative sense. But network officials
have little doubt that more programs come
through talent agents now than from any
other single source, including those pro-
duced by the network, those bought from
independent packagers, or—a relatively
small minority nowadays—those produced
by advertising agencies. Certainly the num-
ber in which a talent agent figures promi-
nently—prominently enough to collect com-
mission on the whole package—can scarcely
be described as less than impressive.

The network nighttime box-score (see
page 36) shows that there are LI such ABC-
TV shows where the talent agent takes com-
mission on the entire package. These 11,
amounting to 12 half-hours, represent about
25% of ABC-TV’s prime evening time each
week. On CBS-TV there are 17 half-hours
out of 47, meaning that more than 35% of
the time is filled by programs available only
through talent agents. On NBC-TV there
are 26% half-hours, representing around
55%.

These obviously do not include many
programs where the star is practically the
entire budget and where the
star’s agent therefore is only
a little short of commission~
ing the entire cost of the
show.

Nor does the list include
the many, many other shows
on which various talent
agents, individually, collect
on the pay of the performer,
writer, producer and director
clients, individually. Nor the
daytime package and non-
package shows. Nor the spe-
cials or spectaculars where
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the cost may run into hundreds of thousands.

(It isn’t cricket—and some talent unions
specifically forbid it—for the same agent to
collect commission on a package and also
on the pay of individual clients of his who
work in the same package. And except for
occasional complaints to the contrary, the
general feeling seems to be that double-
commissioning is not widespread. Agents
are entitled, of course, t0 commission on the
pay of any of their clients working in an-
other agent’s package.)

The magnitude of the talent agent opera-
tion in television is pointed up by estimates
that up to 90% of the performers in tv
and radio today are represented by agents.
Most of the other 10% would be repre-
sented if they could find an agent. For un-
discovered performers of little experience
and no connections, it is not much easier to
persuade a successful agent to take them
on than to obtain a booking directly.
Agents’ doors are as thick as network
presidents”. The William Morris Agency,
for example, reportedly insists that un-
known applicants submit photographs and
resumes before it will consider looking at
them in person.

The number of represented performers
undoubtedly is higher in Hollywood than
in New York. In Hollywood an old motion
picture custom makes it impossible for talent
to see the movie-makers direct, and this
custom has carried over into Hollywood
television. Two recent CBS-TV news releases
point up this difference: One release, issued
in Hollywood, announced monthly auditions
for “represented acting talent,” while the
other, issued in New York, noted that “all
a person has to do is write for an appoint-
ment, or come in. He doesn’t have to have
an agent.”

10%

. {y
Y,

Thousands in the Field

To handle all the talent in all the enter-
tainment fields, there are uncounted thou-
sands of agents. All it takes to be one, in
name at least, is access to a telephone and
enough money to take out an employment
agency license and get franchises from the
talent unions in whose fields the would-be
agent wants to work (at a cost of $50 to
$7,500 a year per union, depending on the
union and, in the case of the higher-priced
franchise, the agent’s annual income from
agentry).

In television the number of active agents
is in the low hundreds, and the bulk of tv
activity is handled by a fraction of that
number—say 30 to 50—some of whom
specialize in performers, some in producers,

writers and directors, and some in all cate- *

gories,

Ask almost anyone in the business to
name the “biggest” agents and nine out of
ten times only two names will come out—
MCA and William Morris Agency, usually
in that order. These are the acknowledged
giants, both in television and in other fields.
At the next level, as far as television is con-
cerned, a number of agents are grouped.
Among them, not necessarily in rank order,
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are General Artists Corp., Famous Artists,
Ashley-Steiner, Gloria Safier, Baum-New-
born, Louis Shurr, John Gibbs, Harriet
Kaplan-Lily Veidt, Wallace Middleton, Wil-
liam McCaffrey, Lester Lewis, Olga Lee-
Stephen Draper, Martin Goodman, Milton
Goldman and the Jane Deacy Agency, to
name a few.

In the package field alone—not counting
any commissioning of individual talent—the
principal agents in nighttime network tv size
up as follows, according to the best available
compilation from informed sources: MCA
has 27%% weekly half-hours on which it col-
lects package commissions; William Morris
has 17 half-hours; GAC has 7, and Ashley-
Steiner 4.

In the packaging of programs there are
variations in the policies of William Morris,
MCA and some of the others. William Mor-
ris maintains that while it brings the various
packdge elements together, it does not itself
produce shows or participate in the profits,
whereas MCA and GAC, to name two, also
have their own production companies
(MCA handles live shows while its subsidi-
aries Revue Productions produces and
MCA-TV sells film programs. and, in
GAC’s case, the subsidiary GAC-TV, which
GAC news releases describe as “primarily
interested in the production and sales of
television programs, both live and on film™).

Conflict of Interests

William Morris and not a few other tele-
vision programmers contend that when an
agent also becomes an employer he is faced
with a conflict of interests—that on one hand
it's to his advantage to hold the line on
salaries while on the other hand, as an agent,
he is obligated not only to get employment
for his clients but to get the best possible
deals for them. Those who defend MCA,
GAC and others in this type of practice
contend that their representation and pro-
duction are completely divorced in manage-
ment and operation and accordingly do not
work against each other. There also are those
who say the Morris office’s abstention from
this type of operation is more technical than
actual. Nevertheless, Morris authorities con-
tend that, because of this distinction, they
don’t produce either live or film shows and
have never gone, either, into the distribution
of film shows (although they do sell to pro-
ducers).

One thing on which there is virtually
unanimous agreement among agents and
network officials alike is that the agent’s
stake in television is enormous. They are
equally agreed that it is very difficult to say,
in dollars, what that stake comes to. In
reaching its $50 million a year estimate,
BroapcastinG deliberately used conserva-
tive figures.

On a $40,000 package alone agent take
is around $4,000 a week, not counting
the commission on any package “com-
ponents”—performers, producers, writers,
etc,—whose agents are not also the package
agent. At $4,000 a half-hour, package com-
mission on the 55% half-hours of such pro-
gramming on the networks these fall eve-
nings alone would total $222,000 a week—
and this, again, doesn’t count other agents’
takes from components, or commissions on
daytime programs, or the take from specials.

There’s another way to look at it, though

this too gives no more than a clue. Veterans
in the field have estimated that the average
“busy” medium-name but non-star per-
former in television probably earns $15,000
to $25,000 a year, that the average “‘busy”
writer falls into approximately the same
range, that the average “busy” producer may
get anywhere from $35,000 to $100,000 a
year and that the average “busy” director
may range from $20,000 to $75,000. These
same sources figure that apart from the spec-
taculars or specials—such as one in which
Judy Garland was reported to have been
paid $75,000 for a single appearance—the
“average star” may earn $100,000 “easily”
if he appears in a series and probably about
that figure if he sticks to guest performances.
since the price per appearanceé may run
higher on guest shows. On practically all of
these performers, writers, producers and di-
rectors, as well as on those who fall into
higher and lower income groups, some
agent is getting 10%.

Nobody Wants To Talk

The agent himself will admit that agentry
is big business—if he’s willing to discuss his
business at all. Most of the larger ones aren’t.
except on a restricted, don’t-quote-me basis.
Some, like MCA, won’t talk at all; an MCA
official would neither confirm nor deny that
MCA was even “probably” the largest.
although practically no one else seemed to
have any doubts about it.

This allergy to the spotlight appears to
be a generic trait of agents. Of all those
approached during the preparation of this
article, only two or three were willing to
be quoted—and in most cases these attached
some strings. Yet bechind the screen of
anonymity they were willing, with some
notable exceptions, to talk frankly and seem-
ingly fully.

One, on the subject of agentry’s bigness.
had this to say:

“Years ago, the talent agent was not
faced with any tax problems because his
client wasn’t. Taxes were relatively low
and actors could get to be millionaires, if
they made big money, kind of quickly. To-
day the average agent comes close to having
to be a genuine expert on the tax laws.

“Years ago, a fellow went out and got
somebody a job and that was almost the
end of it. Today the ingenuity of the agent
in terms of capitalizing on the dollars that
are brought in is about 50% of his job.

“In connection with the tax end there
are innumerable developments, the major
one of which has been the artist who owns
and controls his own company. In tele-
vision most packages are produced by the
star or by the major element in the pack-
age. The moment the agent represents a
man who owns a television package, the
agent must take a direct hand in the man-
agement and administration of the package.

“If you assume a package costs, as most
do, $40,000 for a half-hour, and assume
roughly 40 shows a year, that is $1.6 million
that the client corporation is going to
receive. We [this agent’s firm] have in indi-
vidual seasons run eight or ten such pack-
ages—not run them creatively in the sense
that we have usurped the producer’s func-
tion or the star’s function, but we have
entered into the complete management,
business-wise, of that venture. If you think
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THERE ARE AGENTS, AGENTS

The talent agent is by no means the
only man guiding talent’s destinies, super-
vising its affairs, and drawing commis-
sion therefor.

This was pointed up last week by a
television columnist’s report that singer
Eddie Fisher divides his earnings 50-50
with his manager, Milton Blackstone,
and that actually Mr. Fisher sings for
45% of what he’s paid, since his talent
agent, MCA, takes its 10% off before
he splits with the manager. The colum-
nist, Jack O’Brian of the New York
Journal-American, also cited Trish Dwel-
ley, new young singer, as another who
has a 50% contract with her manager,
Jack Beekman. Remembering that the
Internal Revenue Service is everybody's
silent partner, performers, writers, pro-
ducers and directors may easily take
home only a fraction of what they’re
paid,

Top performers, especially, may have
as many as three representatives per-
forming various functions on commis-
sion, and the number can be much higher

of how many businesses there are that have
all sorts of people chasing around hut still
do less than $1.6 million a year, you realize
that every one of these television packages
is big business—and literally it is.

“The agent has enormous responsibility
in the spending of the money, husbanding
it, in creatively using it business-wise so
that it doesn’t disappear. We usually keep
the books, prepare statements and other-
wise directly control that money.

“We get paid enormously—it would ap-
pear on the surface—but when you view
the enormous service in relation to it, you
will find that the business is profitable in-
deed, but it is a great deal more costly to
operate a responsibly functioning agency
than might appear on the surface.”

It was almost impossible to find a respon-
sible network official who would say openly,
without preamble or qualification, that the
talent agent is a bad influence. Nine out
of ten interviews opened with the network
man saying: “The agent helps us. It would
be hard to get along without him.” Or: “It
.would be impossible to get along without
him.” Yet almost without fail these opening
beatitudes eventually gave way to reserva-
tions, exceptions and, sometimes, angry
criticism.

This does not mean that anybody changed
his mind in mid-interview. They obviously
meant what they said, even when they said
opposite things. Even assuming that depend-
ence on the agent figured in their reluctance
to criticize (“after all,” said one, “we have
to do business with him"), they neverthe-
less meant it when they said the agent was
essential to them, and they meant it no
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if they have one talent agent to repre-
sent them in radio-tv, another in motion
pictures, another in the theatre, etc.
Some performers have said, presumably
not entirely in jest, that they even have
agents to watch their other agents.

The principal types of talent repre-
sentative or manager, other than the
talent agent, are the personal manager
and the business manager. The services
of all three cross lines so often that a
great deal of confusion has accumulated
as to which does what.

The talent agent’s job is to secure em-
ployment and, more important, to get
the kinds of job that will best advance
his client’s career. Most talent, at all
levels, feels a need for an agent; usually
only the more successful add a personal
manager and a business manager. The
talent agent must be licensed and he
must be franchised by talent unions. In
most cases his commission is limited by
the various unions to 10%.

The talent agent also may perform
many of the services that the personal
manager performs. But the personal man-

less when they called him difficult, impossi-
ble, monopolistic and quite possibly against
the public interest,

One man who proved to be a particularly
bitter critic started out by saying that talent
agents are helpful and useful; then he grad-
ually began to point out exceptions, and
finally graduated into an uncommonly color-
ful castigation of one specific agent about
one specific deal. This critic happened to
be ex-talent himself. Hearing him in the
full flower of denunciation, onc reasonably
assumed he would be supremely happy if
that agent never drew another breath, let
alone another 10%. Would he? He laughed
as he gave his answer: “If I cver need an
agent again, that is the only man T'll let
represent me!”

The deal that inspired this wholesale out-
burst involved one of television’s better-
known shows. What irked the critic was
that he and network associates had come up
with the idea and got negotiations with the
star down to the hard-business stage before
the star even hired the agent—and the
agent promptly upped the ante about three
times and also insisted, successfully, on mak-
ing it a package which the agent casts and
controls, not only getting 10% of the gross
but leaving the network with virtually no
say-so over the program.

There can be no question that agents, as
in this case, do a job for their clients. But
what do they do for the networks?

Perhaps most important, do they make a
substantial contribution in the form of pro-
grams and program ideas, and in the dis-
covery of new talent—writers, producers,
directors as well as performers—to help fill

AND AGENTS

ager's job basically is to attend to details
—travel arrangements, hotel reserva-
tions, wardrobe, social engagements, per-
sonal affairs, He may also supervise the
payment of household bills and the man-
agement of investments. If his client is
represented by different agents in differ-
ent fields, he may act as overseer and
coordinator. Unlike the talent agent, he
has no stable of clients, but devotes him-
self to the affairs of one, or a few. He
does not need a license, and his com-
mission is not limited. Experts in such
matters say few personal managers will
work for less than 10%, and the sky's
the limit,

The business manager is a man who
invests the money and pays the bills.
Where the personal manager may in-
clude money management among his
several services, the business manager
concerns himself with that phase almost
exclusively, counseling on investments
and paying the bills for everything from
the groceries to the poodle’s manicure,
His commission is usually placed in the
5% to 72 % range. 0

the endless belt of programming that tele-
vision requires?

The consensus is that they definitely do,
despite some reservations regarding some
of the deals involved.

In the field of name programming, for
example, GAC let it be known this year that
Pat Boone and Guy Mitchell would be
available for television, and ABC-TV
bought the packages. In the same vein, Wil-
liam Morris is credited with taking the
Trackdown idea to CBS-TV and MCA with
taking Suspicion to NBC. MCA also is given
credit for selling CBS-TV on the possibil-
ities, based on a pilot film, of the series that
became Leave It to Beaver. Alfred Levy and
David Susskind, whose Talent Associates
started out as a talent agency but has be-
come a production firm, have been credited
with originating the Armstrong Circle The-
atre concept of factuals, and Ashley-Steiner
came up with last year’s “Unit Four” con-
cept of rotating producers-directors and sold
it to Kaiser for sponsorship on NBC-TV,
Among other projects, A-S also foresaw the
growing trend for westerns a few years ago
and suggested that three of its clients build
a program of that type, which emerged as
Frontier.

These are some of the examples cited by
network authorities—and also by agents—
to show the type of program contributions
that agents make. At other levels, too, they
are more or less constantly bringing pros-
pects to network attention much as station
representation firms make their regular
rounds of the advertising agencies to sell
buyers on time availabilities.

Agents, like others in the creative end of
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HOW FOUR AGENTS HOLD CONTROL
ON 409, OF NIGHTTIME NETWORK TV

Four talent agents control nearly 40%
of the shows in prime evening time on
U. S. network television.

As the only agents who currently are
levying commissions on the total package
costs of programs in prime evening net-
work television, they may be considered
as figuring in network programming to
that extent. Their commissioned packages
represent 55% half-hours of the total
weekly prime evening time on network tv.

And two of the four—MCA and Wil-
liam Morris—account for the bulk of
these 55% half-hours; MCA with 27%
half-hours and William Morris with 17
half-hours. General Artists Corp. and
Ashley-Steiner account for 7 and 4 half-
hours, respectively.

These 55%  half-hours represent
39.6% of total weekly network prime
evening time. Among them, the four tal-
ent agents receive commissions on total
package costs for 25% of ABC-TV's
prime evening time weekly, more than

35% of CBS-TV’s and around 55% of
NBC-TV'’s (see main story, page 33).

The following list includes only regu-
larly scheduled network evening pro-
grams which are represented by a talent
agent, It does not include daytime pro-
grams or spectaculars that also are com-
missionable as packages. Nor does it, ob-
viously, take into account the fact that
agents are entitled to commission on in-
dividual clients working in any tv show—
including those working in talent-agent
packages, provided that the agent of the
individual is not also the package agent.
Not counted, either, are shows like $64,-
000 Question and $64,000 Challenge,
where William Morris reportedly gets a
royalty, or Big Record where GAC is
understood to get a fee from a booking
arrangement on part of the show.

This list was compiled from network,
talent agent and advertising agency
sources and has been cross-confirmed in-
sofar as possible.

Alcoa-Goodyear Hour

WILLIAM

Loretta Young Show

People’s Cholce

MORRIS

The Catifornians

You Bet Your Life

Trackdown
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Phil Silvers Show Schlitz Playhouse The Millionnaire

Alfred Hitchcock

Bachelor Father

Date With the Angels

s

Guy Mitchell Show

Father Knows Best

Pat Boone Show

ASHLEY-STEINER

:

- D

- 158l
Name That Tune
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tv, may find talent—and clients—in diverse
places. In a television program profiling the
Ashley-Steiner operation a couple of years
ago, A-S's Leonard Sittomer was said to
have been impressed when he happened to
catch “Remarkable Incident at Carson’s
Corner” on Studio One one night. The
script turned out to be the product of an
unknown brassiere-firm copywriter who
wanted to write more television scripts but
didn’t have time. A-S persuaded him to give
up his job, then persuaded CBS-TV to take
him on for something akin to a year's salary
in exchange for first refusal on his cutput—
and Reginald Rose (“Twelve Angry Men,”
“Crime in the Streets,” etc.) was on his
way.

Conscientious agents do more for their
clients than get work for them. They study
scripts, they keep an eye on the program
planning of networks, advertising agencies
and independent packagers (and, no doubt,
that of other agents). They watch constantly
for jobs particularly suited to their own
clients, and betimes they create jobs by
creating ideas for programs.

If the client is a performer big enough
to command a number of offers, they weigh
one job against another to decide which
would be better for him in the long run.
Should he do it live, or on film where there
are residual rights? Should he do it as an
employe, or as a corporation? Should he
appear in a regularly scheduled series or
limit his exposure to guest shots—or is he
over-exposed already, and better off to get
out of television for a while? Are there any
special circumstances that require some
specific and prompt action, and if so, what
is the answer?

William McCaffrey, an independent op-
erator with a relatively small but premium
list of clients faced up to that last ques-
tion toward the tail end of last season.
The Jackie Gleason Show, on which client
Art Carney was a featured player, was going
off the air and Mr. McCaffrey figured that
ending the season on a downbeat note would
do Mr. Carney’s career no good. So he
started casting about for something upbeat,
landed Mr. Carney the lead in Playhouse
90’s “The Fabulous Irishman,” and all end-
ed well. “Irishman” and Mr. Carney were
a success and out of it came a Broadway
offer which Mr. Carney accepted because
he and Mr. McCaffrey thought it would be
good for his career, even though he stood
to make more by staying in tv this year.

If the client is a writer, the agent may
advise him on the current and probable
future market for scripts of a specific type,
and if the writer runs into snags on a script,
the agent may help slant and polish it. When
it’s finished the agent figures in the decision
as to which producer it should be submitted
to—and after it’s sold he may take up
cudgels for his client in defense against
changes the buyer may wish to make but
which the writer fears will “‘ruin” it. Con-
versely, knowing the buyver’s problems, too,
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he may help to work out a compromise
with the writer.

Sometimes the agent feels he should get
his clients into the right places geographi-
cally, as well as into the right jobs. This is
especially so in the case of writers. As
West Coast television activity increased, it
became important—in the minds of many
agents—for writers to be on the scene
where they could discuss their scripts and
script ideas with the Buyers personally.
Ashley-Steiner, for one, set up a regular
crash program to get some of its writers
transplanted to California. Here the agent
would concentrate first on getting them
initial script assignments to pay the cost
of moving, then put practically its entire
West Coast office to work lining up addi-
tional writing jobs that would both tide
them over and get them established.

Then there are always the extra-cur-
ricular services that an agent is called upon
to perform. Talent takes some hand-holding,
and the agent is a built-in handmaiden.

No sensible agent would want 10% —
or any other part—of some of these gam-
bits. For example, clients in trouble, or who
think they’re in trouble, usually don’t hesi-
tate to call on their agents to get them out,
just as they don’t hesitate to call for more
pleasant favors. Getting tickets to plays to
which it is impossible to get tickets is a
common demand. More than one agent has
had to talk a client out of suicide notions,

Walter Schwimmer, Chicago tv pro-
ducer, sums up the feeling in some quar-
ters about the talent of talent agents with
the following tongue-in-cheek tale about
one of the big agencies. It appears in his
recently-published memoirs, What Have
You Done for Me Lately?

“It seems that the two most famous
performing horses in the world were
booked at the Palladium in London; and,
after their engagement ended, one of the
horses received an attractive offer to play
the provinces. He played the entire Brit-
ish Isles, then Australia, New Zealand,
and South Africa with great success; and,
finally, he received a handsome offer from
| Madison Square Garden in New York
City.

L — —

and agents hear almost as many marital
problems as bartenders.

Through the whole gamut of services,
few will deny that agents are essential to
talent. Deals are seldom simple any more.
Instead, they call for the services of sales-
men, attorneys, business managers, tax
lawyers—the whole works. A big agency
can supply all of them, and the smaller
one will know where and how to get those
it cannot supply itself.

Yet there are those who question
whether, for all the services he performs,
the agent may not still be overpaid.

For in the complexities of the current
package system, it is conceivable—given
the right circumstances—that an agent’s
10% can come out equivalent to the star’s
income from a series.

To see how 10% can equal 100%, con-

sider this arithmetically over-simplified
example:

Say a $5,000-a-week star decides to build
a film series. Through his agent he sells the
idea to a network which, as financier, agrees
to pay the star $3,000 a week and gives
him 50% of the profits on the program.

Program costs come to $40,000 a week
before the agent’s commisson (one-ninth,
or 11.1%) is added in. So the total cost is
$44,444 a week; but for easy arithmetic
let’s say the agent charged a little less than
his full commission and the total cost came
to an even $44,000.

Next assume that the network sold the
show for $40,000 net, taking a weekly
$4,000 loss (which is undesirable, to be
sure, but not unheard-of). In the course of
a 40-week season, this becomes a $160,000
loss on a season’s gross of $1.6 million.

During this period the star has been get-
ting his $3,000-a-week salary for a total
of $120,000 for the season. The agent has
been taking down his 10% of the package
gross for a total of $160,000. At this point
the agent is $40,000 ahead of the star.

Then the film goes into syndication. Say
it gets hot—for the star's sake in this com-
parison it had better get hot, because the
agent is going to stay ahead of the star
until that $160,000 loss on the network sale
has been recouped. So assume that the 40
films in the series gross $20,000 apiece in
syndication, a total of $800,000. Of this

=

TALE OF TWO HORSES AND AN AGENT

“The horse often wondered what had
become of his illustrious partner, prob-
ably the greater of the two, so you can
imagine his amazement when, after land-
ing in New York, he accidentally bumped
into his old companion touring Third
Avenue whilst attached to a conveyance
known as a milk wagon.

“‘Why, Joe!' exclaimed the visiting
equine, astonished. ‘What a surprise! Un-
questionably, you are the outstanding
performing horse on this universe, and
here you are pulling an ordinary milk |
wagon down Third Avenue! How come?

“The second steed shrugged. ‘Oh, you .
know the William Morris office,” he
sighed.”

the agent still gets 10%, or $80,000.

Cost of film prints, distribution, etc., will
run to about 50%, or $400,000, of the
syndication gross. Then deduct the $160,000
loss experienced in the network sale, and the
profit on the venture comes to $240,000.
Under the original agreement, the star gets
50%, or $120,000, of the profits and the net-
work as financier gets the other 50%.

So between network run and syndication
the star has received: $120,000+$120,000=
$240,000.

The agent has received: $160,000+$80,-
000=%$240,000.

Even if the network had sold the series
at full cost originally, taking no loss, the
agent still would have received $256,000
to the star’s $320,000.

This parlay of 10% into 100%, or even
into 80%, is one example cited by third
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FROM 3 TO 6 PM IN THE NATION'S CAPITAL...

SPEAKER OF THE HOUSE!

Late afternoon radio in Washington, D.C., is WRC’s cup of tea.
During the 3 to 6 pm time period, weekdays, WRC averages a
289 share of audience—a 29% advantage over the second station.

And within this time period, WRC’s locel programming sets the
mood for an even greater number of listeners. From 4 to 6 pm,
“Twilight Tunes” with Ed Walker averages a whopping 45%
advantage over the second station! The intimate, local appeal

of “T'wilight Tunes” not only holds the audience for these two
hours, but sells it with conviction for such sponsors as American
Tobacco Company, Ben-Gay, Cities Service, Northeast Airlines,
Prestone Antifreeze, RCA Victor and Valley Forge Beer.

In Washington’s 17-radio-station market, the large and loyal
following “Twilight Tunes” enjoys on WRC is a natural for you.
Let WRC Radio speak for your product in the nation’s Capital!

NSI Report—Washingion, D. C., Area —July 1957 WR‘ [ 980 WASHINGTON, D. C. SOLD BY @ SPOT SALES



IT'S THE BRAND NEW CHANNEL TO SOUTH FLoriDa’s $2,000,000,000 marker
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TEN’S OK TOP — Right! On top of 1,453,800 people,
representing 581,520 families.

TEN’S ON TOP — Right! On top of 32,428 retail stores,
employing 72,269 workers with a payroll of $165,482,000.

TEN'S ON TOP — Right! On top of more than
1800 manufacturing plants furning out products
from milady’s chemise to monsieur’s carport.

TEN’S ON TOP — Right! On top of more than
3 12 million tourists who visit South Florida
and Miami every year. So . . .
when you show it to Miami, you show it to the World!

PUBLIC SERVICE TELEVISION, MIAMI, FLA. ~ REPRESENTED NATIONALLY BY H-R TELEVISION,INC. g ABC NETWORK
> L
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parties who wonder whether talent, as a
whole, really appreciates how well it’s
treating the agent. There are other instances
where the talent apparently didn’t know
what was going on.

One network, for example, was ready to
spend $250,000 on a series to see whether a
certain girl star, out of television a couple
of years, could be built up again. But the
network finally called off the deal because
of the agent’s insistence on what his own
cut—not the star’s—should be.

Another network official, happy to get a
free option on a performer on condition that
if the option were exercised, the program
would be an agent package, questioned
nevertheless whether the agent shouldn’t
have been thinking more about the client
and demanded money for the option.

And there’'s been more than one case
where a producer tried to hire a picce of
talent.and was told the clieat wasn't avail-
able—only to be told later by the talent
that he didn’t know a job had been offered.
Agents will tell you, however, that these
are not the doings of reputable agents.

In any event, even those who raise these
points will agree that essentially they are
matters between talent and agency—though
some network officials will contend that
when an agent muscles in and takes 10%
on a package to which he contributes little
or nothing, he is patently usurping money
that otherwise could have added another
good name or another choral group to the
program, made the sets a little more lavish
or in some other way bettered the quality
of the show. It is here, these critics con-
tend, that agents operate *“against the public
interest” by depriving the public of better
programs without contributing anything
worthwhile for their fees.

Agents note, however, that there is an-
other side. In addition to the business com-
plexities which they supervise, they work
very often “on spec.” They may spend
months building a program that never sells,
but their overhead goes on. Said one:

“The patient may die, but the doctor
gets paid. An attorney may lose his case,
but he pockets the retainer and collects
his fee. The agent must survive on hits—
he can’t afford misses.”

Mindful of the dangers of having a pro-
gram tied up and out of circulation, the
agent in peddling a package to a network
may try to set a limit on how much “mark-
up” the network may get in selling it to a
sponsot. His idea here is to keep the net-
work from trying to sell it at a prohibitive
price which might keep the program off
the air indefinitely.

There is a phrase, “Anything's negotiable,”
that seems to be made to order for the
dickering that goes on between agent and
network. This exercise can be casual and
quick, but often it falls just short of
anatomic war. Each side is out to make the
best deal possible. Both go for all they
can get—the proverbial kitchen sink is
lagniappe.

Negotiations may go on for weeks and
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months. Many a show—Mawmia, The Gold-
bergs, Name That Tune, to mention a few—
was on the air for six months or more
before a contract was signed. Some have
run a full season and gone off the air be-
fore the lawyers finished splitting the last
infinitive.

But on the whole the consensus appears
to be that in most cases where performance
starts before a contract is agreed upon, the
eventual contract, or settlement, hews pretty
closely to the basic agreement behind the
original handshake—or is a reasonably good
facsimile thereof.

This need not be especially surprising.
The networks deal in the best talent they
can get, and the best talent can scarcely
afford to be represented by irresponsible
agents. Almost without exception, experi-

THE FOUNDER
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WILLIAM MORRIS SR., who died in
1932, is regarded as the first profes-
sicnal talent agent. He founded the
William Morris Agency in 1898.

enced network authorities say they have
confidence in the word of the agents with
whom they deal. And agents appear equally
respectful of those with whom they do
business. Said one:

“There is a high degree—a fantastic de-
gree—of fidelity to commitments in this
business. The given word is astoundingly
reliable. The word of a network executive
or major advertising agency will stand up
in a great majority of cases—and in those
cases where it doesn't, very often there are
genuine misunderstandings rather than di-
rect attempts to evade a commitment.”

The same quote, turned around to apply
to agents, could be attributed to most net-
work authorities without damage to the
views they express. But not quite unani-
mously. At least one influential executive
contended flatly and without reservation
that in his book television would be better
off if agents, for all their acknowledged
contributions, did not exist.

He felt the agent too often is evasive if
not deceitful, elusive if not slippery, op-
portunistic if not predatory. One of his
prime complaints: The agent will stall
around and hold up the signing of a con-
tract until filming is under way or the first

live show is on the air—and then demand
more money or additional rights on the
threat of yanking the star and walking out.

This critic recognized that the agent often
is helpful in the tedious and sometimes tem-
pestuous process of turning an idea or a
script into a program. He acknowledged that
without the agent the network would have
to do its own auditioning, screening, calling
and clearing of talent for programs, and,
perhaps worse yet, would have to deal di-
rectly with artistic, non-businesslike people
and risk all sorts of temperamental blow-ups.

Yet he felt the sum of all these prices
would not be too great to pay for a tv
world without agents—not even the dire risk
of having to tell a star face to face that
she isn't worth her asking price. He even
managed to see a glimmer of hope in the
prospect: Most stars probably could not,
without demeaning themselves, dicker in
their own behalf as extravagantly or as
effectively as their agents do. As actress
Jessica Tandy once said, in discussing the
agent’s usefulness: “I could never go out
and sell myself.”

There are other practices which this and
other critics found distasteful. One was that
of throwing a pilot film into a regular series
and thus sampling public reaction at the
expense, or at least partially at the expense,
of the regular series” sponsor (although see-
ing the possibilities of a good series in a
single telecast was listed among an agent’s
better attributes).

Another criticism was aimed at “agents
who sign up talent we need after he finds
that we need them,” and also “the sort of
agent who sees a guy get off the train and
gets his name on a contract, then sits back
and does little or nothing until we try to
sign the guy, whereupon the agent is right
there to get his 10%.” Another target:
Agents who sell an option to one producer
and then sign the same talent to a firm
contract for an opposition program. (MCA
was reported to have got into a mix-up like
that with Jack Carson during radio’s heyday
but extricated itself by furnishing the of-
fended buyer with five top-priced shows at
its own expense.)

Since “anything’s negotiable,” the deals
that agents make with networks may vary
from case to case. But it’s a short day when
the agent fails to take 10% of something.

On packages, he asks for 10% of the
gross cost. Whether he gets 10% of the
below-the-line (non-creative) costs is another
matter. Some network authorities say they
don’t pay commission on below-the-line;
others say it all depends. One prominent tv
agent put jt this way: .

“The deals have varied, but in the main—
speaking from our own experience—we
have gotten 10% of the whole package.
There have been instances where agents
received commissions on the above-the-line
and then deferred their commission on the
below-the-line, meaning that they got them
after the cost of the project had been re-
couped. But I must say that there have
been many variety of arrangements made.”

Another agent noted that networks today
are looking at budgets much more closely
than they used to: “You try to get 10% of
the gross, but whether you succeed or not
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depends on how good a negotiator you are
and how badly the network wants what
youre offering.” At one time office over-
head, legal fees, taxes and such items were
fair game for commissioning, but this agent
pointed out it's harder to get these expenses
into the package costs nowadays.

“You don't quibble, you compromise,” he
said, qualifying for the hair-splitting cham-
pionship of the week. “So instead of taking
$3,000, you settle for $2,132.27.”

There is a standard assumption that in
setting up a package, an agent gets as many
of his own clients into it as possible, Within
limits, there is some validity in the assump-
tion, although certainly it is not 100% true

YA
Wy

in 100% of the cases. Some authorities es-
timate, however, that on the average pack-
age show approximately half of the talent
consists of clients of the agent handling the
whole package.

Ashley-Steiner is credited with thinking
up and doing a considerable amount of
work on, as well as getting a fee on, the
Cinderella spectacular with Julie Andrews on
CBS-TV early this year. Yet, Miss Andrews
is not an A-S client (she's MCA), nor are
Rodgers & Hammerstein (they have no
agents), to name just three key figures in
the $450,000 to $500,000 production.

This question of whether to give first
priority to your own clients is a tricky one
for an agent putting a package together.
He's apt to find himself damned if he does
and damned if he doesn’t.

First, he’s trying to create as good a
show as he can, To do this he needs the
best talent he can get. Second (or first, in

his clients’ minds) he represents talent and
in this capacity is obligated to get them
jobs that will advance their careers, If he
bypasses clients to hire another agent’s tal-
ent, he becomes the target of the people
from whom he derives his martinis and
pheasant under glass, So he is a man be-
tween two fires.

One agent described the dilemma thus:

“The principal equity for the agent is in
getting the package in the first place. The
package has got to be good, so you use the
best people who are available.

“But you know your own people better
than the others. And you have to live with
them, too, So if all other things are equal,
you use your own clients. But if you need
a top-notcher who is not a client of yours,
then you go out and sign up for the part—
if his agent will let him sign. Usually the
other agent is agreeable—unless his client
is so big that the other agent decides to

TALENT AGENT AND CASTING DIRECTOR:
THEY TEAM TO KEEP CAMERAS ROLLING

The burgeoning of tv film to cope with
the evergrowing demand for network and
syndicated programming has created one of
the largest employment sources for talent.
And here again, the agent, with his stable
of talent, is the man constantly on call. Film
spokesmen in Hollywood and other produc-
tion centers estimate that up to 95% of their
casting is done through the talent repre-
sentatives.

A typical week at Hollywood studios will
find approximately 75 tv film programs on
the production schedules, requiring hundreds
of actors, from stars to bit players,

With an eye on the clock that reminds
of deadlines for shooting, processing, edit-
ing, printing and shipping the finished tv
programs, the casting director amasses stag-
gering phone bills in around-the-clock checks
with talent agents,

A direction finder for the casting director
in her hunt for the agent with the appropri-
ate talent is the Academy Players Directory,
a fat volume containing, in uniform fifth-
page ads, the names and pictures (usually
two) of about 4,000 actors and actresses.
The listings are alphabetical under gen-
eral headings for each sex. For actresses,
the categories are leading women, ingenues,
character players and comediennes; for
actors, they are leading men, character play-
ers and comedians. In addition, there are
sections for boys and girls, orientals and
colored performers, bands and specialty acts,
With each talent listing is his or her agent's
name—the most pencil-marked section of
the casting director’s Players Directory.

Before the agent's talent is bought or sold
there is a maze of integral planning that
falls to the group of specialists known as
casting directors. In Hollywood, casting di-
rectors pumber not more than 75 individuals
and perhaps less.

The qualifications of a good casting direc-
tor, according to a top tv film producer, are
(1) the memory of an elephant, which will
respond to a character in a script with names
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of a dozen actors who have capably handled
similar parts in the past; (2) the persuasive-
ness of a salesman, to convince the producer,
director, writer and perhaps the talent agent
and star, that the suggested player is right
for the part; (3) the tact of a diplomat, to
agree to a change when further argument
would be futile, and (4) the willingness to
spend countless hours watching all types of
entertainment in a never-ending search for
new talent.

One of Hollywood's busiest casting direc-
tors is a brisk, affable woman with crisp
iron-gray hair and an air of unhurried effi-
ciency: Ruth Burch. The latest edition of
the Academy Players Directory lists 98 stu-
dios producing films for use in theatres or
tv or both. Of the 98 studio listings, 37 show
the names of their casting directors, some of
whom serve in that capacity for more than
one studio. Miss Burch’s name appears five
times, more than any other.

Asked by BROADCASTING to act as spokes-
woman for her profession, Miss Burch went
directly to the heart of the subject. “The
theory of casting a tv show, or any show,
for that matter, can be expressed in a single
sentence,” she said. “It’s just a question of
getting the right people for the right price
at the right time.”

If the Players Directory fails to turn up
a suitable player for a specific role, Miss
Burch said that her next recourse would be
to agents specializing in that certain type of
talent. There are agents, for instance, whose
clients are primarily Latins, Britons or Con-
tinentals. Consuls of foreign countries in
Los Angeles are another source of turning
up actors of special national or racial types,
she said, and schools and churches may be
of help, especially in cases of juveniles.
“When you've got a problem like this you
just keep on trying one approach after an-
other until one of them pays off.”

Problems like that are all in the day's
work to Miss Burch. And her day’s work is
about as much as can be crammed into 24

hours to encompass all of the duties involved
in casting about a dozen weekly tv shows
plus a number of pilot films and an increas-
ing number of tv commercials, not to men-
tion three theatres (in San Francisco,
Phoenix and Hinsdale, I11.) and an occasional
theatrical motion picture. At a very rough
estimate supplied by an associate where she
refused even to try such a division, 20% of
her time goes for casting leads for pilots,
another 20% or a little more for tv com-
mercials and most of the rest for casting
supporting players for the weekiy install-
ments of the various series.

Her day is apt to start before 7 a.m. with
an hour of script reading before she gets
out of bed. Days or weeks before, when the
producer had decided to make a pilot film
for a series, she’d been called in and given
a description of the story line and the char-
acters and had begun to think about actors
for the leading parts. Now, with the script
before her, she reviews and perhaps revises
her original thoughts in preparation for: the
next step in the casting process—a confer-
ence with the producer, director and writer
to “talk out” each character until they agree
on what kind of a person he is and what
motivates his actions.

“This is extremely important,” Miss Burch
declares. “If we agree on the character it
won't be too hard to agree on the actor.”

By the end of the conference she has a
mental list of actors who would be accept-
able for each major part in the new series.
Now it’s a matter of checking availabilities
and discussing the parts with the actors and
their agents, a process in which the original
list of possibilities shrinks appreciably.
“Normally, I begin with about 20 people
for each leading part, although the number
has been as high as 50,” she says, “and 1
wind up with from five to 10 that I want to
have read for the producer and director.

“From this point the decisions are up to
them,” Miss Burch continues. “If they agree
on the individual they want for the part, my
work is done except for cleaning up the busi-
ness details with the agent. If they don't
agree—well, I just keep trying until they do.

With the leads set, she begins casting the
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make his own package out of him.”

There are some agents who will go to
extravagant lengths to create spots for their
own clients, but the consensus even among
critics is that the practice is not alarmingly
epidemic. The agent who, as one said,
“would rewrite a script calling for a two-
headed midget, in order to use a client who
happened to stand eight feet tall and have
three heads,” would seem to be the excep-
tion, though some such are said to exist.

In time, talent buyers gradually develop
an affinity for some agents and a cold
shoulder for others. They learn that some
give thought to the buyer’s needs before
making a pitch, while others will pitch any-
thing. They discover which agents consist-
ently come up with good ideas and which
ones have weak batting averages and weak
clients. Through this process of trial and
error, many buyers reach a point where they
will consider anything submitted by some

other characters. This is less demanding, but
even for bit parts she prefers to engage ac-
tors who are above the minimum-scale level.
“TFhe least important walk-on bit, if not done
right, can drop the level of the whole pro-
duction,” she declares,

The talent budget for a half-hour filmed
tv program is about $6,500 on the average,
including stars or lead players, or about one-
fifth of the overall production cost of
$30,000 to $35,000. In films, sets and over-
head are more expensive than in live tv
productions, “Using that one-fifth as a rule
of thumb, I more or less set my own talent
budget for the shows I cast,” she says, “‘and
there’s surprisingly little variance from show
to show.”

The star or stars of a tv series may also
be involved in its production and compen-
sated on a percentage of profits or of gross
revenue from the sale of the programs, If
not, they will be contracted for at a figure
of so much per film for so many films, nor-

- mally set in multiples of 13. Supporting play-
ers for any individual episode of a series
are usually engaged on a one-day or three-
day basis, three days being the usual shoot-
ing time for a half-hour filmed program.
Extras are hired for one day and the sched-
ule is arranged so that all scenes in which
any one of them appears will be shot during
a single day. Minimum scale of the Screen
Actors Guild, to which actors appearing in
tv films must belong, is $80 a day, $200 for
three days or $285 for a week.

Like the stars of a series, casting direc-
tors negotiate their terms of payment with
the producers for a series but on a per-pro-
gram basis, which in Miss Burch’s case may
be as low as $50 a show or as high as $250.
Normally, the same fee applies to the pilot
film as to the rest of the series, she says, al-
though if she is required to get a star for
the pilot there would probably be an exfra
fee for this service.

Miss Burch said it is practically impos-
sible to estimate time needed to cast an aver-
age tv program “because there’s no such
thing as an average program.” Also, she
noted that casting one show is not an iso-
lated activity; that in talking to an agent
about using one of his clients on one pro-
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agents and will look at nothing coming from
others.

For all the slings and arrows they have
taken over the years—perhaps because of
them—talent agents are a widely regulated
group. They must, of course, take out state
licenses as employment agencies, and in
some areas there are separate licenses for
agents and for employment agencies, though
they can get both for the price of the most
expensive. Then they must get franchises
from the talent unions in the fields they
wish to work—American Federation of
Television & Radio Artists, American Guild
of Variety Artists, Screen Directors Guild
of America, Screen Actors Guild, Actors
Equity, Screen Writers Guild and Writers
Guild of America. And the unions have a
lot of rules to protect their members from
any agent who might tend to become greedy.

For one thing, the unions generally set
the maximum commission allowable {10%

gram she may agree to audition another
actor he handles for another show; that cast-
ing of any show is apt to be a matter of
minutes spent in a number of hours or
hours in a number of days rather than a
concise time package.

Casting for television is divided about 50-
50 between independent casting directors
like herself and the casting departments of
the tv networks and the major motion pic-
ture studios which also make tv films, she
estimated.

In casting a tv show, Miss Burch makes
every effort to cast characters rather than
types. But for commercials, the reverse is
true. Here she begins with a session with
the advertising agency in which she studies
the story board and is instructed as to the
type of people that are desired: the .young
suburban housewife, the grand dame, the
freckle-faced boy, etc.

“Agencies always want readings for the
commercial parts, even if they’re only one
line, so I try to have six or seven people
read each one, especially if it's a young
feminine part. For male roles, numbers
aren’t so important and if I have one actor
1 think is right, I can usually get him ac-
cepted without having to supply others for
a competitive reading.”

Scale for actors employed on commer-
cials varies with the type of commercial,
spot or program, and with the number of
cities in which it is to be used. Minimum
for spot commercials done on camera is $70
each for 13 weeks use in 1-5 cities, with $35
for each 13-week renewal; $105 each for
13 weeks for use in 6-20 cities and $140
each 13 weeks use in more than 20 cities,
For program commercials, the 1-5-city fee
is $105 each 13 weeks; $140 for the same
time for 6-20 cities and $70 for single use
in more than 20 cities, with $50 for each
individual re-use.

Miss Burch’s office day begins at 9 a.m.,
usually at her main office at the Hal Roach
Studios (she casts most of the tv shows
produced there), from which she travels
to her other offices, at Goldwyn, General
Service and Motion Picture Center, to con-
fer with associates headquartered there. Be-

except in the case of Equity, which has a
5% maximum), and in most cases also
restrict the length of original contract be-
tween member and agent to three years.

They spell out what the agent must and
may not do, and at least one (AFTRA)
specifies who may not be an agent (gen-
erally, anyone who is in the advertising
agency business, owns or controls any radio
or tv station or network, acts as an artists’
bureau, is a producer, employer or inde-
pendent contractor in the radio, tv, transcrip-
tion or phonograph records fields, or owns
more than 10% of any company engaged
in any of these activities, except that by
meeting certain conditions he may produce
tvy or radio package shows or represent
producers of packages). Some contracts
(AFTRA's and AGVA’s, for example) even
bind the agent to tell the truth (“to the
artist).

AFTRA also provides a three-way ban on

TALENT BUYER, TALENT SELLER in daily
contact, discussing available talent and tv
show needs, are Miss Burch and Robert
Qakley. Actors’ agent QOakley is a former
actor himself, who started in the agent busi-
ness with Bing Crosby's brother, Everet!.
When that agency was dissolved, he joined
Famous Artists, and later worked for KTTV
(TV) and was an associate producer for
NBC in Hollywood. He opened his own
agency recently.

fore she gets away at 7 p.m, (seldom earlier
although frequently later) she will have held
two or more conferences with producers
about scripts, made plans for meetings and
readings, called actors for interviews and
readings, held interviews and attended read-
ings, made deals with agents for the people
set for parts, talked to actors, writers and
advertising agency executives, agreed to talk
to people just arrived in Hollywood from
New York (or possibly London or Paris
or Rome), etc.

. On Tuesdays, Miss Burch holds ‘“‘open
interviews” for new talent. Evenings are
also devoted to talent hunting at the thea-
tre, at the movies, at productions staged by
drama clubs, dramatic schools and little
theatre groups, or at home watching tv. And
her day will probably end, about midnight,
as it began, with a session of reading scripts.
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The Bill Kemp Show

Here’s ancther helping of high-powered
showmanship and salesmanship on
American Radio.

Here's Bill Kemp — popular comedian,
of radio and stage fame—with a brand-new
hour of live fun and music. The Monday-
through-Friday Bill Kemp Show is packed
with plenty of currently popular music, and
spotlights top vocalist Peter Hanley (live),
songstress Betty Holt (live), The Upbeats
(live), Neal Hefti’s orchestra (live) and
announcer George Ansbro (live).

This is entertainment that's geared to
do high-powered selling to nighttime
radio’s youngest family audience. It's live
radio. It's fun radio. {t's American Radio.




American Radio!

adds a nighttime music-and-fun session to American’s
all-new, all-live line-up, weekdays, 8 to 8:55 pm
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double commissioning and, along with the
AGVA contract, stipulates that an agent
may take no commission at all from mem-
bers when they perform for minimum scale.
For instance: The SAG minimum is $80 a
day, but the agent is allowed to deduct $8,
leaving the minimum-scale SAG member
with $72 for his day’s work. AFTRA and
AGVA contracts won’t allow this; unless the
agent is able to get their members more
than scale, he gets no commission.

Various union rules also provide that if
an agent’s client goes without work for 91
days he may fire his agent, and vice versa.
With AFTRA and SAG, the specified mini-
mum i3 15 days of work out of 1. But the
two unions have somewhat different versions
of what constitutes a day’s work in television

and radio. AFTRA stipulates that each radio
broadcast, live or transcribed, is equal to
one day’s work but rebroadcasts and re-
hearsal time don’t count. Each tv broadcast
amounts to 2% days’ work, but here re-
hearsal time is included {except that each
rehearsal day beyond three stretches out the
91-day period by that much). During June,
July and August each radio broadcast counts
as 1% days instead of 1, and each telecast
becomes 33 days instead of 2%, Each
master phonograph record is a day's work,
year around.

SAG goes along generally with the
AFTRA definition of what is work in radio
and the record business but has a lower
opinion of television work, where a telecast
counts as only two days’ employment. How-
ever, if rehearsals stietch out past two days,
each day counts as an extra half-day. Unlike
AFTRA, SAG puts no premium on summer-
time work.

With AGVA clients, an agent has to work
faster. Here he has only 90 days, not 91, in
which to see that the client gets a minimum

amount of work. And the minimum is not
15 days but five weeks. The standard AGVA
contract describes “an appearance” in tele-
vision as a full week’s work, with certain
qualifications, but apparently does not regard
radio as recognizable work at all. For an
AGVA member, a tv appearance is a week’s
work provided (1) that the pay is the same
as for a week’s work in the variety field,
and (2) that the agent is the artist’s exclusive
representative in tv. If the client’s tv pay is
less than he would get for a week in the
variety field, the time-worked credit is scaled
down proportionately.

Aside from the various talent unions with
which they deal, agents have clubs of their
own, designed to protect their own interests.
One such is the Artists’ Managers Guild,
formed in Hollywood in 1936 when unions
were becoming active in the entertainment
field and the agents felt they needed an
equal footing. AMG, which has 65 to 70
members out of perhaps 125 agencies active

STORY CONTINUED ON PAGE 56

22 AGENTS AND THEIR

One of the most carefully guarded secrets
of most major talent agents is their complete
list of active clients.

For whatever reason—protection against
piracy and maintenance of better control
over casting are among reasons that have
been advanced—a majority of leading agents
have a firm policy against releasing lists for
publication.

Despite this urgent secrecy, BROADCAST-
ING presents in these pages what is possibly
the most complete list of clients, by agent,
that has been published in recent years.

The compilation does not pretend to cover
all agents active in television and radio, nor

ASHLEY-STEINER

MEN Yul Brynner
H €

Peter Amell Div :‘.H i

Bil Baird Ss Lo

Robert Q. Lewis

Sidney Lumet
{director)

John Barrymore Jr.
Herb Brodkin
(producer}

BAUM-NEWBORN

MEN

Don Amache
Mortin Balsam

Renzo Cesana
Fred Clark
Staats Cotsworth
Brian Donlevy

Gene Barry Richard Egan
Royal Beal J. €. Flippen
Ed Binns Paul Ford

Richard Boone
Lloyd Bridges
Raymond Burr

Edvard Franz
Reginald Gardner
Jack Haley

Red Buttons William Harrigan
Richard Carlsen Buster Keaton
Page 46 o CQOcrober 21, 1957

even all of the most active. Nor, in most
cases, are the lists complete for the in-
dividual agents.

The information was compiled from many
sources. In a few cases, lists were supplied
by agents themselves. But that number was
small. In most cases the rosters came piece-
meal from a number of authorities whose
business it is to keep up to date on who is
whose client.

By no means all of this information is up
to date, but every effort was made to make
it as current as possible and at the same
time to reconcile conflicting claims—of
which many occurred—between various
lists.

lrving Mansfield Jules Munshin

(producer) Ralph Nelsen
Albert McCleery (producer-director)
(producer) Bert Parks
Worthington Miner Reginald Rose
(producer) {writer)

Cameron Mitchell George Sanders

Brian Keith Paul Reed
Dennis King Harry Richman
Harvey Lemback Gilbert Roland
Noel Leslie Mark Rydell
Walter Matthau Paul Stewart

Victor Mclaglen
Ricardo Montalban

Robert Weedo
Ronnie Walsh

Sal Mineo Robert Young
Wayne Morris

Arnold Moss WOMEN
Jules Munshin

Gene Nolson Janet Blair

STABLES

In the tabulations which follow, many
artists will be shown as clients of two or
more agents. In many instances they are, be-
cause many have different agents for dif-
ferent fields, but in other instances are on
two or more lists simply because those
agents have, at one time or another and to
one person or another in the recent past,
held themselves out as the representative
of the talent involved. Additionally, in some
cases an agent’s list will include clients he
is handling for another agent who operates
primarily in another area.

Insofar as was possible, non-performers
have been classified with their individual
talent specialties in parentheses.

Rod Serling WOMEN
{writer)
Herb Shriner Cora Baird

Walter Slexak

Peter Ustinov
{writer-actor)

Mike Wallace

Gertrude Berg
Jayne Mansfleld
dessica Tondy

Geraldine Brooks
Vanessa Brown
Janis Carter
Augusta Dabney
Hope Emerson
Lisa Ferraday
Constance Ford
Beverly Garland
Virginia Gibson
Paulstte Goddard
Charlotte Greenwood
Susan Johnson

Katy Jurado

June Lockhart
Sarah Marshall
Osa Massen
Clavdia Morgan
Maureen O’Sulliven
Gena Rowlands
Martha Scott
Sylvia Sidney
Benay Venuta

BROADCASTING




YOUNG €&° RUBICAM,*™ ®
Advertisin [

NEW YORK - CHICAGO - DETROIT - SAN FPRANCISCO » LOS ANGELES « HOLLYWOOD - MONTREAL - TORONTD
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CPUSHIT  WATCH

Fads in television may come and go, but one prin-
ciple always remains true: if you add “action” to
“sight and sound” you get unusual results.

Knowing how to achieve this extra dimension of
demonstration calls for a knowledge of the product
you want to sell, the people you want to reach—
and an understanding of what television as a medi-
um will and can do.
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BRISCOE, GOLDSMITH & ARTHUR

MEN

lohn Akar

Toem Amoury
William Ball
Harry Bannister
Henry Bechman
Gaeorge Boskovec
Donald Buka
Hal Burdick
Louis Camuti
Alan Coates

Frank Conroy
Stephan Caurtleigh
Peter Craig

Bill Daniels

Tom Ellis
Richard Franchot
Tarry Green
John Heath
Gerald Hiken
Eddie Hilgemsier
Stephen Joyce
lan Keith

JANE DEACY

MEN

Paul Barnes
(scenic designer)
Fred Beir

NAT DEBIN

MEN

Tom Aherne

Crahan Benton
George Grizzard
Clu Gulager

Bill Gunn

Robert Cass
Chet Leaming
Cliff Norton

CARL EASTMAN

MEN

Alan Anthony
Nelson Cose
Ernest Chappell

Boh Collier
Alyn Edwards
Mike Fitzmorris
Carl Frank

Al Hodge

FAMOUS ARTISTS

MEN

Philip Abbatt
Eddie Albert
Dana Andrews
Edward Andrews
Orson Bean
Jacques Bergerac
Jim Brown

Rod Buftons
Rory Calhoun
Roed Cameron
Sidney Chaplin
Ken Clark

Lee J. Cobb
William Conrad
Bill Cord -
Hume Cronyn
Helmut Dantine

Bradford Dillman
Don Durant
David Farrar
Frank Foylen
Errol Flynn
Williom Gargan
Vittorio Gassman
Farley Granger
Earl Halliman
Sterling Hayden
Van Hefiin

Dean Jagger
Rick Jason

Van Johnson
Arthur Kennedy
William Lundigan
Joe Mantell
Dewey Martin
James Mason

David King-woad
Mark Lenard
Michael Lipton
Jack McKelvey

Dauglas Montgomery

Herbert Nelson
Albert Ottenhemier
Leo Penn

William Post Jr.
John Ramondetta
Lester Rawlins

Ted Roberts

Larry Hagman
Clint Kimbrough
Gerald O'Loughan
Ben Piozza

Wood Romoff
Joseph Ruskin
Oggie Small

Carl King
Joe O'Brien
Boh Pfieffer
Tod Russell
Ward Wilson

Biff McGuire
David Niven
Tommy Noonan
Donald O'Connor
Michael O'Shea
Jack Palance
Fess Parker
Michael Pate
Anthony Quayle
George Raft
Claude Rains
Jeff Richards
Cyril Ritchard
Cliff Robertson
Gustavo Roje
William Shotner
Henry Silva
John Smith

Rod Steiger

Guy Spaull
Frederick Tozere
Arthur Treacher
Stuart Vaughan
{director)
Joseph Warren
0. Z. Whitehead
John Williams

WOMEN

Winifred Aimsles
Carcl Ann Beery

Logan Ramsey
Cliff Roberison

WOMEN

Joan Chandler

Archie Smith
Leonard Smith
Norwood Smith

WOMEN

Joan Alexander
Betty Brewer
Lisa Charell

Tony Taylor
Geoffrey Toone
Tom Tryon

WOMEN

Julia Adams
Judith Anderson
Heather Angel
Lauren Bacall
Joan Bennett
Julie Bishop
Ann Blyth

Joan Caulfield
Jeanne Crain
Avdrey Dalton
Jane Darwell
Carale Eden
Rhonda Fleming

Ruth Chatterton
Chevi Colton
Valerie Cossart
Joun Croyden
Olive Deering
Sandy Dennis
Patricia Fay
Florida Friebus
Libby Holman
Averil Logan
Monica Lovett
Elspeth March

Dorathy Hommond
Alice Ghastley

Jo Anna March
Linda March

WOMEN

Stacey Grahoam
Joan Harvey

Julie Conway
Vivian Farrar
Jayce Gordon
June Grahem
Ruth Jackson

Gloria Grohame
Barbara Gray
Jone Greer
Gladys Halland
Betty Hutton
Judi Jordan
Betty Lou Keim
Joi Lansing
Julie London
Befty Lynn
Diana Lynn
Margo

Gloria Marshall
Dorothy McGuire
Dolores Michoels
Lilione Montevechi
Merle Oberon
Mavreen O'Hara
Janis Paige

Ruth Maotteson
Anne Meacham
Beryl Moore
Miriam Phillips
Zalya Talma
Leora Thatcher
Astrid Welsrud
Dorothy Whitney

Jane McArthur
Kathleen Murray
Jounna Visher

Dorothy Love
Sylvia Stone
Susan Willis

Helen Lewis
Gloria Louis
Gloria Okin

Marisa Pavan
Jane Powell

Julie Reding
Thelma Ritter
Ginger Rogers
Ruth Roman
Hillevi Rombin
Pippa Scott

Ann Sheridan
Lois Smith
Barbara Stanwyck
Jessica Tandy
Kay Thompsen
Claire Trevor
Mamie Van Deoren
Vera-Ellen
Barbara Wilson
Marie Wilson
Patrice Wymore

John Derek Darren McGavin Gil Stratton Jr. Nina Foch Elizabeth Patterson
GENERAL ARTISTS CORP.
MEN Leo de Lyon Gil Lamb WOMEN Frances Langford Lynn Lering

Frank Faylen Julivs La Resa Peggy Lee Beverly Lunsford
Russell Arms Jerty Hausney Broc Peters Jean Carroll Bunny Lewbeil Patti Page
Alan Carney Tim Merbert Johnny Ray Mindy Carson Monica Lewis Lillian Roth
Perry Como Frankie Laine Lanny Ross Beverly Dennis Denise Lor
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when

WABC-TV

gave

NEW YORK CITY

treatment

RATINGS . vauied 619%.. to 11.5
AUDIENCE SHARE . co/opuied 309%. . to 38.9
SETSINUSE spiralied 682%..... 80 29.6

..and WABC-TV rocketed from fifth to first place
in the time period for the first time!

It has often been said that New Yorkers have “seen everything” ... but
WABC-TV proved it isn’t so, at least as far as television is concerned!
They were rooted to the edge of their living room chairs until 12:45 A.M.
that Thursday* night to see the original "FRANKENSTEIN” . . . one of
WABC-TV’s 52 great first run "SHOCK” hair-raisers!

YOUR AUDIENCE IS READY FOR A “SHOCK” TREATMENT

Call or wire :

SOURCF1 A.N.R. and Treadex

SCREEN&%GEMS

NEw YORK - oerRon - chrcaco - Television Subsidiary of Columbia Pictures - wourwoop = New ORiLEaNs
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MILTON GOLDMAN AGENCY

MEN

John Abbott
Cosey Adams
Max Adrion
Alvin Ailey
Cleveland Amory
{writer)
Edward Andrews
Jomes Arenton
Richard Arlen
Sig Ao
Fredrick Ashton
(choreographer)
Leon Askin
Richard Attenborough
Alan Baxter
Cecil Beaten
{costume designer)
Bruce Bennett
Jacques Bergerac
Richard Boone
Neville Brand
Peter 8Branden
Don Briggs
David Burns
Raymond Burr
Mickey Calin
Frank Companella
Richard Carlyle
Morris Cornovsky
John Carradine
Eduardo Cianelli
Hons Conreid
Richard Coogan
Philip Coolidge
lJerome Cowan

MARTIN GOODMAN

MEN

Bill Cullen

Leon Danelian
Henry Daniell
Thayer David
Brian Donlevy
Tom Droke
Michael Ebert
Lehman Engel
{conductor)
Richard Erdman
Walter Fitzgerald
Bramwell Fletcher
Lawrence Fletcher
Dick Foran
Wallace Ford
Preston Foster
Frederic Franklin
Bert Freed
Reginald Gardner
Stuart Germain
Don Gordon
Farley Granger
will Gregory
Neil Hamilton
Sir Cedric Hardwicke
Rory Harrity
Tom Hatcher
Jack Hawkins
Gordon Heath
Lovis Hector
William Hickey
Darryl Hickman
Halliwell Hobhes
John Holland
Trevor Howard
Barnard Hughes
Rex Ingram
Jackie Kelk

Hugh Downs
Jack Haskell
Merrill Heater

JEFF HUNTER

MEN

Frank Albertson
Philip Bourneuf
Rochard Derr
Perry Fiske
Bramwell Fletcher

HARRIET KAPLAN-LILY VEIDT INC.

MEN

Sidney Armus
George Boxt
John C. Betcher
Larry Blyden
Francis Compten
Peter Cookson
Ward Costello
Jon Cypher
Douglas Dick
Dino Di Luca
Alfred Drake
8obby Driscoll

Lee Goodmen
Steven Hill
Richard Hylton
Richard Jaeckel
Chorles Nolte
Everett Sloone
Arthur Storch

Dan Frozer
Mickey Freeman
Robert Gist
Allan Hole Jr.
Russell Hardy
Arthur Hill
Lavrence Hugo
8ill Hurst
Richard Jaeckel
Leon Janney
Victer Jory
Henry Kone
Don Keefer
Jerome Kilty
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John Kellogg
Leonid Kinsky
David Knight
Fernondo Lamas
Harry Landers
Basil Langton
{director)
Wilfred Lawson
Francis Lederer
William Lewis
Howard Lindsay
Charles Lisanby
{designer)
John Litel
Jack Lord
Eugene Loring
{choreographer)
Peter Lorre
John Lupton
Jeffrey Lynn
Roy MacDonnell
Barfon Moclane
Arthur Malet
Jack Manning
loe Mantell
Raymond Massey
Kerwin Matthews
Gerry Matthews
Scott McKay
James Millhallin
Henry Morgan
Zeroc Mostel
Daniel Nagrin
Leslie Nielsen
David Nille
(choreographer)
Warren Qates

PRODUCTIONS

Henry Hull
Mert Koplin
{producer)

Joseph Sweeney
Franchot Tone
Douglas Watson

WOMEN

Annabella
Barbara Ashley

Robert Lansing
Sam Levine
James Lipton
Don Manckiewicz
Roddy McDowell
Richard Morse

Douglas Fletcher Rodgers

Walter Rooney
Edmon Ryan
Gene Soks
Alexander Scourby
Karel Stepanek
Rooden Streeter
Robert Webber

Rex O’'Malley
Franklin Pongborn
Nigel Patrick
William Pitkin
(scenic designer)
Don Porter
Judson Pratt
Gerald Price
Vinecent Price
William Prince
Anthony Quayle
Ellis Rabb .
Ren Randell
Basil Rathbone
Philip Reed
Hugh Reilly
Cyril Ritchard
Kevin Scott
William Shotner
Frank Silvera
Rob Simms
Zachary Solov
(choreographer)
Warren Stevens
Richard Striker
Cliff Tatum
Kenneth Tobey
Richord Todd
Bill Travers
Williom Traylor
Peter Walker
Douglas Watson
Donald Wolfit
Tommy White
Wilfred Hyde White

Dick Stork
lonathan Winrers
Donald Weoods

locelyn Brando
Sally Brophy
Naney Coleman
Constance Dowling
Doris Dowling
June Duprez
Margery Gray

WOMEN

Freda Alman
Zobru Alton
Madeleine Carroll
Joan Diener
Glendo Farrell
Nina Foch
Betty Garde
Lovella Gear
Bonita Granville
Dolly Haas
Susan Harrison
Irene Hervey

WOMEN

Elisabeth Bergner
Edna Best
Patricia Bosworth
Sallie Brophy
Jean Byron
Corinne Calvet
llka Chase

Ellen Christopher
Norma Cennolly
Norma Crane
Peggy Cummins
Audrey Dalton
Isobel Elsom
Judith Evelyn
Peggy Feury
Mary Foskett
Frances Fuller
Magde Gabor
Betty Garde
Priscilla Gillette
Hermione Gingold
Daryl Grimes
Sara Haden
Signe Hasso
Robinson Hayes
Marcio Henderson
Marsha Hunt
Frieda Inescort
Patricia Jessel
Morgaret Johnston
Nora Kaye

Anne Kimbell
Phyllis Kirk

Hedy Lamarr
Cristyne Lowson

WOMEN

Carol Burnett

Ann Jackson
Anne Pearson
Beatrice Pearson
Eugenio Rawls
Frances Reid
Romula Robb
Gena Rowlands

Ann Hillary
Freda Holloway
Dorrit Kelton
Hope Lange
Angela Lansbury
Sondru Lee
Brenda Lewis
Beatrice Lillie
Viveca Lindfors
Doris Lloyd

Nan McFarland
Avgusta Merighi
Meg Mundy
Hildy Parks

Eva LeGallienne
Eugenie Leontovich
Loretta Leverser
Aline MocMahon
Luba Malina
Mary Alice Moore
Robin Morgan
Pot Morrison
Anna Neagle
Perlita Neilsen
Margaret O’Brien
Gloria Rand
Florence Reed
Diana Rivers

Gail Russell
Peggy Ryen
Dorothy Sarnoff
Mary Scott
Cornelia Otis Skinner
Brett Somers
Helen Stenborg
Dorothy Stickney
Dolores Sutton
Nita Talbot

Helen Tamiris
Marrion Wolters
Lucille Watson
Margarer Webster
Rebecca West
Joan Wetmore
Christine White
June White

Mary Wickes
Nancy Wickmire
Mariaon Winters
Blunche Yurka

Arlene Francis
Bess Myerson

Mary Sinclair
Dorothy Stickney
Jo Van Fleet
Chris White

Lovise Platt
Virginia Radcliffe
Gail Robbins
Joanna Roos
Peggy Rowles
Ann Sargeant
Sylvia Sidney
Betty Sinclair
Eva Soreni
Marionne Stewart
Beatrice Straight
Paula Trumon
Janet Weard
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when

KRON-TV

gave

ShAN FRANCISCO
the

treatment

RATINGS ............................. boomed 807% s fo 24.5
AUDIENCE SHARE . -oom 267% . to 61.3

SETSINUSE bioomed 147%....t0 40.0

Everyone stayed up that Thursday, and KRON-TV's ratings
leaped up when it premiered the first of its 52 first run
“Shock” features ... the original “FRANKENSTEIN"!

The rating history, on all channels, for the 10:30 to
midnight time period was completely re-written . . . and
KRON-TV jumped to first place by a wide margin!

YOUR AUDIENCE IS‘READY FOR A “SHOCK” TREATMENT

Call or wire

\ *OCT. 3
SCREEN : M SOURCE: A.R.B. and. Trendes

NEW YORK * DETROIT *~ CHICAGO * TeleUiSion Subsidiary Of Columbia Pictures - wnowrwoop -  NEw ORLEANS
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TALENT AGENTS

OLGA LEE-STEPHEN DRAPER AGENCY

MEN

Frank Aletter
Ramney Brent
Alexander Clark
Paul Crabires
{director)
Jomes Daly
Felix Desbank

LESTER

MEN

Johnny Andres
Gil Christy
Walter Kiernan

MCA

MEN

Mort Abrahams
{producer}
Charles Aidman
Mario Alcalde
Robert Alda
Richard Allen
Morey Amsterdam
Joseph Anthony
{directar and acior}
Charlie Applewhite
Jean Pierre Aumont
Phil Baker
Harry Belafonte
Edgor Bergen
Charles Bickford
Theodare Bikel
Ward Bond
Vicrtor Borge
John Boryff
Jack Buchonan
Jock Carson
Jack Carter
Russell Collins
Ben Cooper
Wendell Corey
Joseph Cotten
Robert Cummings
Dennis Day
William Demarest
Brandon DeWilde
George DeWirt
Billy DeWolfe
Stephen Douglass
Nelson Eddy
John Ericson

Donald Hostings
John lrving
Arch Johnsan
Richard Kiley
Charles Koervin
Donald May
John Marley
Pat McVey
Frank Milan

LEWIS ASSOC.

Leanord Lyons
{columnist)
Bill Malone
Lan O’Kun
Bud Palmer

Robert Flemyng
Henry Fonda
Tennessee Ernie Ford
John Forsythe
Bob Fosse
{chorecgrapher}
Williom Gargan
Jimmy Gavin
Ben Gazzara
Mike Gazzo
{writer)
Larne Greene
Richard Greens
James Gregory
Merv Griffin
Clay Hall .
Peter Han'ey
Don Hamner
Jeff Harris
Rex Horrisan
Paul Hartman
Hurd Haotfield
Dick Haymes
Van Heflin
Charlton Heston
Steve Hill
Pat Hingle
Stanley Holloway
Tim Hovey
Sonny Jemes
Johnny Johnston
Henry Janes
Boris Karloff
Kurt Kasnor
John Kerr
Alan King
Jack Klugman

John Perkins
James Pritchett
Anthany Quinn
Richard Shepard
Alan Sklar
Jamey Smith
Guy Sarrell
George Wallace
David White

Jean Sullivan
Horace Sutton
Bob Williams

WOMEN
Betty Alexander

Paul Langton
Steve Lawrence
Jerry Lester
Liberace
Gene Lyons
Fred MacMurray
Gorden MacRae
Gary Merrill
Jackie Miles
Ray Miiland
Gearga Montgomery
Don Marrow
Conrad MNagel
Poul Newman
Lloyd Nolan
Russell Nype
Edmond O‘Brisn
Dan O‘Hearlihy
Dennis O'Kecfe
Jack Paar
John Payne
Tony Perkins
Nehemioh Persoff
Tyrone Power
Cameron Prud‘homme
Carl Ravazza
Ronald Reagan
Williom Redfield
Michael Redgrave
Liam Redmend
Mark Richman
Martin  Ritt
{director)
Fred Robbins
Albert Salmi
Tommy Sands
Milton Selzer

WILLIAM McCAFFREY AGENCY

MEN

Art Camey

Myron McCormack
Dan Morgan
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WOMEN
Hka Chase

WOMEN

Judith Anderson
Dolores Del Ria
Pat Englond
Jan Ferrand
Mary Finney
Eva Gabor
Jaan Hatchkiss

Miilette Alexander
Gloria Case

Lynn Dollar
Virginia Graham
Judy Johnson

Jacques Sernas
Zachary Scott
Everest Sloane
Robert Sterling
Jimmy Stewart
Dean Stockwell
Rip Tom

Poul Tripp
Harry Van Zell
Michae! Wager
Robert Wegner
Richord Widmark
Cornel Wilde
Chill wills
Joseph Wiseman

WOMEN

Edie Adams

Anna Mgria Alberghetti
Julie Andrews
Peggy Ashcroft
Carrall Baker
Kaye Ballard

Eva Bartak

Nancy Berg

Polly Bergen
Valerie Bettis
Isabel Bigley
Claire Bloom
Jocelyn Brando
Teresa Brewer
Spring Byington
Dinhann Carroll
Carol Chonning
Rosemary Claaney
Anita Colby

Eileen Heckhart
Mary Jacksan

Abigail Kellogg
Jessie Royce Londis
Bryarly Lee

Noncy Marchand
Janice Mars

Enid Markey

Mary Michael
Rosemary Murphy
Una O‘Connar

Kit Kinne

Shari Lewis

Sylvia Lyons

Mary Margaret McBride
Caroline O*'Connor

Constance Cummings
Patricia Cutts
Dorothy Dandridge
Betsy Draoks

Anita Ellis

Faye Emersan
Madge Evons
Befty Fuyrness

Rita Gam

Peggy Ann Garner
Betty Garrett
Tammy Grimes
Betty Ann Grove
Carol Haney
Eiloen Heckart
Eileen Herlie
Hildegarde

Phyllis Hill

Pat Hitcheack
Joan Halloway
Georgionn Johnson
Kay Kendall
Monica Lewis

Lile

Viveca Lindfors
Joanne Linvelle
Joan Loring

Lynn Loring
Phyllis Love

Myrna Loy

Shirley Macloine
Elaine Mealbin
Nancy Malone
Gloria Marlowe
Peggy Mourer
Gisele MacKenzie
Patty MecCormack

Mary Martin
Kathy Nolan

Geraldine Page
Sally Pierce
Rosemary Rice
Natalie Schasfer
Sasha Von Scherler
Callin Wilcax
Nina Wilcax

Sarch Palfrey
Maria Tollchief
Horriet Van Harne
Mazy Kay Wells
Patricia Whesl

Parker McCormick
Joan McCracken
Slobhan McKenna
Ethel Merman
Falicia Montealegre
Terry Maore

Jane Morgan
Joye P. Morgaon
Robin Mergan
Vivian Nathan
Cathleen Nesbitr
Betsy Palmer
Katina Poxinou
Morguerite Piozza
Lili Pons

Donna Reed

Elise Rhodes
Gaby Rodgers
Ann Rytherford
Lisbeth Scatt
Moira Shearer
Maureen Stapleton
Elaine Stewart
Susan Strasberg
Gloria Stroock
Ann Todd
Constonce Towers
Helen Traubel
Evelyn Varden
Nancy Walker
Fron Warren
Rebecca Welles
Joonne Woodward
Irene Worth
Martha Wright
Shirley Yamaguchi

Nancy Olson
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when

KENS-TV

gave

SAN ANTONIO

SHOCK

treatment

RATINGS . calioped 957%  to 1.8
AUDIENCE SHARE . vty 197% . t0 69.7
SETS IN USE spurred ’05% -------- 1‘0 60-0

Meanivhile . . . back at every ranch, that Friday* night,
from 10:00 P.M. to 11:30 P.M. ail the hootin’ and
hollerin’ was for the KENS-TV debut of the first

of the 52 “SHOCK?” blood chillers!

KENS-TV corralled its biggest late night audience
and they reckon they’ll be keeping these outdoor folks
indoors for each of these full length shockers,

never before shown on TV!

YOUR AUDIENCE IS READY FOR A “SHOCK” TREATMENT

Call or wire

SCREEN%& GEMS

New YORK » OETROIT - cHicaco - Television Subsidiary of Columbia Pictures - wouywooo - New oRieans
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WALLACE MIDDLETON

MEN

Roy Baker
Hal Baylor
Charles Boaz
Ben Cameron
David Clark
Ashley Cowan

Kem Deobbs
{an Douglos
Ross Ford
Gilbert Frye
Tim Grahom
Jonothan Hale
Hans Herbert
Tim Johnson

WILLIAM MORRIS

MEN

Bud Abbott
Brian Aherne
Eddie Albert

Rod Alexander
Ames Brothers
Richard Anderson
Tod Andrews
James Arness
Law Ayres

Alan Baxter
Ralph Bellamy
Milton Berle

Al Bernie

Joey Bishop
Sidney Blackmer
Larry Blyden

Ray Bolger

Lee Bowman
Charles Boyer
Eddis Bracken
Walter Brennan
Lioyd Bridges
Carl Brisson
Peter Broandon
Joe E. Brown
John Mason Brown
Williom Campbell
Eddie Cantor
Phit Carey

Leo Carillo
Hoagy Carmichael
Johnay Carson
Maurice Chevalier
Robert Clary
Whitfield Cannar
Philip Coolidge
Jackie Cooper
Robert Culp
James Daly

Vic Domone

Ray Danton
Sammy Davis Jr.
Dennis Day

Don DeFore
Peter Donald
Robert Donat
Melvyn Douglas
Rusty Draper
Jimmy Durante
Leo Burocher
Billy Eckstine
Charles Farrell
Me! Ferrer

LUCILLE

MEN
Bilt Berrian

Glenn Ford
Steve Forrest
Phil Foster
Anthony Franciosa
Stan Freeman
Dave Garroway
Pedro Gonzales
Stewart Granger
Andy Griffith
Buddy Hackett
Jack Haley Jr.
Jon Hall
Rusty Hamer
Laurence Harvey
Richard Haydn
Peter Lind Hayes
Dick Haymes
Paul Henreid
Edward Everett Horton
John Ireland
Burl kves
Conrad Janis
David Janssen
George Jessel
Barry Jones
Danny Kaye
Stubby Kays
Howard Keel
Robert Keith
John Milton Kennedy
Michael Kidd
(choreagrapher)
Michael King
Otto Kruger
Fernande Lamas
Peter Lawford
Pinky Les
dack Lemmon
Sheldon Leanard
Paul Lukas
Karl Malden
Hal March
James Mason
Kevin McCarthy
Joel McCrea
Darren McGavin
Frank McHugh
Stephan McNally
Lauritz Melchior
Adolphe Menjov
Jan Merlin
Morris Miller
Thomas Mitchelt
Robert Mitchum
Garry Moore

PHILLIPS

Carl Betx
Alan Bunce
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Joe Kirkwood
Mike Lane
Gilenn Langan
lan MacDonald
Poter Miles
Corl Mirey

Eric Nicklewood
Frank Puglia

Chester Morris
Don Murray
Jan Murray
Barry Nelson
Lou Nelson
David Niven
Elliott Nugent
Hugh O‘Brian
Arthur O’Connell
Walter O'Keefe
Olsen & Johnson
Frank Porker
Jan Peerce

Lee Phillips
Walter Pidgeon
Dick Powell
Otto Preminger
Elvis Presley
Robert Preston
Edmund Purdom
Claude Rains
Gene Rayburn
Elliott Reid

Carl Reiner
Danny Richards Jr.
Edward G. Robinson
Charlie Ruggles
Robert Ryan
Sabu

Dick Shawn
Hank Simms
Fronk Sinatra
Arnald Stang
Robert Sterling
Bill Stern

Mark Stevens
Bert Stone

Ezra Stone
Larry Starch
Sheppard Strudwick
Robert Sweeney
Akim Tamiraff
Danny Thomas
Casey Tibbs
Dan Tobin

Mel Torme
Spencer Tracy
Arthur Treacher
Tam Tully

Orson Welles
Yale Wexlor
James Whitmore
Rhys Williams
Walter Winchelt
Monty Waolley

Jim Holden
lon Keith

Kom Teng
Michoel Whalen

WOMEN

Kathy Adams
Betty Blythe
Dorothy Bruce
Dorothy Crehan

Carleton Young
Henny Youngmen

WOMEN

Nelle Adams
Lovise Allbritton
Androws Sisters
Phyllis Avery
Eugenie Baird
Anne Bancroft
Talullah Bankhead
Patricia Barry
Ethel Barrymore
Eva Bartok
Eileen Barton
Constance Bennett
Mimi Benzell
Barbara Billingsley
Vivion Bloine *
Pat Breslin
Barbara Britton
Pamela Brown
Susan Brown
Vanessa Brown
Virginia Bruce
Jdudy Canova

Pat Carroll

Sue Carson
Imogene Coca
Claudette Colbert
Cass Daly
Denise Darcel
Lili Dorvas
Emlen Davis
Joan Davis
Llaraine Day
Gloria DeHaven
Marlene Dietrich
Barbara Dedd
Jeff Donnell
Dolores Dorn-Heft
Vicki Dougan
Joanne Dru
Rosemary Edelman
Anita Ekberg
Taina Elg
Marilyn Erskine
Nonette Fobroy
Felicia Farr
Betty Field

Sally Forrest
Mona Freeman
Vulerie French
Jane Froman

Zsa Isa Gabor

Dick Meore
Don Murphy

Adrienne d’ Ambricourt
Yola d'Awril

Cathy Downs

Evelynne Eaton

Edith Evanston

Mory Field

Betty Hanna

Teresa Harris

Ava Gardner
Greer Garson
Joanne Gilbert
Margalo Gilmore
Liltien Gish
Gogi Gront
Bonita Granville
Mitzi Green
Jane Greer
Nancy Hadley
Jean Hagen
Florence Halop
Carol Haney
Julie Harris
June Havec

Margaret (Maggie) Hayes

Rita Hayworth
Mary Healy
Sonja Henie
Avdrey Hepburn
Katherine Hepburn
Judy Holliday
Celeste Holm
Befty Hutton
Martha Hyer
Hollis Irving
Rene Jeanmarie
Ann Jeffries
Glynis Jahns
Georgiann Johnson
Carolyn Jones
Shiriey Jones
Beatrice Kay
Deborah Kerr
Peggy King

Lisa Kirk

Phyllis Kirk
Eartha Kitt
Angela Lansbury
Piper Lavrie
Carol Lawrence
Cloris Leachman
Eva LeGallienne
Lilo

Anita Lovise
Tina Lavise
Bambi Lynn
Diana Lynn
Anna Magnani
Marjorie Main
Dolores Mann
Margo

Guilistte Masina
Portland Mason
Marilyn Maxwell

WOMEN

Ruth Altman

Adele Jergens
Kitty Kelly
Queenie Leonard
Donna Martelt
Joyce Meadows
Jean Parker

Jill Richards
Soo Yong

Peggy McCay
Catherine Mcleod
Maggie McNamara
Joyne Meadows
Una Merkel
Shirley Mitchell
Patrice Munsel
Noreen Nash
Mildred Natwick
Hildegard Neff
Leri Nelson
Barbara Nichols
Lucille Norman
Sheree North
Kim Novak
Cathy O'Donnell
Debra Paget
Janis Paige
Maria Palmer
Eleanor Parker
Neva Patterson
Marguerite Piazza
Zasu Pitts
Eleanor Powell
Jane Powell
Roberta Quinlan
Martha Raye
Mario Riva
Barbara Ruick
Dorothy Sarnoff
Carol Shannon
Roberta Sherwood
Jean Simmons
Mory Sindair
Dolores Singleton
Cornelia Otis Skinner
Lei Lani Sorensen
Ann Sothern
Betta $t. John
Yma Svmac

Inga Swenson
Phyllis Thaxter
Margaret Truman
Notalie Trundy
Elana Verdugo
Esther Williams
Natalie Wood
Marge Waode
Teresa Wright
Gretchen Wyler
May Wynn )
Loretta Yol.:ng i

Lori March
Pat Sulli
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when

WCAU-TV

gave

PHILADELPHIA
the

SHOCK

treatment

RATINGS  iumpea 85% 20 16.3
'AUDIENCE SHARE _sourca 58 t0 57.5
~ SETSINUSE . . caped 12°%  to 28.6

That’s the amazing Philadelphio story ... when
“SHOCK?” premiered on a normally uneventful Tuesday”
night from 11:15 P.M. to 12:45 A M.!

WCAU-TV, the top rated station in this time period,
now enjoys an even more Secure liold on its leadership
thanks to its scheduling the first run showing of the 52
greatest full length spine-tinglers ever filmed!

YOUR AUDIENCE IS READY FOR A “SHOCK” TREATMENT

Call or wire

SCREEN @GEMS e

NEw YoRK - DefROIF -« cHicaco - Television Subsidiary of Columbia Pictures - wouywooo - NEw ORLEANS
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TALENT AGENTS

GLORIA SAFIER

MEN T. C. Jones
Gone Klavan
Peter Larkin

Bill Lundmark
Jomes Malcolm
Billy Matthews
Biff McGuire
Howard Morris
Gene Miller
Edward Mulhare

Alan Ansara
Orson Bean
Harry Bergman
William Cottrell
Wally Cox
Martin Gabel
Michae! Higgins
Robert Higgins

LOUIS SHURR

MEN Richard Crenno
Dan Dailey
Wafter Abel Andy Devine
Tige Andrews Poul Devglas
Joe Ashley Stuart Erwin
Jim Backus Tom Ewell
Nicky Blair Logan Field
Robert Burton Eddie Foy Il
MacDonald Carey Eddie Foy Jr.

Thomas Gomez
Murray Hamilton

Philip Carey
Gower Champion

Robert Cornthevaite Skip Homeier
John Croven Bob Hope
Broderick Crawford Allyn loslyn

Robert Pastene
Mark Roberts
Vladimir Sokoloff
Rod Steiger
Howard Wierum

William Joyce
Bert Lahr

William Leslie
Dovid Lewis
Patrick Macnee
Ted Marcuse
Alan Marshall
Rowan & Martin
Michae! Mason
Oliver McGowan
Horace McMahon
Lauritz Melchior
Ray Middleton
Paul Picerni

PAUL SMALL ARTISTS LTD.

MEN

Richard Arlen
Rafael Compos

Robert Coote
Arthur Franz
Lovis Hayward
Chester Morris

J. Carroll Naish
Sidney Poitier
Tom Poston

WOMEN

Mary Astor
Helen Averbach
Beverly Bentley
Diane Cilento
Leora Dana

Geraldine Firzgerald

Carol Grace
Barbara Loden

John Raint
Bert Remsen
Kurt Richards
Johnny Silver
Jack Worden

Kathleen Maguire
Mary McCarty
Barbara O'Neil
Bibi Osterwald
Hildy Parks
Margaret Phillips
Rebecca Sand
Amrv Sani

irene Sharoff
Madeline Sherwood

Joan Blackman
Pamela Britton
Morge Champion
Dolores Gray
Angela Greene

Maggie Smith
Marti Stevens
Ahila Stoddard
Ela’'ne Stritch
Temple Texas
Angela Thornton
Gloria Vanderbilt
Virginia Vincent

Victoria Shaw
Alexis $mith
Heleno Stanley
Jan Sterling
Joan Taylor

George Raft

T —— o

Rod Taylor Peggy Hallock Gloria Victor
Keyy Thordsen _Myrna Honsen Tami Connor
David Wayne Marjorie Heller Bunny Cooper
Vince Williams Elizabeth Montgomery Barbara Eden
Gig Young Patricia Powell Kymme Shore
i Grace Raynor Helen Lynd
WOMEN Debbie Reynolds Mary Wickes
Marion Ross
Phyllis Avery Gia Scala
Williom Redfield WOMEN Mercedes McCambridge
Carl Benton Reid Agnes Moorehead
Howard §t. John Patricia Benoit Inger Stevens
Sheilo Bond Diana Van Der Viis
% e R I e S R e

STORY CONTINUED FROM PAGE 46
in Hollywood, made its first deal with SAG,
later added AFTRA, SDG, and WGA.

Another, Artists Representatives Assn.,
deals with AGVA primarily, has no agree-
ment with AFTRA and other principal
talent unions. ARA is headquartered in
New York and most of its 350 members are
in the East (New York, Florida and
Canada), but it also has branches in Pitts-
burgh, Chicago, Michigan and California.

Possibly because the agents feel that the
rules and regulations of talent unions ham-
string them enough, these agents’ organiza-
tions have no code or standards of practice
of their own, or, as one member put it,
“none of the YMCA stuff.”

The precise origin of the talent agent—
the name of the first man ever to peddle
another’s talents for profit—appears lost in
some remote obscurity, possibly honky-tonk
in nature. But some of the most eminent
of today’s practitioners cite William Morris
Sr. as the first professional representative
of talent. He set up shop in 1898, later was
succeeded as head of William Morris
Agency by his son, who in turn was suc-
ceeded by Abe Lastfogel, its present head.

Jules Stein, a young oculist who had
used music to put himself through medical
school, and William R. Goodheart Jr., a
college friend, started MCA in Chicago in
1925. Mr. Stein still heads the vast opera-
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tion, and Mr. Goodheart, who subsequently
retired from the firm, returned to business
life a few years ago to join NBC, where
he is now tv sales vice president. GAC was
formed in the early 1930s by Thomas G.
Rockwell and a group of associates, and
Mr. Rockwell was president until a few
months ago when he moved up to board
chairman, and Lawrence W. Kanaga left
the vice presidency and general manager-
ship of RCA Victor Records to take over the
GAC presidency.

Any list of the most successful talent
agents of the past must inciude Leland
Hayward, who subsequently sold out to
MCA (mid-1940s) and became an equally
eminent producer. Mr. Hayward is said to
have backed inte agentry almost inadver-
tently, by tipping Fred and Adele Astaire
to a nightclub dancing job that paid them
$4,000 a week.

Another name that crops up. prominently
in the largely unwritten history of agentry
is that of the late Myron Selznick, who
frequently is described as the dividing line
between the old and the new agent on the
Hollywood scene. Before him, agents gen-
erally served as personal managers as well
as talent agents and contented themselves
with only one client, or only one in each
field. Mr. Selznick branched out; he is
widely credited with developing the present-
day pattern of representation that encom-

passes a whole stable of ¢lients in all phases
of the business.

Although its patents may be questioned
by some, MCA has been called the inventor
of the agent’s package deal, albeit in an-
other field: MCA is said to have got the
Cavalier Hotel at Virginia Beach to turn
over the full amount it was spending for
entertainment, with the understanding that
MCA would supply all entertainment. Ac-
cording to this version, MCA let the hotel
pick seven of ten bands to be booked there
and the Cavalier accordingly got seven
bands it could not have afforded if booking
them itself. (MCA, the legend goes, talked
these bands into working for less than usual
pay.) The three bands MCA chose to round
out the hotel’s schedule were relatively new
and low-priced and, presumably, represented
the margin of profit for MCA.

In radio, when advertising agencies were
the big producers of programs, agents with
packages got a colder shoulder than in
television, where production is so much
more complicated and expensive that ad-
vertising agencies have found it is more
practical, with only a few exceptions, to
stick to buying and let networks, talent
agents or independent packagers do the
main supplying. Yet even in radio’s heyday,
according to the chroniclers of the time,
some talent agents controlled so much
major talent that the advertising agencies,

BROADCASTING



when

KTLA-TV

gave

I.OS ANGELES

WO(} K<

treatment

RATINGS suried 339%  to 10.1
AUDIENCE SHARE . sprourcd 365% o 25.1

..and KTLA-TV achieved its highest rating in this
time period over the past three years!

A TV star was born that Tuesday™ night when KTLA-TV
premiered the first of its “SHOCK” shiver shows.
Promptly at 9:30 P.M. swimming pools were deserted

... Hollywood and Vine looked like “Ghostuille”

and that’s the way things stayed until 11:00 P.M. when
the curtain came down.

Result ... KTLA-TV sprangfrom 7th place to 2nd place
in therace for ratings, and missed being first by

only 4/10 of one point!

YOUR AUDIENCE IS READY FOR A “SHOCK” TREATMENT

Call or wire

SCREENi GEMS i

NEw YORK - DETRoNW . cwicaco - Television Subsidiary of Columbia Pictures - wowrwoop - NEW ORLEANS
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good
digging
for sponsors, too!

Elton Britt, once prospecter for uranium,
wrote and recorded for RCA-Victor the first
country and western song ever to sell over a
million records. His records have sold 12
million plus. Britt is now finding better
diggings on WMAL-TV's “Town and
Country Time™ ... 2:00-3:00 p.m. Monday
through Friday ... produced by Connie B,
Gay, and birthplace of Jimmie Dean, Patsy
Cline, and George Hamilton, IV

With Britt, Roy Clark’s band, top guest
stars, this show digs gold for sponsors too, in the tradition of

WMAL-TV, first local station to program country music successfully.

real live daytime programming

wmal-tv

maximum power on channel 7 WASHINGTON, D.C.

AN EVENING STAR STATION @
Represented by H-R Television, Inc.
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TALENT AGENTS
s 10% 0 g

however reluctantly, had no choice but to
do business with them,

Aside from a good package—or goo.l
package components—what does the agent
need to prosper? Many answers have been
given, including the simple ability to divide
by 10, but one successful agent summarized
a number of the job specifications like this:

“First, he needs a genuine affinity and
sensitivity to people and an ability to get
along with them and understand them. If
he has these things, he will automatically
develop good contacts. Second, I think, he
needs a good sense of business—an agent
must be a good businessman. Third, it’s a
paradox, but an agent must be half business-
man and half artist, or at least he must have
a high grade of appreciation at the creative
level. Short of that, I believe it’s impossible
to be a first-rate agent.

“You cannot handle writers, directors,
producers or actors without being able to
read scripts and evaluate—without having
real taste, I'm sure you need this as much
as you need to be ingenious as a negotiator
and bright as a businessman. Not having
these artistic attributes can louse you up on
both ends—<clients won't respect you or the
things you suggest to them, and buyers will
learn to distrust your suggestions very
quickly.”

There being no formal school that teaches
these things, the would-be agent has little
choice but to learn them the hard way. There
are many places where this may be done,
and their only common denominator usually
is that they're connected in some way with
show business. Some of the bigger agencies
have been described as taking likely pros-
pects and training them to be agents in the
way U. S. Steel trains its young men to
become executives, or big advertising
agencies train people to become account
executives. Many an agent got his start with
an established firm and then, as sometimes
happens on Madison Avenue, walked out
with a client or two and went on his own.
Some agents used to be casting directors for
studios, or lawyers who handled business
affairs for talent, or perhaps were talent
themselves but couldn’t make the grade.

As a breed, agents over the years have
taken a lot of abuse along with their 10%.
They’ve been the butts of many jokes. Fred
Allen (or was it Bob Hope? or both?) once
described Hollywood as a place where 90%
of the people live off 10% of the talent.
Yet there seems little doubt that the agent’s
prestige today, in television anyway, is sev-
eral cuts above what it was long vears ago.

A few agents, perhaps more sensitive than
most, entered a demurrer, but a majority
agreed, along with a sizable majority of net-
work authorities, that today’s agent—again,
at least in tv—is a respected part of the
business. Buyers may not like all that he
does all of the time, but it’s been a long
while since his reputation inspired all
manner of sinister cracks. Such as the really
old one about the agent who died of an
enlarged heart: toward the end it blew up
as big as a pea. END
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WORKING PARTNERS

FRANK HEADLEY, President
DWIGHT REED, Vice President
FRANK PELLEGRIN, Vice President
PAUL WEEKS, Vice President

We learned long ago, that in addition to making calls
on all regular sources of potential business for our
stations, it also pays to continually “beat the bushes”
for unexpected business. Our entire staff is trained

wi]
"

i

]

b

il e TEL {7 ey to make these extra calls and the Working Partners of H-R
[ e et Tk still do it. To us all business is important business. So
_:-'..; | : ' ok i iet] whether it is one of the Working Partners, or a
RADID : # .:-J ELEVISION member of our carefully selected staff, every buyer
- o T L]
e R | AL 33 e h of time and every station we represent, knows that
L LAY Y . : .
*i'“l: : B k& S EPRESENTATIVES NG whether we are making regular culls or “beating the
et ] g " amlt = L . ¥ » “ o
S R AT T g S bushes’, we “alwavs send a man to do a man’s job.”
A AN
380 Madison Ave. 35 E. Wackar Drive 4253 Hellywoeod Boulevard 155 Montgomery Strest 414 Rio Grande Bldg.
New York 17, N. Y. Chicago 1, Hlinois Moliywood 2B, Callf. San Francisco, Calif. Dalles, Texas
OXford 7-3120 RAndolph §-6431 Hollywood 2-4453 YUkon 2-5837 Riverside 2-3148
Bldg. 10] Marietta Streat 520 Lovett Boul d 910 Royal Street 529 Pan Amerlcan Bank Bldg.
Denetr 36, Wietlgas Atlanta, Geargia. Room No, 10 Canal 3917 Miami, Florida
WOodward 1-4148 JAcksan 3.7797 Houston, Texas New Orleans, Lo. FRanklin 3-7753

JAckson 8-1601
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ADVERTISERS & AGENCIES

CITROID LOOSES RADIO ‘WAVE’

® Dowd, Redfield & Johnstone places spot schedule for cold remedy

® Maker, Grove Labs, discards old technique for one-two punch in spot

The “cold season” officially gets under-
way today (Monday) at Dowd, Redfield &
Johnstone, New York. This is the day Cit-
roid—a citrus bioflavonoid compound man-
ufactured by Grove Labs, St. Louis—pulls
the wrap off its “revolutionpary” radio spot
“wave technique” campaign [ADVERTISERS
& AGENCIES, Aug. 12].

The drive, which will use 30% of Cit-
roid’s 1957-58 budget of $2 million (en-
larged 35% over last year), will blanket
40 markets via 115 stations and, DR&J
hopes, cover 80% of the U. S. population.

According to DR&J’s vice president and
account supervisor, Gene McMasters, the
current spot campaign (100% in radio)
will be “saturation-saturation.” By this he
means that as against the average satura-
tion drive of 60 announcements a week
over any given station, the Citroid “imprint”
will be heard as many as 95 times weekly.
The agency will be able to accomplish this
doubling-up of announcements by doing
away with the traditional cold season pur-
chase of 13-26 week schedules. “We have
bought three separate cycles with intervals
in between,” he explains. Thus, instead of
“spreading the client thin over a large
period of time,” DR&J intends to *“make
impact where it can be heard.”

Citroid seeks “the element of dominance.”
It knows that dollar for dollar, it can’t beat
out its No. 1 competitor, Anahist, which
this year will spend 85% of its $6 millicn
ad budget in broadcast media [Ar DEaD-
LINE, Aug. 19]. “We have conceded televi-
sion to Anahist,” notes Mr. McMasters,
“but we'll give them a run for their radio
money. . . . If you can’t dominate with
money, you do it some other way.”

DR&J’s “way”: Instead of being content
with “100% coverage,” that is, covering
each radio home at least once a week, Cit-
roid is “seeking 250% coverage.” Each mar-
ket will have numerous stations “overlap-
ping,” so there will be a Citroid message
around-the-clock. DR&J will concentrate on
daytime radio, using—whenever suitable—
local weathercasters and transcriptions fea-
turing such *“accepted radio authorities and

familiar voices” as Milton Cross and George
Hamilton Combs.

Citroid “discovered” radio in an ironic
way. Mr. McMasters recalls that “when
we first approached the retail druggists and
asked them to take on Citroid, their first
question was, ‘will it be on tv? We had no
choice.” So Citroid last year allocated $500,-
000 to tv spot, used radio in only three
markets—Grand Rapids, Miami and Minne-
apolis. Miami was an “excellent cold mar-
ket” because of the tourist trade from the
North. .

Minneapolis was originally intended to
be used for only newspapers and tv spot,
but the medical advisory board to the
Star and the Tribune would not “clear”
the Citroid print campaigns (in the heat
of the Citroid v. Anahist advertising-public
relations imbroglio that stemmed from the
American Medical Assn. Journal’s conten-
tion that bioflavonoids were ineffective).
Citroid “tried” radio as an experiment. The
results were devastating, Mr. McMasters
reported. Whereas with television “nothing
really happened,” Citroid now began to
“move—and move fast.” The agency wasted
little time, pulled all of its tv allocation
out of the Minneapolis market and gave it
to radio, he recalled.

The agency cites the gtowth of the ac-
count from $500,000 billing in 1955 to
$2 million two years later as testimony to
its good use of drug and cosmetics clients.
Though in the “long pull” its billing break-
down by media will show tv claiming a big-
ger share than radio, this is explained by
DR&J)’s Executive Vice President Edmund
F. Johnstone with one word, “Revlon.” That
account alone bills $3.5 million, with 75%
of this billing going into broadcast media,
90% of this into network tv, 10% into spot.

Revlon may be the biggest broadcast user
in DR&J’s shop, but the agency shows con-
siderable pride in the work it has done for
“the little accounts.” Among them:

® Charles Pfizer & Co., Brooklyn, N. Y.
This client had rarely—if ever—used con-
sumer media, concentrating on the ethical
drug field through medical trade journals.
Last year Pfizer introduced a new medi-

HI, THIS 1S
BEN McLAUGHLIN
«+ . GIVE ME
BOB LUNQUIST

ON PAGE 66!
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cated throat lozenge called Candettes to the
consumer after having already achieved
national distribution through trade media.
It allocated $500,000 to the consumer push.
DR&J felt these funds were insufficient
to support the national distribution, but the
client refused to increase the total. Using
print media as “an establisher,” the agency
next selected the top 15-20 U. S. markets
in drug sales and spent 80% of the balance
in spot announcements on radio and tv.
Again relying on daytime saturation, DR&J
pushed Candettes so hard that its leading
rival lost its toehold as the No, 1 medi-
cated lozenge, the agency claims. Suffice it to
say, Pfizer for the current cold season has
upped Candettes’ budget 30%.

For Pfizer's new Bonadettes, a motion
sickness pill, DR&J’s research department
prescribed radio. Reason: While users of
motion sickness remedies are in the distinct
minority, most are to be found among week-
end auto travelers, families with children.
The only problem facing the agency was that
Pfizer’s name—its pioneering work on peni-
cillin and aureomycin—was such that “sen-
sationalism” or hard-sell would not be “serv-
ing the client’s best interests.” Thus, DR&J
came up with a transcribed youngster named
“Tommy Traveler,” a 10-year-old genius
whose only problem is that he is prone to
motion sickness. The agency *sent” Tommy
—-on transcriptions—to Great Britain via a
steamship liner, across the Sahara on camel-
back, into space on a rocket. Wherever
Tommy went, along went Bonadettes.
Roughly $250,000 was allocated last sum-
mer to Bonadettes, all to radio, and the
20-25 market area was blanketed for 14
weeks by spot announcements late in the
week in order *“to catch the weekend crowd.”

® Rapidol Distributing Co., New Hyde
Park, N. Y. In 1951, when Rapidol intro-
duced a new hair color shampoo named
Blensol, the agency was asked to work with
a $5,000 budget. Today, billing approaches
$500,000. The avenue used to increase the
billing: television. With some 19 shades to
pick from, average druggists would not and
could not be bothered with stocking the
entire Blensol line. This set up what the
agency describes as “a fundamental market-
ing problem.” The solution was to persuade
leading drug chains, such as Detroit's Cun-
ningham group, to stock Blensol, then use
local tv spots to move potential Blensol con-
sumers into the chain’s stores. The next
logical step, figured DR&J, was for the
consumer, once she had bought Blensol at,
say, Cunningham’s, to go to her local drug
store and demand the shampoo. The result
was obvious: the local drug stores were
forced to take on Blensol. Now in 60 mar-
kets, Blensol has achieved 75% national
distribution and uses 12-15 spots a week.

What about the 10% Revlon has allocated
to spot broadcasting? Where does it go and
for what? The agency’s current principal
spot user in the Revlon line is Sunbath,
introduced in “the summer” of this year in
Miami (actually February-March) and run
throughout June-July-August in 27 major
markets other than in Florida. Dowd, Red-
field & Johnstone first “broke” Sunbath in
Miami via a specially-filmed “cut-in” on

BroADCASTING




Here's the Most Effective Way to Sell This

$2 Billion WSMpire!

Within the 81 County $2 billion WSMpire, 50% of the one-half million homes
are tuned to WSM on an average day.

In order to partially approximate this daily unduplicated WSM audience, you must
buy at least 38 leading, local Tennessee, Kentucky and Alabama stations. How
about cost? Here are the facts:

UNIT OPEN RATE 312 RATE
38 Stations 1 Min. $164.00 $122.00
WSM 1 Min. $ 50.00 $ 38.00

In short, WSM can deliver more audience, at less than one third the cost, in one of
America’s most significant markets. And — WSM also delivers a bonus day-time
audience outside the WSMpire which is even larger than the audience for which
you pay.

There is a difference...it’s WSM radio
50,000 WATTS, CLEAR CHANNEL. NASHVILLE - BLAIR REPRESENTED - BOB COOPER, GENFRAL MANAGER
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ROOM TO BREATHE

WOI.F assures adver-

tisers adequate room for
their commercials to
breathe. We believe that
the growing practice of
double, triple and quad-
ruple spotting is a threat to
radio’s future progress. Ade-
quate separation is not a
new policy with WOLF. It is
as old as the station itself;
a proven sales formula that has brought in consistent
renewals through the years from pleased clients—top na-
tional advertisers. It builds greater sales through greater
impact.

We never had it so good—why spoil it.

RATE for RATE

RATING for RATING . .. ﬁ\m
in CENTRAL NEW YORK it's —Z 47

National Sales Representatives

THE WALKER COMPANY SYRACUSE, N.Y.
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ADVERTISERS & AGENCIES continueo

CBS-TV’s The 364,000 Question on WTVJ
(TV). Last summer network commercials
for the new Sun Oil were placed on The
364,000 Question along with the announce-
ments for Silicare.

With roughly 25% of the agency’s pro-
jected $13 million billing for the fiscal year
1958 in broadcast media, remaining radio-
tv users inctude Cott Beverage Co. (includ-
ing the recently acquired Mission of Cali-
fornia Co.), billing $200,000 of the $600,000
budget in spot radio and tv in 25 radio mar-
kets and 10 tv markets; Albert Ehlers Inc.
(coffee), currently out of broadcasting but ex-
pected to return shortly with its total $400,-
000 budget in radio-tv, and David Kahn Inc.
(Wearever pens and pencils) spending one-
third of its $300,000 budget in cooperative
drugstore spot pushes.

DR&J has come a long way in radio-tv
since July 1, 1950, when the agency was
formed by John C. Dowd, president of the
Boston agency bearing his name, LeGrand
Redfield, formerly with Picard, Marvin &
Redfield, now a vice president of Wesley
Assoc., and Ed Johnstone.

Still to make their entry felt in broadcast
media are the following Revlon products
newly assigned to DR&J: Thin Down, a
reducing agent; a new face makeup named
Sponge Cake; an eye drop preparation
known as Eye Fresh, and “Hair Spray No.
4,” the last still a working name.

Erwin Wasey, Ruthrauff & Ryan
Completes Merger, Staffing

Two weeks after the official date of
merger, the two New York offices of
Erwin Wasey, Ruthrauff & Ryan, have been
completely consolidated, Jere Patterson,
executive vice president in charge of the
New York office, announced last week.

All key agency executives and all account
contract personnel will be at 711 Third Ave.
in the former EW offices. The copy, art,
production and traffic departments have
been consolidated in the former R&R offices
in the Chrysler Building. The accounting
department will be located at 55 East 34th
St.

Under the merger the account super-
visors are Frank Davies, John Legler, B. W,
Matthews, Charles O'Donnell, F. Bourne
Ruthrauff and John Toland.

R. M. Watson, board chairman of the
new agency, will continue to be active in
the supervision of accounts as will David
Williams, president.

New department heads and members of
the New York plans board include Messrs,
Patterson, Williams and Watson. Other
members will include F. Kenneth Beirn,
senior vice president; Frederick B, Clarke,
copy chief; Richard Diehl, head art direc-
tor; Robert Dunn, director of merchandis-
ing; Rollow Hunter, director of radio & tv;
Wilson J. Main, director of media and re-
search; Thomas Wheelwright, director of
public relations; John Legler, and B, W.
Matthews.

In addition to department heads who
also are serving on the plans board, Mr.
Patterson noted that Otto Maurer will head
production, Andy Kops, traffic control, and
John Hayes, the international department.
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Famous on the Georgia Scene
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THE UNIVERSITY OF GEORGIA is the nation’s oldest
chartered state university. Each year thousands of students '
enter its beautiful campus through this historic arch. The @:'

CHANNELSS. /' » .8

University is located in Athens, within the wide coverage
of WAGA-TV, also famous on the Georgia scene. Find out
how extensive WAGAland really is—and how you can cash
in on this great market. Write for the WAGALland brochure.

STORER BROADCASTING COMPANY SALES OFFICES
NEW YORK—625 Madison Ave. ¢ CHICAGO—230 N. Michigan Ave. » SAN FRANCISCO—111 Suiter St.

Represented Nationally by THE KATZ AGENCY, Inc.




!

A leading national pharmaceutical company

buys a thousand viewers for just 72c on
KCRG-TV. (Sure we’ll tell you who.)

KCRG-TV

Channel 9— Cedar Rapids — Waterloo, Iowa

ABC-TV for Eastern Iowa
The Cedar Rapids Gazette Station

REPRESENTED NATIONALLY BY WEED TELEVISION.

*Based on February ARB Survey.
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ADVERTISERS & AGENCIES conTinuep

NSI Service Develops
Improved Radio-Tv Data

Improved data showing radio and tv
audiences has been developed by Nielsen
Station Index service as the new broadcast
season gets under way, according to John
K. Churchill, vice president of A. C. Niel-
sen Co. and head of the firm's station
audience measurement service.

Radio and tv data on each market ap-
pear in four pocket pieces. Each medium
is covered in a bi-monthly report that in-
cludes cumulative audience measurements
of each station time period, number of
broadcasts tuned in per home, and number
of listeners or viewers per home with dis-
tribution by age and sex. Auto radic listen-
ing is shown,

The radio reports include weekly as well
as four-week cumulative audience data on
weekly quarter-hour strips and for three-
hour blocks of time. The radio reports also
have a per-broadcast ratings supplement.
This contains rating, share and number of
homes reached for each individual station
time period.

Two separate monthly reports have been
added on the video side, matching the

eight-week span on which each bi-monthly
report is based. The monthly reports pre-
sent per-broadcast audience data on each
station quarter-hour.

Mr, Churchill said Nielsen continues to

use meter-based measurements in area
probability samples to produce validated
tuning records for all time periods on each
station. It also continues to report station-
total audiences, radioc or tv, by counting all
the homes tuned in, regardless of location.
These audience figures also are reported
for a localized area in each market, based
on census metropolitan areas.

Sealy Account Shifts to JWT

Sealy Inc. {mattresses, studic couches),
Chicago, has appointed J. Walter Thompson
Co., that city, to handle its $1.2 million na-
tional account (separate from local dealer
groups), effective Qct. 7. Business had been
handled by Edward H. Weiss & Co., Chicago,
Sealy is spending about $600,000 in broad-
cast media this year, with 60%, of that sum
in tv. The company spent about $1 million
in advertising in 1955 (half of that in tv)
and $1.3 million on media in 1956 with
radio-tv getting 55%, (again the bulk in tele-
vision). No disposition has been made as
yet of non-national Sealy groups,

BROADCASTING




GENERAL MOTORS
CELEBRATES
ITS GOLDEN MILESTONE
ANNIVERSARY

with a brilliant new line of 1958 automobiles

It would have taken a bold imagina-
tion to predict, fifty years ago, what
would happen to life in America—or
to the newborn company whick took
the simple name, General Motors.

The aqutomobile industry, in those
days, was small. Its horizon was
limited by the fact that the total num-
ber of motor vekicles owned in the
United States came 1o less than 150
thousand.

What has happened since needs little
comment here. The nation has grown,
the people have prospered, the owner-
ship of automotive vehicles has climbed
close to 60 million. The impact of this
growth has brought far-reaching social,
cultural and economic benefits which
are evident on every hand. General
Motors is proud to have had a part in
this progress.

195

Motors.

1S THE fiftieth anniver-
sary year of General

In observance of this Golden Mile-
stone, we are bringing to market an
array of new automobiles whose
distinction and integrity, we firmly
believe, will win the enthusiastic

approval of the American car buyer.

For in designing and engineering
these 1958 cars, we set up these
objectives:

To give sound expression to the
public’s taste for graceful ex-
terior styling and rich interior
appointments;

To satisfy the public’s natural
desire for roominess and com-
fort, for convenience and
safety, for dependability and
performance;

To deliver sound value and
maintain uncompromising
standards of quality.

Each of the five General Motors car
Divisions has its own identity, its
own traditions, its own pride of
accomplishment. And each has its
own distinctive line of products.

But the cars of all five Divisions
benefit—and the public benefits—
frem the leadership that General
Motors provides in research, engi-
neering, testing. From the GM
Technical Center comes a steady
flow of advanced engineering and
design developments—basic im-
provements and continued refine-

FROM THE PRQGRESS QF THE PAST... THE PROMISE OF THE FUTURE

ments in transmissions and engines,
new comfort and safety features,
new styling concepts—which year
by year make General Motors cars
such outstanding values.

Let me cite just one example: Air
Suspension—time-tested on GM
buses and trucks—has now been
adapted by our engineers for passen-
ger car use. Without question, Air
Suspension represents the greatest
advance in rnding comfort since
knee-action was introduced in our
Silver Anniversary year. Whether
the passenger load is 100 pounds
or 1000 pounds, your car will now
level itself to glide over bumps
with exactly the same incredible
smoothness.

Air Suspension is, as I say, but one
example of our 1958 advances.
Throughout General Motors our
sights have been set on 1958 —with
the aim of bringing to market the
finest and most satisfying line of
automobiles in our history.

How well we have succeeded is evi-
denced by the brilliant new cars
soon to be on display in the show-
rooms of our dealers from Coast to
Coast.

S . BerloEn

President
GENERAL MoToRs

CHEVROLET - PONTIAC - OLDSMORILE - BUICK - CADILLAC
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ADVERTISERS & AGENCIES conminven

GUNTHER, CINZANO MOVE TO L&N

Gunther Brewing Co., Baltimore, last
week left Sullivan, Stauffer, Colwell &
Bayles, New York—its agency since the
summer of 1956—and joined Lennen &
Newell, New York. For L&N, the $1.5
million account was one of two that settled
at that agency over the past week. Two days
after Gunther indicated its departure from
SSC&B, Cinzano Inc., a $200,000 account,
resigned Burke Dowling Adams Inc., New
York and Atlanta—its agency for the past
four months—and made known its inten-
tions to go to L&N.

Both accounts are big broadcast users.
The regional beer account allocates prac-
tically 92% of its billing to radio and tv,
while roughly 50% of the Cinzano billing
has gone to radio.

Gunther is a hops that has a record of
hopping. Over the past six years, it's been
in and out of five agencies (including
SSC&B), going from Ruthrauff & Ryan to
the former Biow Co.; from there to Joseph
Katz Co., Baltimore, then to Bryan Houston
Inc. and later to SSC&B. Its present ad-
vertising director, W. C, Geoghegan, was a
principal Bryan Houston executive before
joining the brewery last year.

Though SSC&B officials described the
parting in the standard “amicable” terms,
it was learned that a major source of friction
was the brewery's insistence on service to
the point where both client and agency re-
alized that there was little profit in the
account for either side. Gunther has been
waging a hard fight in the Maryland-Wash-
ington market with such competitors as
Adam Scheidt Brewing Co., Norristown, Pa.
(Al Paul Lefton Co.), and National Brew-
ing Co., Baltimore (W. B. Doner Co.).

The account is the first beer advertiser in
L&N’s shop since it lost the $12 million
Jos. Schlitz Brewing Co. to Biow (from
there it went to J. Walter Thompson)—all
within a fortnight's span in late 1955.
Gunther is bullish on sports programming.
In the Baltimore-Washington-Pennsylvania
market, Gunther sponsors the Baltimore
Orioles baseball games both on radio and
tv, and its hookup includes a regional radio
network in Maryland and Virginia, WMAR-
TV, WBAL-TV, WAAM-TV all Baltimore,
and WTTG (TV) and WMAL-TV both
Washington. It also piped the games into
Salisbury, Md., and York and Harrisburg,

Pa. On WBAL-TV Gunther also sponsors
Duckpins and Dollars, a weekly bowling
tournament and the //th Hour Final, a
newscast. Via WTOP-TV Washington, it
co-sponsors California National Productions’
The Silent Service and CBS Television Film
Sales’ Grey Ghost, as well as the six nights-
a-week Dan Daniels sports program. It spon-
sors wrestling matches on WTTG (TV) and
the NBC-TV Nar 'King' Cole show on a
regional basis on WRC-TV Washington.

Though the switch is effective immediate-
ly, the'long-term work by SSC&B through
the end of this calendar year will insure that
agency its due commissions through Dec. 31.

Adding the “egg” in L&N’s beer is
Cinzano Inc., the U. 8. subsidiary of the
Vermouth-Winery firm of Turin, Italy. The
switch came about because of a reorganiza-
tion in Cinzano’s distribution setup in the
U. S. The company had handled its own
distribution since 1954, before which time
the Canada Dry Corp. serviced the company
for 20 years. The distribution franchise, ef-
fective Jan. 1, has been granted to National
Distillers Products Corp.. which already has
its products spread throughout five agen-
cies—Kudner Agency, Lawrence Fertig &
Co., Fletcher D. Richards Inc., Lennen &
Newell and Doremus & Co.—all New York.
Though NDPC officials declined comment,
it was understood the distillery did not wish
to retain a sixth agency, and thus quit
Burke Dowling Adams. Before settling at
DBA last July |, the account had been
handled by Robert W. Orr & Assoc., now
absorbed by Fuller & Smith & Ross.

Cinzano used radio spot—primarily via
“good music” stations—in the following
markets: Baltimore, Boston, Chicago, Cleve-
land, Denver, Los Angeles, Milwaukee, Min-
neapolis-St. Paul, New York, Paterson, N. I,
St. Louis, Pittsburgh, Philadelphia, San
Francisco and Washington. Its sole tv mar-
ket, Buffalo, N. Y. (WGR-TV), served to
cover the French-Canadian market. It uses
17-week campaigns, placing an average 10-
12 announcements a week and it has been
estimated that close to 50% of its budget
goes to broadcast media.

Gardner to Florida Citrus

Harold §. Gardner, vice president of Na-
tional Transitads Inc., New York, has been
named advertising manager of the Florida

Advertisement

; HI BEN, | CAN %
HEAR YOU LOUD AND
CLEAR. LET'S GET

TOGETHER ON PAGE

721 BRING PLENTY

Citrus Commission, Lakeland, effective Nov.
4. Commission General Manager Homer E.
Hooks said that Mr. Gardner will be re-
sponsible for administering an advertising
budget of approximately $4 million and
will work under Frank D. Arn, commission
director of advertising and merchandising.

Credited with originating the “coffee
break™ idea while with the Pan American
Coffee Bureau, Mr. Gardner also has served
in advertising with several large companies
as well as advertising agencies. He will fill a
vacancy created last May when Paul S.
Patterson resigned in a policy dispute with
the commission’s agency, Benton & Bowles.

Foote Joins Geyer as Chairman;
Geyer Heads Executive Committee

Emerseon Foote, who resigned the execu-
tive vice presidency of McCann-Erickson
some months ago and has kept Madison
Avenue speculating as to his next move,

MR. GEYER

MR. FOOTE

joined Geyer Adv. Friday as board chair-
man. The announcement by Geyer Presi-
dent Sam M. Ballard noted that Mr. Foote,
a founder and president of Foote, Cone &
Belding, successor agency to Lord &
Thomas, from Jan. 1, 1943, to mid-1950, “is
making a substantial investment in the Geyer
agency.” He did not specify the amount in-
volved.

Mr. Foote was executive vice president
at M-E from 1952 until this year.

With Mr. Foote’s assumption of the board
chairmanship, B. B. Geyer, board chairman
since the agency’s establishment in 1911,
moves up to chairman of the executive
committee. Originally a Dayton, Ohio,
agency, Geyer moved its executive head-
quarters te New York in 1935. Two years
ago, Mr. Geyer relinquished the presidency
to Mr. Ballard and sold the agency’s stock
to some 40 members of the firm. The agency
has branches in Detroit and Dayton and
maintains 225 employes on the payroll, most
in New York. Broadcast users among its
clients include American Motors Corp.
[ADVERTISERS & AGENCIES, Oct. 14], Ameri-
can Home Products (including Boyle-Mid-
way Div.) and Burnett’s Flavoring Div.,
American Home Foods.

L&N’s White Named Bon Ami V.P.

J. Kenneth White, vice president, Len-
nen & Newell, New York, has been ap-
pointed a vice president of Bon Ami Co.,
New York, He will be in charge of all ad-
vertising, marketing and selling operations
for the entire product line.

BROADCASTING



KRON is TV in SF

San Franciscans are sold own KRON-TV

The

SHOCK Movies

Thursday, 10:30 .M.
SPOTS AYAILABLE

S. F. CHRONICLE « NBC AFFILIATE ¢+ CHANNEL 4 « PETERS, GRIFFIN K WOODWARD
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FIRST IN HOUSTON!
K-NUZ DOMINATES

NSI—METRO AREA AUDIENCE

(00 Omitted)

K-NUZ ... .. ... ... ... .. . .. 114
Net. Sta. “A" . ... .. .. ... .. .. .. 32
Net. Sta. “B” ......... ... .. 37
Net. Sta. “C" ... . . 58 °
Net. Sta. “D” ... .. .. . .. 44
Ind. Sta. “A” ... ... 19
Ind. Sta. “B” ... ... . ... .. 30
Ind. Sta. “C” . ...l 15

(Nielsen-Houston—June, 1957)

... AND 6 of the TOP 10 5-time-
a-week Shows Belong to K-NUZ!

(July-August Puise)

STILL THE
LOWEST COST
PER THOUSAND

BUY!

HOUSTON'S 24 HOUR MUSIC AND NEWS
National Reps.: FORJOE & CO.—

New York @
San Francisco @

Southern Reps.:
Chicago ® Los Angeles ¢ CLARKE BROWN CO.,—

Philadelphia ®  Seattle Dallas L] New Orleans @ Atlanta

IN HOUSTON, CALL DAVE MORRIS, JAckson 3-2581
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ADVERTISERS & AGENCIES conminuep

No Plans to Follow Dodgers, Giants
Voiced by 1957 Radio-Tv Sponsors

Shift of the Brooklyn Dodgers and the
New York Giants to Los Angeles and San
Francisco, respectively, prompted advertis-
ing agency executives involved in the teams’
broadcast activities in New York to re-
evaluate their plans for next season. In-
dications are that only the American
Tobacco Co., with a nation-wide pattern of
distribution, may follow the Dodgers west,
assuming that a pay-tv setup is not estab-
lished there.

Although executives of BBDO, the agency
for American Tobacco, declined to discuss
the subject, one official said the possibility
cannot be ruled out that the tobacco com-
pany conceivably could be interested in
sponsoring Dodger radio-tv broadcasts in
Los Angeles. On the other hand, the F&M
Schaefer Brewing Co., which shared the
sponsorship with American Tobacco, re-
ported it has no interest in Dodger games
for next season, since the company’s dis-
tribution is only in the East. No immediate
plans have been made by either company
for the spending of the budgets allocated
to the games, the spokesman said.

A spokesman for the Jacob Ruppert
Brewery, which sponsored the New York
Giants radic-tv broadcasts, said no decision
has been made as to the use of expenditures
formerly allocated to the games. The brew-
ery has largely eastern distribution, ruling
out an investment on the West Coast.

A spokesman for Skiatron Tv said the
company has “an understanding” with the
Dodgers to carry their games on pay tele-
vision in Los Angeles, but stressed that
“nothing has been formalized.” He indicated
an announcement may be made on the
subject within the next few weeks. He
added that Skiatron Tv has a signed contract
for toll television with the Giants in San
Francisco and the company ‘“hopes” that
the system can get underway by the begin-
ning of the 1958 baseball season.

Brownell Heads New C-M Office

William E. Brownell, who has resigned as
vice president and copy director of Erwin
Wasey, New York, will become vice presi-
dent and head of the New York office of

: Campbell-Mithun.
The agency, with of-
fices in Minneapolis,
Chicago and Los An-
geles, will open a
New York office
Nov. 1. The an-
nouncement was
made by C-M Presi-
dent Raymond O.
Mithun, who said the
new office will serve
four agency tv shows
which originate in
New York as well as prospective new busi-
ness. The agency reportedly now bills around
$40 million a year.

Mr. Brownell, once head of the Detroit
office of William H. Weintraub agency (now
Norman, Craig & Kummel), ‘also headed
copy departments at Grant Adv. and Camp-
bell-Ewald.

MR. BROWNELL
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Our Cities Are Growing Together

The November 1 opening of a new $58,500,000 bridge-tunnel between Norfolk and
Hampton, and a merger of the cities of Newport News and Warwick, are current events
of significance to marketing men.

The new Newport News created by the merger will be
Virginia's largest city in area, third in population.

The new bridge-tunnel completes a five-city circuit: Norfolk—
Portsmouth — Warwick — Newport News — Hampton.

Eiherwise, the cities of Tidewater Virginia always have been
a single urban area-—delivered by one dominant station,
WTAR-TV. Now the oneness comes down to earth. Our
cities are growing logether.

Even more significant than the merger and the new underwater
link themselves is the area growth that brought them about.
Keep your eyes on the Hampton Roads area, one of the
fastest growing markets in the nation!

Foremost Communications Medium in Virginia’s Greatest Market

WV Iy AR NN/,
CHANNEL 3, NORFOLK, VIRGINIA
’ Business Office and Studio—720 Boush Street, Norfolk, Va.
e o N Virginia's Busest Cites are - Telephone: MAdison 5-6711
within WTAR-TV's Grade-A Signal. REPRESENTATIVE: Edward Petry & Company, Ine.
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ADVERTISERS & AGENCIES cowvinuep

BANKS SEES MEDIA COMPARISON.

® Burnett executive sees major media equivalent standards
® NBC’s Beville addresses Audit Bureau of Circulations

The next major step forward in media
measurement will be the development of
measures of individual advertisement audi-
ences which will be equivalent and compar-
able for the major media, including radio
and tv, the Audit Bureau of Circulations was
told at its 43d annual convention in Chicago
last week.

The prediction was voiced by Dr. Seymour
Banks, media planning and research man-
ager of Leo Burnett Co., at a panel session
set by the Advertising Research Foundation
Friday. Dr. Banks spoke along with Dr. G.
Maxwell Ule, vice president and research
director, Kenyon & Eckhardt Inc.; Edwin
Green, assistant to the vice president and
media director of J. Walter Thompson Co.;
Hugh M, Beville Jr., vice president of plan-
ning and research for NBC, and A. Edward
Miller, assistant to the publisher, Life maga-
zine.

Mr. Beville’s appearance marked the first
by a non-print-media representative on an
ABC convention agenda. The two-day con-
vention, held at the Drake Hotel, opened
Thursday under chairmanship of George
Dibert, J. Walter Thompson Co., ABC board
chairman. The question of whether ABC
should audit unpaid portions of publications’
distribution and other matters were dis-
cussed.

With development of individual and com-
parable audiences for all media, “the adver-
tiser will be able to compare the number of
people who are likelv to be reached [ex-
posed to] by $100,000 worth of advertising,
whether that money buys four-color bleed
pages in a list of magazines, ],750-line ads
in 100 newspapers in the top 50 markets, a
90-second commercial on a tv spectacular or
any other variation in choice of space or
time units,” Dr. Banks asserted.

He recounted the Burnett agency’s work
on media measurements in terms of a “rela-

tive media cost efficiency s*udy” for spring
1657—adjusting media audiences by meas-
ures of response to individual advertiszments
appearing in those media, and relating ad-
vertising audiences estimated to cost of
space or time units involved.

A table of cost per media advertising im-
pression, (or people exposures), presented
by Dr. Banks, updates a previous 1956
study reported last spring by Leonard S.
Matthews, Burnett vice president in charge
of media. It shows that generally, in a kind
of “apples and oranges” comparison, broad-
cast media deliver an advertising impression
at a cost far below that of newspapers, news-
paper supplements and magazines [ADvVER-
TISERS & AGENCIES, April 1].

The new findings:

(1) Television—a one-minute commercial
in an average evening half-hour program,
$1.30 per impression; minute commercial in
an average quarter-hour daytime program,
$1.21; minute commercial (60-second day-
time spot) $1.56; commercials deiivered in
20-second nighttime spots, $2.10.

(2) Radio—one-minute commercial for
average quarter-hour daytime program, 97
cents. -

(3) Magazines—(general weeklies) four-
color page, $4.84, and black and white page,
$5.69; (women’s service and home service)
four-color, $5.10, and black and white,
$5.73.

(4) Newspaper supplements—four-color
page, $3.73, and black and white page,
$5.11.

(5) Newspapers—1,000-line, ROP, black
and white, $6.88; ROP, black and white
page, $10.31, and ROP, four-color page,
$8.70.

Broadcast data covered the March-April
1957 period, with sources including A. C.
Nielsen for program audiences and cost,
American Research Bureau for program

ACTIVITY

54.1% ( 66,769,000) spent
82.3% (101,572,000) spent
30.4% ( 37,519,000) spent
25.4% ( 31,348,000) spent
27.5% ( 33,978,000) spent

These totals, compiled by

HOW PEOPLE SPEND THEIR TIME

THERE WERE 123,417,000 people in the U. S. over 12 years of age during the
week Oct. 6-Oct. 12, This is how they spent their time:

69.1% ( 85,281,000) spent 1,850.6 million hours
981.5 million hours
414.8 million hours
168.1 million hours
384.0 million hours
142.1 million hours

Sindlinger & Co., Ridley Park, Pa., and published
exclusively by BROADCASTING each week, are based on a 48-state, random dispersion
sample of 7,000 interviews (1,000 each day). Sindlinger's monthly “Activity” report,
from which these weekly figures are drawn, furnishes comprehensive breakdowns of
these and numerous other categories, and shows the duplicated and unduplicated
audiences between each specific medium. Copyright 1957 Sindlinger & Co.

® AN figures are average daily tabulations for the week with exception of the “attending

movies” category which {s a cumulative total for the week. Sindlinger -
able within 2-7 days of the interviewing week. € we a2 RS G0 L

WATCHING TELEVISION
LISTENING TO RADIO
READING NEWSPAPERS
READING MAGAZINES
..... WATCHING MOVIES ON TV
ATTENDING MOVIES

WINS A.B.C. AWARD

“Grand Award” for an advertising
campaign promoting the significance of
Audit Bureau of Circulations during
1957 was presented to BROADCASTING
Oct. 17 at the ABC’s 43d annual con-
vention in Chicago. This top award
was given for the best campaign
among the four ABC divisions—daily
newspapers, weeklies, business publi-
cations and magazines.

In addition, BROADCASTING received
one of two awards in the business
publication field for an individual ad-
vertisement. BROADCASTING became an
ABC member Oct. 15, 1956, the only
publication in the radio-tv field carry-
ing the ABC symbol.
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audience composition, spot ratings based on
spring 1957 ARB reports in 100 markets
and costs from Standard Rate & Data Serv-
ice in 13-week cycles, Print measurements
were based on individual media, Daniel
Starch & Assoc.. Alfred Politz and news-
paper reports.

An advertising impression for print was
described as one where a person noted or
saw an adveriis>ment, and for broadcast
media where a person was exposed to one
minute of commercial time via programs
(using Nielsen average audience ratings).
For spot. it was determined two exposures to
spot were equivalent to one exposure via
programs (exposures are defined as sufficient
attentiveness leading to registration in con-
scious faculties).

Dr. Banks cited “excellent data” on pro-
gram audiences and only “fragmentary data
on response to individual commercials.” He
added, “There is a considerable amount of
information about set usage while spot an-
nouncements are on but, again, we know
very little about the actual audience to the
announcements.” Data for major magazines
on publication audience and advertisement
response is excellent, he claimed, while issue
audience and advertisement readership fig-
ures are limited to a relatively small number
of newspapers.

Dr. Ule declared, “The pressures of the
marketing facts of life make it almost in-
evitable that the orderly, the logical, the
rigorous and fair methods of the scientific
method shall have to replace the sloppy,
slipshod, non-comparable methods of the
past.”

Dr. Ule urged development of “com-
parable measurements of circulation which
are relatively interchangeable” among print
and broadcast media. “We must measure
total reach. or coverage first, on a com-
parable basis—this is simply making certain
that we take a full comparable count of the
number of households which are reached
with the particular issue or broadcast” before
delving into qualitative differences and *un-
knewn” factors.

Dr. Ule also noted “important progress”
in some areas in appraising the “qualitative
differences” of these impressions in terms
of ability to implant a product message

BROADCASTING




Which Sandy Jackson

do you want in Omaha?

The one whose share of audience hits only 43.6%7?
Or the one who hits a high of 46.89,7

They’re both the same guy—only one’s early (11 a.m. to noon) when with
a high 14 hour of 43.6% he outrates everything within hearinn.

The other’s later (2:00 to 4:00 p.m.) with a 46.8% high.

Early Sandy and late Sandy are two of the personable people who
have kept KOWH on top in Omaha for 72 consecutive months.

Now only the ownership is changed—Everything else is status quo—

8 a.m. to 6 p.m. Monday through Saturday average share of audience:
A first place 35.0%, (August-September Hooper). Pulse and Trendex
make it unanimous.

Which Sandy Jackson to buy is a much harder problem than which Omaha
radio station. Call KOWH manager Virgil Sharpe or Adam Young.

BROADCASTING
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ADVERTISERS & AGENCIES conminuep

or of enhancing viewers’ and readers’ image
of the product.

Hugh M. Beville Jr, NBC planning-
research vice president, described the in-
formation shown by broadcast ratings. He
lumped this information under the title,
“audience measurement,” listing such ma-
terial as number of tv or radio homes, num-
ber of homes or viewers per month and per
week on down to the number per commer-
cial minute. He explained how cost-per-
1,000 calculations can be made for compara-
tive purposes at any step in this progression.

At its present state of refinement, Mr.
Beville said, these measurements overshadow
the potential value of an ABC for broad-
casting. He added, “As much as we envy the
comfortable life of newspapers which can
base all of their selling and promotion on
an analysis of ABC statements every six
months, most broadcasters would not agree
to exchange their program measurement
service for a broadcasting ABC. And I doubt
if any agencies or advertisers would make
this swap. This does not mean that we would
not like to have an ABC; it does mean that
an ABC for broadcasting would be a comple-
mentary rather than a primary measure-
ment.”

Seven-Up Drive Shows Trend
From Spot to Network Radio-Tv

Plans for a concerted “Seven-Up Airlift”
promotion in network radio and tv on be-

PREVIEW screening of ABCs new Tombsrone Territory (Wed §:30-9 p.m.} spon-
sored by Bristol-Myers through Young & Rubicam brought these six tv and
advcrnsmg officials logether They are (1 to r) James T. Aubrey Jr., vice president
in charge of programming, ABC-TV; Donald S. Frost, vice president in charge of
products division advertising, Bristol-Myers; Joseph A. Moran, radio-tv vice presi-
dent, Y&R; M. J. Rifkin, sales vice president, Ziv Television Programs J. Brooks

[

|

l Emory Ir.,
sa]es, ABC TV.

half of Seven-Up Co. have been set by its
agency, J. Walter Thompson Co., accenting
a continued trend away from spot broad-
casting since last spring.

Advertisement

I

-

LET’S
ON

GREAT IDEA, BEN,

STICK ‘'THEM
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vice president, Y&R, and Slocum Chapin, vice president in charge of

The November-December campaign for
its soft drinks includes participations on CBS
Radio’s Amos 'n’ Andy; NBC Radio’s Pep-
per Young's Family, Bandstand, One Man's
Family and My True Story; NBC-TV’s
Wagon Train and Tonight, and ABC-TV’s
Sugarfoot and American Bandstand. These
buys supplement its alternate week sponsor-
ship of Walt Disney's Zorro on ABC-TV,
with American Bandstand as the largest
single purchase (twelve 15-minute segments).

The multi-network spread, starting in mid-
November, represents a $300,000 expen-
diture. Until this past spring, when Seven-
Up dropped its syndicated Soldiers of For-
tune on many of its 140 stations and picked
up Zorro for the fall, a sizable part of its
television budget (31.2 million out of $1.5
million in 1956) was in spot tv. Filmed
Soldiers of Fortune at one time represented
an estimated $2 million total expenditures.

Rochester Ad Agency Formed
Gibson Adv., Rochester, N. Y., agency,
has been formed by Lloyd B. and Lois Gib-
son. The firm will handle general retail and
consumer accounts, specializing in produc-
tion of radio and tv programs, commercials
and films. Mr. Gibson has been commercial
manager of WBBF Rochester and later
was on the advertising sales staffs of WHAM
and WROC-TV there. Mrs. Gibson has
been with Wilkinson Adv., Rochester.

BAR Reports Beer Tv Copy Trends

Nine of the nation’s 50 top breweries
stress flavor and taste in their television
commercials, eight say their beer is “lighter,
brighter, sparkling,” and seven claim their
brew is “slowly aged,” according to Broad-
cast Advertisers Reports, New York in its
“Commercial Copy Guide” service. The
guide reports trends in spot television copy
and is published quarterly. The current re-
port analvzes beer copy in 20 cities.

BROADCASTING



AP news...surging with projit power

BROADCASTING

The tide waits for no man . . . neither does the news. And, because
people want to know, they listen regularly to news broadcasts.
Especially when news has the power of the AP name, the thor-
oughness and timeliness of AP coverage. Everywhere . .. AP spells

Added Prestige, Added Profits for radic and television stations.

THE ASSOQCIATED PRESS

50 ROCKEFELLER PLAZA
NEW YORK 20, N.Y.
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Roslow Sees No Payoff
On Pay Tv Anytime Soon

The economic feasibility of pay television
in the immediate future was questioned
seriously by Dr. Sydney Roslow, director
of The Pulse Inc., New York, in a talk Fri-
day before the Third District Conference
of the Advertising Federation of America
in Norfolk, Va., although the researcher
acknowledged the system eventually will be
able to provide “a logical service.”

Dr. Roslow based his conclusions on a
series of studies The Pulse has undertaken
on toll tv in New York, Los Angeles and
San Francisco. He predicted that before
pay tv becomes practicable, “more people
will go broke trying to get it off the ground
than will ever make a mint out of it.” Dr.
Roslow also phophesied that toll tv, starting
as a system without commercials, will de-
velop into one that will make use of spot
announcements.

He advised the conference of the findings
of the latest Pulse study in San Francisco
and Los Angeles, completed early in Sep-
tember. In these cities, respondents were
asked about their attitudes toward major
league baseball games on toll tv. Dr. Ros-
low reported that about 13% of the viewers
in each market indicated they would be
willing to pay to watch the games (105,700
San Francisco tv homes and 243,200 Los
Angeles tv homes).

In a breakdown of their attitudes, The
study revealed that most of the viewers
would pay only once a week; a majority
twice a week, and a diminishing number as

PAT BOONE chats between rehearsals for The Pat Boone Chevy Showroom (ABC-
TV, Thurs.,, 9 p.m.) with officials from his sponsor, Chevrolet Motor Div., and
agency, Campbell-Ewald Co. At the studio are (I to r) Phillip L. McHugh, vice
president for tv, C-E; William G. Power, advertising manager, Chevy; Mr. Boone,
Mrs. Power, and Colin Campbell, executive vice president, C-E. |

the frequency of games is increased. The
study also showed that whereas almost every
home would be willing to pay 25 cents per
game and a majority would pay 50 cents
per game, very few would pay 75 cents or
$1 per game.

“The crucial factor uncovered by the
West Coast study,” Dr. Roslow said, “is the
number of games the viewer would pay to
see in the comfort of his home. The sharp
drop-off after the first game is indicative

The Next 10 Days
Of Network Color Shows
(All Times EDT)

CBS-TV

Oct. 22, 29 (9:30-10 p.m.) Red Skelton
Show, S. C. Johnson & Son, through
Foote, Cone & Belding and Pet Milk
through Gardner Adv.

NBC-TV

Oct. 21-25, 28-30 (1:30-2:30 p.m.)
Howard Miller Show, participating
Sponsors.

Oct. 21-25, 28-30 (3-4 p.m.) Matinee
Theatre, participating sponsors.

Oct, 21, 28 (7:30-8 p.m.) The Price
Is Right, RCA Victor through Ken-
yon & Eckhardt and Speidel through
Norman, Craig & Kummel.

Oct. 22 (89 p.m.) George Gobel
Show, RCA-Whirlpool through Ken-
yon & Eckhardt and Liggett & Myers
through McCann-Erickson.

Oct. 23, 30 (9-10 p.m.} Kraft Tele-
vision Theatre, Kraft Foods Co.
through J. Walter Thompson Co.

Oct. 24 (7:30-8 p.m.) Tic Tac Dough,
RCA-Victor through Kenyon & Eck-
hardt and Warner Lambert through
Lennen & Newell.

Oct. 24 (10-10:30 p.m.), Lux Show
starring Rosemary Clooney, Lever
Bros. through J. Walter Thompson
Co.

Oct, 25 (9-10 p.m.) The Strange Case
of the Cosmic Rays, Bell Telephone
through N. W. Ayer & Son.

Oct. 26 {8-9 p.m.) Perry Como Show,
participating sponsors.

Oct. 26 (10:30-11 p.m.) Your Hit
Parade, Toni through North Adv. and
American Tobacco through BBDO.
Oct. 27 (6:30-7 p.m.) My Friend
Flicka, sustaining.

Oct. 27 (8-9 p.m.) Steve Allen Show,
participating sponsors.

Oct. 27 (9-10 p.m.) Dinah Shore
Chevy Show, Chevrolet through
Campbell-Ewald.

Oct. 29 (89 p.m.) Eddie Fisher
Show, RCA-Whirlpool through Ken-
yon & Eckhardt and Liggett & Myers
through McCann-Erickson.
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of an awareness that pay tv may be more
comfortable but that it also will cost more
money. If and when pay tv becomes a real-
ity, this is a factor the promoters of the new
medium will have to overcome.”

Dr. Roslow hazarded “an educated guess”
to say that neither the Dodgers in Los An-
geles nor the Giants in San Francisco will
have pay tv for next season. He hedged
slightly to say that if conventional radio-tv
sponsorship of the games does not material-
ize, pay tv may result initially for the away
contests and then extend to the home games
if the clubs become pennant contenders.

Dr. Roslow also summarized for the con-
ference a special Pulse study conducted in
New York last summer asking New Yorkers'
attitudes on pay tv toward first-run movies
and major league baseball games. The study
indicated, Dr. Roslow said, that more than
1.25 million tv homes would pay to watch
the motion picture running at the Radio
City Music Hall. Dr. Roslow conceded this
figure boiled down to “a lot of people,” but
added that other questions elicited the in-
formation that for about 80% of the tv
homes, 25 cents to 50 cents was reported
as an equitable price for a movie on pay
tv. Dr. Roslow questioned whether the gross
from pay tv, based on this information,
would make the showing of first-run top-
quality films feasible on a week-in, week-
out basis. He added that the findings for
New Yorkers' attitudes toward paying for
major league baseball games are similar to
those for first-run motion pictures.

He voiced the belief that despite his reser-
vations about toll tv within the next several
years, the system eventually will become
operable. He believes costs will become in-
creasingly higher to the consumer because
of increasingly higher costs for entertain-
ment productions. He predicted that ulti-
mately pay tv will develop to the point where
“someone will get the bright idea of selling
spots.” ’

BROADCASTING
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LAGNIAPPE

It’s an established fact that KSLA-TV has dominated every single
TV audience survey made in Shreveport.

And the city, of course, is the meat of the market.

But in Louisiana, it's customary to

throw in something extra when purchases are made.
Our French friends call it “lagniappe.”

Well, we now have proof of just how much lagniappe
you get when you buy KSLA-TV.

A recent mail pull which brought in 11,586 cards and letters
from ewvery parish and county in our 0.1 MV/M contour
proved beyond a doubt not only the

strength of our signal but the power of our programming
throughout the entire Ark-La-Tex area.

Pour le *poop” on this lagniappe see your Raymer Man.

KSLA-T

channel I BASIC

in Shreveport, Louisiana

PAUL H. RA.YMER CO.’ INC, Ben Beckham. Jr.. Generai Monog.cr

_ . a Winston B. Linam, Station Monager
National Representatives A A
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TRENDEX

TOP TEN NETWORK PROGRAMS
Tv Report for Qct. 1-7

Rank Rating
1. Bob Hope 35.2
2. Ed Sullivan 29.5
3. Danny Thomas 27.8
4. What's My Line 26.7
5. Perry Como 26.6
6. Twenty-One 257
7. This Is Your Life 25.1
8. Jack Benny 24.9
9. Line-Up 243

10. Red Skelton 243

Copyright Trendex

NIELSEN

TOP NETWORK PROGRAMS
Tv Report for Sept. 8-21
TOTAL AUDIENCE T
Number of Homes (000)

1. Gunsmoke 16,274
2. Ed Sullivan Show 15,450
3. Perry Como Show 14,461
4, I've Got A Secret 13,967
5. $64,000 Question 13,761
6. Playhouse 90 13,678
7. G. E. Theater 13,349
8. Climax 13,266
9. Disneyland 12,442
10. Twenty-One 12,072
Per Cent of Homes *
1. Gunsmoke 40.9
2. Ed Sullivan Show 383
3. Perry Comeo Show 36.1
4. I've Got A Secret 348
5. Playhouse 90 34.5
6. 364,000 Question 34.2
7. G. E. Theater 33.3
8. Climax 33.2
9. Disneyland 31.4
10. Cheyenne 30.8

AVERAGE AUDIENCE ¥
Number of Homes {000}

1. Gunsmoke 15,285
2. Ed Sullivan Show 12,690
3. I've Got A Secret 12,566
4, 364,000 Question 12,401
5. G. E. Theater 12,236
6. Twenty-One 11,042
7. Wyatt Earp 10,836
8. Climax 10,836
9. Perry Como Show 10,712
10. Alfred Hitchcock Presents 10,506
Per Cent of Homes *
1. Gunsmoke 384
2. Ed Sullivan Show 31.5
3. I've Got A Secret 31.3
4. §64,000 Question 30.8
5. G. E. Theater 30.6
6. Wyatt Earp 28.1
7. Twenty-One 27.6
8. Climax 27.1
9. Perry Como Show 26.8
10. Alfred Hitchcock Presents 26.5

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

1 Homes reached during the average
minute of the program.

* Percented ratings are based on tv
homes within reach of station’ facilities
used by each program.

Copyright 1957 by A. C. Nielsen Co.

ARB

TOP 10 NETWORK PROGRAMS
Tv Report for Sept. 7-13

Rank Ratings
1. Ed Sullivan 41.1
2. Gunsmoke 40.3
3. I've Got a Secret 35.9
4. Climax 34.6
5. What's My Line 336
6. 364,000 Question 333
7. Studio One 333
8. G. E. Theatre 32.4
9. Twenty-One 31.8

10. Lawrence Welk 30.7

Special Attraction

Miss America Pageant 42.6

Rank Viewers
1. Ed Sullivan 48,100,000
2. Gunsmoke 42,960,000
3. I've Got a Secret 33,960,000
4. G. E. Theatre 32,380,000
5. Steve Allen 31,970,000
6. Lawrence Welk 31,860,000
7. Disneyland 31,720,000
8. Climax 29,720,000
9. 364,000 Question 28,550,000

10. Twenty-One 28,200,000

Special Attraction
Miss America Pageant 40,170,000

Copyright American Research Bureau Inc.

BACKGROUND: The following programs,
in alphabetical order, appear in this
week’s BROADCASTING tv ratings roundup.
Information is in following order: pro-
gram nName, network, number of sta-
tions, sponsor, agency, day and time.

Steve Allen (NBC- 138)‘ Participating spon-
sors, Sun. 8-9

Jack Benny (CB! 179) American Tobacco
Corp. (BBDO) alt,ernate. Sun. 7:30-8 p.m.

Cheyenne (ABC-89): General Electric
(Y&R) alternntmg Tues. 7:30-8:30 p.m.

Chmux ( S$-195) : Chrysler (M-E), Thurs.

H P

Perry Como Show (NBC-163): Participat-
ing s&onsors Sat. 8-9 p.m

Disneyland (ABC-175): American Motors
(Geyer), American Dalr;‘r; (Campbell-
Mlthun) Derby Foods (M-E), wed. 7:30-

'Fheﬂtfe {CBS-154) : General Electric

(BBDO) Sun. 9-9:30 p

Gunsmoke (CBS-162): ggett Myers
(D-F-8), Remin%ton Rand (Y&R) alter-
natin% Sat. 10-1

Alfred Hitcheock (CBS- 144) Bristol-Myers
(Y&R), Sun. $:30-10 p.m

Bob Hope Show (NBC-ISQ): U. 8. Time
Corp. (Peck), Sun. Oct. 6, p.m.

I've Got o Secret (CBS-198): R. J. Reynolds
{Esty), Wed. 9:30-10 p.m.

The Lineup (CBS-182): Brown & William-
son Tobacco Co. (Bates), Procter &
Gamble (Y&R) alternating, Fri, 10-10:30

p.m

Miss Amenca Pa, ennt (CBS 131): Philco
(BBDO), Sat., Sept. 10:30-12.

Playhouse 80 (CBS- 134). participating
sponsors, Thurs. 9:30-10 p.m.

Red Skelton (CBS-190): Pet Milk (Gard-
ner), 8. C. Johnson & Son (FC&B)
altematlng, Tues. 9:30-10 p.m.

$64,000 Question (CBS- 180)
(BBDO), Tues. 10-10:30 p

Studio One (CBS-IIJO) Westlnghouse Elec-
tric Corp. (M-E), Mon. 10-11 p.m.

Ed _ Suilivan (CBS-174): Lincoln-Merecury
(K&E), Sun. 8-9 p.m.

This Is Your Life {NBC-138): Procter &
Gamble 1Benton & Bowles), Wed. 10-
10:30 p.m.

Danny Thomas Show (CBS-158): General
Fooda {Benton & Bowles), Mon. 9-9:30

Revlon

Tweutu-O'ue (NBC-144): Pharmaceuticals
Inc. (Kletter). Mon. 9-9:30.

Lawrence Wellk (ABC-200): Dodge Div. of
Chrysler Corp. (Grant), Sat. 9-10 p.m.

Wheat's My Line (CBS-157): Helene Curtis
(Ludgin}, Remington Rand {Y&R), Sun.
10:30-11 p.m.

Wyatt Earp {ABC-103): General Mills (D-
F-8). Procter & Gamble (Compton),
Tues. 8:30-9 p.m.
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Expansion of Negro Market
Traced in Two-Part RAB Study

The growing significance of the Negro
market to advertising generally and radio
specifically is detailed in a study issued last
week by Radio Advertising Bureau which
should leave little doubt in the advertiser’s
mind that the Negro pocketbook is a force
to be reckoned with.

Titled “Radio and The Negro Market,”
the RAB study is assembled in two parts.
The first, by utilizing all available business
statistics, points to the Negro market as “the
most economically significant and fastest
growing in the nation.” It notes that the
17.3 million Negro consumers “can make or
break the sales programs of even the largest
advertisers; that (they) can influence the na-
tional sales picture of virtually any product;
that the patronage of large numbers of
Negro consumers in many of America's
largest cities is essential to the obtaining of
sales dominance in these markets.

Section one goes on to trace the growth of
Negro population and income; the shift of
population from rural to urban areas (a re-
verse trend to the current white population’s
boom in suburban and rural resettlement);
employment habits and changes and the
growth of the Negro “middle class” in view-
points, living habits and buying habits.

RAB follows this up with a Pulse Inc.-
researched report documenting the depend-
ence of the Negro on radio as a source of
news, information and entertainment and
detailing the growth among Negro radio
families. The study then breaks this data
down by listening habits. preferences and
by geographical areas.

Durstine, BDA Set Agreement
To Cover Southern California

Roy 8. Durstine Inc. and Burke Dowling
Adams Inc., both New York, today (Mon-
day) are announcing a reciprocal working
agreement whereby the two advertising
agencies will jointly serve the Southern Cali-
fornia market. Under the agreement, de-
tailed by Presidents Roy S. Durstine and
B. D. Adams, both agencies will retain
their separate corporate identities, “and the
arrangement does not affect the other of-
fices of either agency.”

The arrangement (1) gives BDA a Los
Angeles office at Roy S. Durstine’s pres-
ent location, 3440 Wilshire Blvd.. and thus
provides that agency with an operations
outlet with which to service the Studebaker-
Packard and Scandinavian Airlines System
accounts; (2) gives Durstine’s Los Angeles
office Vice President and Manager William
D. Sloan the added title of vice president
and western division manager for BDA;
(3) calls for an increase in personnel.

Durstine has been on the West Coast
since 1948. h also maintains offices in San
Francisco and services such accounts as
White Rock beverages (West Coast),
Dietonic Products Co., the L. A, Ambas-
sador Hotel and MacMillan Petroleum
Corp. BDA, formerly headquartered in
Atlanta, now operates principally out of
New York, Atlanta. South Bend, Upper
Montclair, N. I.. and Panama.

BROADCASTING



Over, above---and beyond

BROADCASTING

KFRE-TV

FRESNO

Paul R. Bortletr, President

One-third of Central California — east of the
San Joaquin Valley — contains the nation's
most rugged and beautiful mountains.

Here live thousands of families . . . cattlemen,
lumbermen, turkey growers, ranchers . . . all
with a better than average income. Most of
them have wanted television for years.

Now, the powerful KFRE-TV signal carries over,
above and beyond the mountains to bring them
the only television service they can get.

Only KFRE-TV covers both the rich San Joaquin
Valley . . . and the prosperous families in the
other third of Central California. It's your most
productive television buy.,

£d Freck, Manager Bob Klein, Sales Monager

October 21, 1957
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BUSINESS BRIEFLY

UA TURNS ON RADIO ¢ United Artists
Corp., which this week releases Richard
Widmark production of “Time Limit”
(Heath Productions Inc.) has allocated
roughly $25.000 to saturation radio spot
campaign which it is placing direct in ap-
proximately 45 markets, using average of
two stations per city. Drive kicks off QOct. 24,
runs through Nov. 7. Campaign does not
include additional spot buys expected to be
made on local level by individual theatre
owners and managers. Spot drive, conducted
out of UA’'s exploitation department, is
understood to be bigger than that placed

ERIE,
CHANNEL

An Edwerd Lamb Enterprise — Ben Mclaughlin, General Manager

WHO'S BUYING WHAT, WHERE

last summer for UA’s “super-spectacular,”
&tanley Kramer's “The Pride and the Pas-
sion.”

CHRISTMAS SPLURGE ¢ Bon Ami Co.,
N. Y., has put its Glass Gloss glass and
silver cleaner into a Christmas stencil and
decorating kit and will promote product in
50 markets throughout country with inten-
sive spot tv campaign, beginning last week
in November for three weeks. Christmas
promotion marks Bon Ami's first national
campaign for Glass Gloss. Erwin Wasey,
Ruthrauff & Ryan, N. Y., is agency.

PA.

Represented Nationolly By

EDWARD PETRY AND CO., INC.
New York ® Chicago ® Atlanta ® Detroit ® San Francisco ® St. Louis ® Los Angeles
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NIGHT AND DAY e National Carbon Co.,

‘N. Y., for Prestone anti-freeze, ordered
new participation schedules in NBC-TV’s
Today and Tonight, effective immediately.
Order calls for ten participations on each
show, to run through Oct. 25 for Tonight
and Oct. 29 for Today. Agency: William
Esty Co, N. Y.

EVERYTHING’S ROSY ¢ Minute Maid
Corp., N. Y., through Ted Bates & Co.,
N. Y, and Florists’ Telegraph Delivery
Assn. through Grant Adv., N. Y., again
signed to co-sponsor NBC-TV’s two-hour
colorcast of 69th annual Tournament of
Roses from Pasadena, Calif., on Jan. 1.

BACK FOR MORE e Bristol-Myers Co.
(Bufferin), N. Y., Oct. 6 renewed sponsor-
ship of Jinuny Wakely Show (Sun. 7:05-7:30
p.m.) on 21-station CBS Radio Pacific Net-
work for 13 weeks. Agency: Young & Rubi-
cam, N. Y.

Crosby Not Set For Shulton
Although Matter Is Discussed

Reports that Bing Crosby is about to be
signed by Shulton In¢. for tv were described
as ‘“slightly premature” Thursday by the
toiletries house. However, Shulton officials
did not deny that they and their two agen-
cies—The Wesley Assoc. and Foote, Cone
& Belding—were discussing with CBS-TV
the possibilities of procuring Mr. Crosby's
services for a special pre-Christmas spectac-
ular on that network.

Mr. Crosby, while a regular CBS Radio
personality and star of one of the frequent
weekend Ford [Motor Co.] Roadshows on
CBS Radio, to date has not starred on any
continuous tv series. Instead he has limited
himself to infrequent guest appearances on
such CBS-TV programs as the old Ford Siar
Jubilee, The Ed Snullivan Show and his
recent appearance for Edsel. He has been
opposed to appearing live, but industry ob-
servers felt last week that after the “enthu-
siastic” reaction to his first full tv show
(for Edsel), Mr. Crosby “might change his
mind.”

| For Shulton, pre-Christmas spectaculars
are nothing new. Last yuletide it sponsored
Victor Borge for one of his “one-man
shows™ as a last minute stimulant to Christ-
mas sales [ADVERTISERS & AGENCIES, July
8]. Shulton also feels that a one-shot ap-
pearance by Mr. Crosby would bolster its
every-other-week use of network television
via The Eve Arden Show, also on CBS-TV
(Tues., 8:30-9 p.m.). Meanwhile, Wesley
Assoc, for the Old Spice and women's
lines is in the middle of lining up a multi-
station spot radic buy in 48 markets for
four weeks duration beginning Dec. 1.

 FDA Warns It Will Crack Down
On Misleading Flu Cure Claims

Advertisers who incorporale claims of
Asian flu protection into their copy have
been warned that the government will do
all it can to stop misleading claims.

Commissioner George P. Larrick of the
Food and Drug Administration sounded the

BROADCASTING
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REPRESENTED NATIONALLY BY GILL PERNA, INC. New York, Chicago, Los Angeles, San Francisco, Boston
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The only station covering all of Oklahoma's No. | Market
37th & Peoria

GUSTAY BRANDBORG
Vice Pres. & Gen. Mgr.

Represented by EDWARD PETRY & CO.

Neilson proves that KVOO
dominates the Tulsa market, with

52.98% circulation. Here's your wide- |if

Broadcast Center »
HAROLD C. STUART

i E=_ |

ITTOKC « 5

open door to billion-dollar Eastern
Oklahoma . . . plus bonus cover-

age in Kansas, Missouri and
Arkansas counties! Reach
‘em i/, on KVQOQ!

President

LLLTRTFETTITYRrep T}

"The Voice of Oklahoma™

0,000 WATTS « CLEAR CHANNEL s NEC
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warning in a speech at a retail druggists’
meeting at Minneapolis Oct. 9. *Some prep-
arations will provide welcome alleviation
of the aches and pains of the flu victim,
but aside from the vaccine, there are no
new wonder drugs for Astan flu on the
market today,” he said, adding that, “rep-
resentations to the contrary are false, mis-
leading and shameful.”” The Federal Trade
Commission has been reported looking into
Asian flu claims in ad copy of cold remedies,
mouth washes, antihistamines, vitamins and

other products.

‘Snowflake’ Kits Being Sent
Local Stations by U.S. Steel

Although U. S. Steel Corp. dropped local
radio in favor of network radio (in addition
to “powerhouse” independents) for its 1956-
57 “Snowflake” promotion, the giant steel
firm still thinks highly of local stations.

Last week, BBDO, U. S. Steel's agency,
began mailing special *Snowflake” Radio
Kits to over 1,500 stations to *“enable them
to make money.” Last winter, 1,588 stations
requested a similar kit (containing an-
nouncements, suggestions and a transcrip-
tion bearing the U. S. Steel musical theme).
Of these, 210 later reported having sold
19,326 spots and 639 programs to tie-in
advertisers, principally local hardware and
appliance stores as well as utilities. Many
more stations reportedly effected tie-in sales
but BBDO officials last week said these
stations did not submit detailed reports.

“Snowflake” is geared to move “hard
goods” such as refrigerators, stoves, appli-
ances. One out of every three tons of steel
purchased by the appliance industry is
manufactured by U. S. Steel, the firm says.
Station may order the.kits by writing to
Robert C. Myers, director of market de-
velopment, U. S. Steel Corp., 525 William
Penn Pl., Pittsburgh 30.

AB&A SHORTS

Brooke, Smith, French & Dorrance, L. A.,
moves to 1741 Ivar Ave., Hollywood 28.

Shaller-Rubin Co., N. Y., has announced
expansion to occupancy of three floors at
312 Fifth Ave.

Marty Weiser Co., Beverly Hills, Calif.,
moves to new and larger quarters at 259
S. Beverly Dr.

Zam Assoc., new agency at 130 W, 42nd
St., N. Y., has changed its name to Zam

& Kirshner Inc.

AGENCY APPOINTMENTS

Emerson Drug Co., Baltimore, division of
Warner-Lambert Pharmaceutical Co., ap-
points Lennen & Newell for new, unnamed
pharmaceutical product,

Hamilton Beach Co, (division of Scovill Mfg.
Co.—food mixers, vacuum cleaners, etc.),
Racine, Wis,, appoints Campbell-Mithun
Inc¢., Chicagoe, to handle its account (estim-
ated to be $500,000), effective Jan. 1, 1958.

BROADCASTING



when it's a question of

BUDGET

WYVYNJ will deliver 1000 families for just 31c.
That’s by far the most economical buy you can make in this market.

You’ll get hlanket coverage,too, because WVYNJ delivers almost twice the
listeners of the nexi two radio stations broadcasting from New Jersey.

*Source—Hooperatings Jan..Feb.—New Jersey.

Chances are it will be even less than 31c as time goes by

i ] i .2 Represented by:
hecause WVYNIJ is attracting more listeners than any other radio station in Braodeait Times Saiss

the area. It's no secret how we do it. Superb new programming (we play New York OX 7.1694
just Great Albums of Music from sign on to sign off) plus the heaviest
consumer advertising schedule of any independent radio station in America.

When it’s a question of budget—your money buys the most on WVYNJ].

WVNJ Newark, New Jersey

RADIO STATION OF The Xcewark News
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GOVERKMEKT

FCC ANNOUNCES SPECIFICATIONS
FOR NATIONAL TESTS OF TOLL TV

® Only outlets in cities of 4 Grade A signals may apply

o Uhfs, vhfs eligible for 3-year tests, using any method

Specifications for a national toll tv test
were made public by the FCC last week—
almost a month after it had formally an-
nounced that it had instructed its staff to
draw up an order proposing the acceptance
of applications for a test period of subscrip-
tion tv [LEAD STORY, Sept. 23].

Simply put, the Commission said it would
accept applications from tv stations for a
three-year test of pay tv.

But, it added, the tests will not be per-
mitted in any community which does not
receive at least four Grade A tv signals. A
Grade A signal is one which is at least 68
dbu for chs. 2-6, 71 dbu for chs. 7-13, and
74 dbu for chs. 14-83,

It also stated that any station—vhf or
uhf—can participate in the tests; and that
any station can use any method of toll tv—
in fact can use several methods if it so
desires.

The only ocut-and-out prohibition is that
no method of scrambling or decoding the tv
signal will be approved if it interferes
with other radio services or degrades the
technical quality of the tv signal.

And, the Commission said that each
qualified method will be permitted to be
used in not more than three eligible mar-
kets.

It also warned that the regular require-
ments for tv station operation (licensee’s
responsibility to broadcast in the public in-
terest, minimum hours, equal opportunity for
political candidates, etc.) will still be main-
tained.

The order issued last week is entitled
“First Report.” It stems from the 1955
petition by Zenith Radio Corp., Chicago
radio-tv manufacturer, that the FCC author-
ize subscription tv for commercial operation.

Included in the report is a list of informa-
tion to be furnished by applicants in apply-
ing for permission to broadcast pay tv (see
separate story, next page).

Emphasized in the report was the decision
of the Commission not to authorize pay tv
operations until March 1, 1958. This is, the
Commission stressed, so Congress can con-
sider the question and legisiate its desire.
There are bills in Congress to prohibit pay
tv on broadcast frequencies. Rep. Oren
Harris (D-Ark.), chairman of the House
Commerce Committee, has announced that
hearings will be held in January as soon as
Congress resumes.

The “First Report” was accepted by five
members of the Commission. Comr. Robert
T. Bartley issued a dissent, and freshman
Comr. Frederick W. Ford did not partici-
pate. Comr. Richard A. Mack issued a con-
curring statement.

Gist of Comr. Bartley’s dissent was that
the Commission should establish a general
policy on pay tv before considering even test
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authority, He maintained that pay tv pro-
ponents should be forced to justify the pub-
lic interest in an evidentiary hearing before
the full Commission.

The report traced the history of the pres-
ent proceeding, the proposals made by each
of the principal pay tv enthusiasts—Zenith,
Skiatron and International Telemeter Corp.,
plus the more recent TeleGlobe and BiTran
—~—questions of law, public interest considera-
tions.

It was decided to authorize tests, the Com-
mission said, because this is the only way
that meaningful information can be secured
on a host of questions.

In any event, the Commission stated un-
equivocally, there will be an evidentiary
hearing following the three-year experi-
mental period and before commercial pay
tv is authorized completely.

Some of the details which should become
known following this test, the Commission
said, are: (1) public reaction, (2) extent of
audience diversion from free television, (3)
operation of different methods, (4) technical
performance, (5) methods employed, (6)
nature of programs proferred, (7) role of
station licensees, (8) potential monopoly.

Permission to conduct tests might, the
Commission said, be an aid to uhf. This
was explained this way: Many markets now
only receive three good Grade A signals.
If pay tv is the bononza its proponents
claim, the idle channels which are mainly
uhf might be snapped up in order to put the
community into the eligible class.

In discussing non-exclusivity, the Com-
mission stressed that applicants will be re-
quired to file with the applications “a con-
tract between the applicant and any local
subscription television franchise holder or

ELIGIBLE CITIES

There are at least 20 cities where
toll tv tests can be commenced under
the Commission’s limitation that dem-
onstration communities must receive
at least four Grade A tv signals. Here
is the list as culled by the Commission:

Chicago, Dallas-Fort Worth, Den-
ver, Fresno-Tulare, Harrisburg-Lan-
caster-Lebanon, Reading-York, Hart-
ford-New Britain-New Haven-Water-
bury-Springfield, Los Angeles, Miami-
Fort Lauderdale, Milwaukee, Min-
neapolis-St. Paul, New York, Phila-
delphia-Camden-Wilmington, Phoenix-
Mesa, Portland-Vancouver, St. Louis,
San Antonio, San Francisco-Oakland,
Seattle-Tacoma, Washington (D. C.),
Wilkes-Barre-Scranton.

any other person participating in the local
trial application, in which it is provided
that the franchise holder or such other con-
tracting party as may be appropriate in the
circumstances, will, upon request of the Ii-
censee of any other television station serv-
ing the local area, participate with such
other station licensee or licensees in local
subscription television operations under the
same terms and conditions are set out ip
the contract with the applicant station.”

This section also provides, it was stated.
that no contract between a station and 2
franchise or other pay tv entrepreneur may
prohibit the station from using any other type
of pay tv system.

And, the Commission continued, these
contracts must include a provision expressly
providing that the station licensee may re-
ject .any program -he ceunsiders mmsuitable.

Also the Commission said the station Ii-
censee must not only be a party to determin-
ing the charges to be made to the public
for the fee-tv service but must have the right
of *“ultimate decision” in such matters.

Stations granted the right to broadcasi
pay tv, the Commission warned, will still be
responsible for maintaining the minimum
number of hours of free programs (28 hours
per week, and at least two hours daily).

The Commission stressed that grantees
must be ready to file reports on their activi-
ties, and that any contracts between the sta-
tion operator and other parties must pro-
vide for a full disclosure on such matters as
charges, collections, method of dissemi-
nating coding information to subscribers.
plus all other questions which the Com:
mission might ask.

The Commission commented:

“In making our decision we are, at thi:
stage, unaided by any meaningful demon
strations of the service in operation. Noi
are there available to the Commission precise
blueprints of the manner in which the opera-
tion would be conducted. The proponents in-
dicate that it is difficult to elaborate furthes
on the basic proposals already submitted un:
til an announcement is made of the condi
tions under which subscription televisior
operations would be permissible, thereby
affording interested segments of the in
dustry an opportunity to formulate specific
plans, and negotiate detailed business ar
rangements and contracts which would gov-
ern the conduct of the operation. What it
more, the need to adapt initial methods it
the light of experience as it is progressively
gained, is said to justify, and in fact neces-
sitate, flexibility in the initial operations
Thus, in circumstances which offer no fixed
guideposts either in past experience or ip
crystallized future plans, the Commission is
called upon to rule on petitions to permit
a service about which proponents and op-
ponents have urged the most widely diver-
gent views, in a debate which has necessarily
been conducted more on the ground of
potential implications of the service than
on the basis of demonstrable facts.

“Proponents, claiming large benefits to
the public from the introduction of a broad
new financial base and added programming
resources into television broadcasting, urge
the immediate, definitive authorization of
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subscription broadcasting by television sta-
tions, with a minimum of restricting condi-
tions. Opponents, raising the spectre of a
gravely impaired free television service, in-
sist that the only proper course for the Com-
mission is to forbid the service or to refer
the question to Congress.

“We believe the proper course for the
Commission does not lie at either extreme.
Having concluded that the Commission has
jurisdiction in the matter, we can find little
justification for either carte blanche authori-
zation of the use of broadcast frequencies
for an untried service of this kind or, on the
other hand, for refusal by the Commission
to afford a suitable opportunity for sub-
scription television to demonstrate its ca-
pacity to render a useful service; for the
public to appraise its desirability and register
its reaction—favorable or otherwise—to
what that service may have to offer; and for
the Commission to determine what legisla-
tive recommendations it may be desirable to
submit to Congress concerning the appro-
priate methods of regulating the service, in
the event a trial indicates it should be per-
mitted on a continuing basis.

“We are taking action at this time be-
cause this Commission is responsible, under
both the Communications Act and the Ad-
ministrative Procedure Act, for acting on the
proposals before us, and in our opinion fur-
ther delay in reaching our decision would
not be consistent with our duties.

“Qur review of the record and a pain-
staking study of the numerous issues it pre-
sents have led us to the conclusion that our
responsibilities can best be discharged by
opening the way to the consideration of
applications by television station licensees
for authorization to conduct subscription
television operations within the limitations
laid down herein. Our decision in each case
will be governed by whether the specific
operation proposed meets the stated require-
ments and in our judgment would serve the
-objectives set out in this Report.”

The Commission concluded:

“In our belief, trial subscription television
operations conducted within the framework
of the foregoing conditions and require-
ments would afford much needed opportu-
nity:

“(a) to enable the public to register its
own judgment with respect to the subscrip-
tion television service offered.

*(b) to obtain data and information which
would assist the Commission to determine
the probable competitive impact of a sub-

scription television service upon the free.

system. The present record affords an in-
adequate basis for sound judgment as to
whether the systems as presently proposed
would provide stimulating competition with
the present system which would be beneficial
to the public, or whether subscription tele-
vision could potentially impair the operation
of the present system to such a degree that it
could not continue to provide service of
the present or foreseeable quantity or quality
of free programming, and would oblige the
public te pay eventually for the reception of
numerous programs of the kind it now re-
ceives free of direct charge.

*“(c) to obtain information, based on oper-
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RYAN SAYS IT'S

| Although there are many who can't
decide which side of the fence to straddle
when it comes to pay tv, there’s no
doubt at all in the mind of Harold M.
Ryan, Michigan state senator. He's agin
it,

Sen. Ryan, who considers himself a
long-time opponent of pay tv, launched
his public campaign Oct. 11 in down-
town Detroit. Battle headquarters is a
30-foot house trailer equipped with loud-
speakers and decorated with banners
urging public protest (see above). Volun-
teers hand out postcards to pedestrians;
| these are addressed to the FCC, ¢/o The

White House. The cards read: “Please do

WAR-—VS. PAY TV |

not take away free tv programs. If pres-
ent plans for pay tv are allowed, one or
all of our existing free channels would
be blacked out unless we pay.to see the
program. Please do not let this happen.”
Space is provided for signature and ad-
dress.

Mr. Ryan hopes his campaign will
spread from Detroit throughout the state,
since he feels the only way to win is
through the expression of public senti-
ment. He's aiming for the support of
various civic and business organizations,
and states he is undertaking the campaign
at his own expense to “urge the people
into action.” . 1l L

¢ ;

ating experience, concerning the possible
need to standardize equipment and methods
used in the technical operation of a sub-
scription television service.

“(d) to determine, on the basis of experi-
ence, whether and the extent to which any
aspects of a subscription television would
call for the imposition of additional controls,
whether such controls require the adoption
of amendments to the Communications Act,
and if so, what recommendations should be
made to Congress.”

Detailed Requirements
Listed for Applicants

If's a pretty detailed and comprehensive
documentation applicants for toll tv opera-
tion must submit to the FCC. Here are the
FCC’s own words on what it expects from
subscription tv applicants for test opera-
tion authority:

Information %o be Submitted by Applicants

Applications for authorizations to con-
duct subscription television operations must
contain the following information and be
accompanied by executed contracts be-
tween the applicant and the perscns desig-
nated below covering the matters indicated.
Applications and documents submitted

T
therewith must be ﬁled m an orlgmal and
fourteen copies.

A. Complete, detailed descnpuon ‘of
the design and method of operation of ° any
encoding and decoding or other equipmént
to be used in the proposed subscription tele-
vision operation. Tf Tequested by the Com-
mission, applicants must furnish to the'Cém-
mission's laboratory at Laurel,’ Marylaid,
models of all 'decoding and .other portable
equipment. to be used in the operat1on, and
must make avallab(le for inspection by Com-
mission representatives any non-portable
equipment such as encoders proposed to be
used. At the Commission’s "discretion, ac-
tion may be mthheld on’ appI:canon.s ot
the Commission has had an opportun’ity to
inspect models. of the equipment pitposed
to be used ‘and observe the operahon of
such equipment.'

B. Complete, detailed statement de-
scribing in all particulars the manner in
which the proposed operation will be con-
ducted, including: .

(1) The methods for dlssemmatmg
any decoding information needed by sub-
scribers, and for billing and collecting
charges, including installation charges,
monthly charges, charges per program or
any other charges payable by subscribers.

{2} A complete statement of the
terms and conditions under which contracts
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.will be entered into with subscribers; also,
:a statement as-to whether the proposed sub-
scription- - television service will be made
available to' all persons applying for it, and
if not, a statement of the basis upon which
subscribers will be selected. =

(3) The approx1mate number of sub-
scribers it is intended to serve during the
proposed operation.

(4) Available information concern-
ing the contemplated range of minimum and
maximum charges to subscribers for the
various types of subscription television pro-
grams it is proposed to offer to the public.

(5) Answers to questions in Table
1, Section II and Question No. 4 in Section
111 of FCC Form No. 301, with respect to
any person or persons who would perform,
supervise, participate in or control the per-
formance of any of the following func-
tions: *

(a) Provision of encoders and
any other equipment required for the trans-
mission of subscription television programs
other than equipment used by the television
station for its regular operation.

(b) Provision of decoding or other
equipment required for the intelligent re-
ception of subscription television programs
by the subscriber.t

" (c) Determination of the charges,
terms and conditions of service to subscrib-
ers and of payments to the television sta-
tion for its participation in the proposed
subscription television operation.

(d) Selection and procurement of
subscription television programs for local
transmission.

(e) Dissemination of decoding in-
formation to subscribers, billing, and other
related functions.

(6) Detailed information concern-
ing commitments obtained and negotiations
underway for the provision of subscnptlon
programs to be offered to subcribers during
the proposed subscription television opera-
tions. L
(7) Statement of intention with re-
spect to the. transmission of commercial
announcements during subscription . tele-
vision programs. (The Commission under-
stands from proposals before it in this pro-
ceeding that the proponents do not contem-
plate the inclusion of commercial announce-
ments. in subscription television programs.)

C..Applications must be accompanied
by copies- of executed operating agreements
between the applicant licensee and any per-
son (local community franchise holder for
the subscription television system to be em-
ployed, holder of patents on equipment to
be used, patent licensees or any other per-
son) who would perform, supervise, partici-
pate in or control the performance of- any
of the functions enumerated under B(5)

* References in Form 301 to applicant” will be
understood to Include both the applicant here-
under and any other gerson or persons described
in B(5). References Seetion ITI, Question 4
of Form 301 to “’stalion” and to "the purchase
or construction of the station’ will be under-
stood to refer to the local subseription television
operation, Applicants need not resubmit infor-
matjon already on file with the Commission,

+In the case of equipment manufacturers, the
name and address will suffice, except where the
Information specified under B(5) is re uired for
such manufacturers under B{5)(c}, (d) or (e).
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above. Such agreements must:

(1) State, in full detail, all the under-

takings and understandings between the
applicant and such other persons which will
govern the conduct of all aspects of the
proposed subscription television operation.

(2) Contain the provisions required
by paragraphs 74, 75, 77, 78, 79, 86 and 87
hereof [non-exclusivity, licensee responsibil-
ity, uniform charges, reports), and provide
that participation in the operation by the
station licensee is conditional on compliance
therewith by the other contracting party or
parties.

(3) Provide that no amendments
thereto shall take effect until they have been
filed with the Federal Communications Com-
mission.

D. If the performance of any of the
functions listed under B(5), above, by the
person with whom applicant enters into an
operating agreement, is the subject of any
contract, agreement or understanding be-
tween such person and any third person,
applications filed hereunder must be ac-
companied by copies of such contracts,
agreements or understandings.

Appeals Court Faces

Heavy Radio-Tv Docket

Does the FCC have the right to permit
temporary operation on a tv channel while
a battle is being fought among competitive
applicants for that frequency?

Does an electronics manufacturer—who
makes radio and tv sets—have the right to
protest the license renewal of radio-tv sta-
tions in its community owned by a rival
manufacturer?

Is the FCC legally correct in promulgat-
ing its judgment that it does not have the
power to consider the economic impact of
a new station on an eXisting station?

Will the FCC’s tv grants stick in Miami,
Indianapolis, Boston and other cities?

Can the FCC rightfully take away vhf
channels from stations in Evansville, Peoria,
Springfield, Ill., and other cities?

These among other questions very likely
will be answered this court year. They are
among the more than 35 radio-tv cases
pending decision in the U. S. Court of
Appeals for the District of Columbia. There
are two cases in other circuits. The Washing-
ton, D. C,, fall term began three weeks ago.

Pending judicial determination are two
appeals against the Commission’s authority
permitting uhf stations to operate on newly-
assigned vhf channels pending the outcome
of comparative hearings for the vhf channels.
One is in St. Louis, where the former ch.
36 KTVI (TV) is now operating on ch. 2
(moved to St. Louis from Springfield, Ill.).
The other is in Albany, N. Y., where ch.
41 WCDA (TV) has been given permission
to operate on ch. 10 Vail Mills, N, Y. (a
suburb of Albany).

The St. Louis operation has been attacked

‘by Louisiana Purchase Co., applicant for

St. Louis’ ch. 2. The Albany grant has been
under fire by WVET-TV Rochester, N. Y.,
an applicant for Albany’s ch. 10.

A similar case — with a slight differ-
ence—is in New Orleans where ch. 20

WIMR-TV that city is operating under an
experimental grant simultaneously on ch, 12.
This has been attacked by co-channel ch.
12 WITV (TV) Jackson, Miss,, and by
KWTV (TV) Oklahoma City. WITV claims
the Commission cannot compromise its rule,
which requires that co-channel transmitters
must be at least 190 miles away. The
WIMR-TV transmitter is less than 190 miles
from the WITV transmitter. KWTV is8 an
applicant for the new New Orleans vhf
channel.

Several months ago Philco Corp., Phila-
delphia, asked the FCC to set for hearing the
applications of WRCV-AM-TV that city for
license renewals. Philco claimed the NBC-
owned stations constitute unfair competition
since they represent RCA (which owns NBC)
to the Philadelphia audience. The FCC dis-
missed the petition on the ground that Philco
has no standing to object.

Earlier this year, the Commission stated
that it does not have the statutory power to
consider economic impact on competition in
deciding whether or not to grant or deny an
application. This was the Southeastern
Broadcasting Co. case, which was appealed
but then withdrawn. Before this declaration
the Commission had assumed it had this
legal. power but had always decided against
using it. In court is the appeal of WLBB
Carrollton, Ga., against the grant of a new
radio station in Bremen, Ga. (now WWCC)
on these grounds.

There are 10 appeals seeking to upset new
tv grants. These include:

Knoxville, Tenn., ch. 10; Norfolk, Va.,
ch. 10; Miami, Fla., ch. 10; Boston, Mass.,
ch. §5; Orlando, Fla.,, ch. 9, Indianapolis,
Ind., ch. 13; New Orleans, La., ch. 4; Biloxi,
Miss,, ch. 13; Charlotte, N. C.,, ch 9. Also on
appeal is the grant made for ch. 2 in Spring-
field, Tl., but this has been held in abeyance
unti! the eompanion deintermixture appeal
is decided.

Among the deintermixture cases are the

BOXSCORE

STATUS of comparative hearing cases
for new tv stations before FCC:

AWAITING FINAL DECISION: 1
Beaumnont, Tex. ch. 6 (9-30-57).

AWAITING ORAL ARGUMENT: 8

(Figures in parentheses indicate dates ini-
tial” declgions were issued.)

Coos Bay. Ore., ch. 16 (7-20-56); Hat-
field, Ind.-Owensboro, Ky., ch. 9 (2—18-57)'
Onondaga- Parma Mich,, ch. 10 (3-7 -51').

Toledo, Ohio, ch. 11 (3-21-57): Chebo
gan. Mich., ch. 4 {8-21-57); Buffalo, N ¥
¢h. 7 (9-13-5 )5 Lubboc Tex.,
(9-9-57); Mayaguez, P. R, ch. 3.

IN HEARING: 7

Alliance, Neb ch. 13 (6-6-57); Greenwood
Miss., ch. 6; Elk City, Okla., ch. 8; Ogden,
Utah. ch. 9 (7-3-57); Baton Rouge, La.,
ch, 18 (7-11-57): Elko, Nev.. ch. 10 (7-11-
57), Beaumont-Port Arthur, Tex., ch. 12,

IN COURT: 10
(Appegls from tv grants in U. S. Court o
Appeals, &Iusmng ton.} 4

Portsmouth, Va., ch. 10: Miami, ch. 10;

Knoxville, Tenn. ch. 10: Boston, ch. 5

Springfield, Ill, ch. 2; Charlotte, N. C,_ch.

9; Blloxi, Miss., ch. 13; New Orleans, La..

Chd 4; hOrl;ndo Fla., ch. 9: Inclianapolls
“w € .
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monday ﬂﬂw

“GRAY GHOST'"

History, adventure, excitement played out
ageinst the stirring setting of the Civil War.
Legendary exploits of Confederate army
guerrillas. A television first.

(Co-sponsors: Freihofer Baking Company
and \?enice Maid Ravioli)

Availzble slternate week sponsorship

after December 16th.

7T Pm

and all

is SEILL

_ on
WCAU-TV
Philadelphia

tuesday H'Elw

"“"WHAT IN THE-WORLD ?*
The Peabody Award program that makes seience
a fascinating game. Now being televised in

full coler.

Available full or alternate sponsorship

wednesday

“WHIRLYBIRDS"

The thrilling, action-filled adventures of two
free lancing Helicopter pilots. One of the
highest rated film shows on television.
(Co-sponsored by Nabisco and Sylvan Seal)

Seven days a week—at seven pm—
every survey ever taken shows
WCAU-TV far out in frant!

This season we are adding three
thursday SR
“SHERIFF OF COCHISE"
Adventure series based on the files of the
sheriff’s office in Arizona's Cochise County.
(Sponsored by Socony Mabil 0il Company)

friday ﬁﬁw
““THE NEW ADVENTURES

OF CHARLIE CHAN"

Famed character actor, J. Carrol Naish,

appears as the greatest detective of them all,

the beloved Charlie Chan—in a series

of thrilling new mysteries. S
Available Tull or alternate sponsorship .

outstanding new shows to

this vital time slot.

Now is the time to secure your client's
franchise in this powerful

sales period. Remember ., .

WCAU-TV

means
business

saturday

“"HIGHWAY PATROL" )
Broderick Crawford stars in this cutstanding -
series based on the actual exploits of the

state highway palice.

(Sponsored hy P. Baliantine & Sons)

in
Philadelphia

SUNDAY 6:30 TO'7 PM
on

Al b bl

“HARBOR COMMAND"'. -
Starring popular screen star Wendell Corey in exciting
true-to-life stories of America's Harbor Pulilee. Coast Guard
Units and Port Authorities. Precedes “"Lissic™ and

inherits the sudience of “Waterfront”"—1the 1o0p rated
syndicated show in Philadelphia for three years.

{Co-sponsor La Roas) ’

CHANNEL IO + CBS IN PHILADELPHIA : Represented by CBS-TV SPOT SALES
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following, in addition to the Springfield case:

Peoria, Ill., ch. 8; Hatfield, Ind., ch. 9;
Hartford, Conn., ch. 3 and Madison, Wis,,
ch. 3. The two last-named are under attack
because the FCC did not remove these vhi
channels; the first two because the Com-
mission did move them away.

There are a number of other cases, the
senijor in point of time is the appeal against
the Commission's approval for WSPA-TV
Spartanburg, S. C., to move its ch. 9 trans-
mitter from Hoghack Mt. to Paris Mt. This
has been under attack by WGVL (TV)
Greenville and WAIM-TV Andersen, both
South Carolina, both uhf outlets, since Jan-
vary 1954.

CONTEMPT QUESTION
RAISED ON 3 FRONTS

¢ Broadcast newsmen in two cases
® Torre won't name CBS source

The legal riddle of the journalistic ages—-
When is a newsman in contempt of court?
—arose in three separate spots last week but
no development at the weekend had pro-
vided anything resembling an answer.

Broadcast newsmen in Miami, Fla., and
La Porte, Ind., became involved in tussles
with the bench. A New York newspaper
reporter is embroiled in judicial troubles in-
volving quotations; said to have been made
by a CBS official. -+

At Miami, Judge Stanley Milledge, of
Dade County Circuit Court, tried to extend
Canon 35 of the American Bar Assn. into
the courthouse corridor Tuesday afternoon.
The canon deems it unethical to allow radio-
tv reporting in court trials,

Bob Brumfield, WTVJ] (TV) Miami cam-
eraman, joined newspaper photographers in
an effort to photograph Judge Milledge in
the courthouse corridor after the judge had
jailed an attorney on a contempt charge.
Mr. Brumfield, along with two newspaper
photographers, was held in custody an hour
but clung to his film. Ralph Renick, WTVJ
news director, ran the film at 6:15 p.m., an-
nouncing he would take full responsibility
for any action by the court. By that time,
however, Judge Milledge had authorized use
of the film. Mr. Renick topped the telecast
with an editorial criticizing the canon.

Jean LaGrange, newscaster of WLOI La
Porte, Ind., was cited Wednesday for direct
criminal contempt of court after a murder
trial was adjudged a mistrial because of his
broadcast with the accused. Mr. LaGrange
was in jail two hours before $1,000 bail was
raised. A hearing on the contempt charge is
scheduled today (Monday).

A transcript of Mr. LaGrange’s newscast,
read in court, quoted him as saying attorneys
and the court were guilty of unethical prac-
tices in offering the accused a chance to
plead guilty to a manslaughter charge. The
accused, who had gone through three pre-
vious no-decision trials, was quoted as saying
his attorneys had sent him a letter suggesting
he might receive a suspended sentence if he
pleaded guilty to manslaughter. He also said
he wanted to be vindicated by a jury of a
killing charge in 1949.

Mr. LaGrange, a representative in the
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FCBA WINNERS

At the annual Federal Communica-
tions Bar Assn. outing last week at
the Congressional Country Club the
following were among the winners of
athletic events:

Golf: Jow gross winner, Rohert
Rawson, chief, FCC Hearing Division,
with 80; second place, Hollis Seavey,
director, Clear Channel Broadcasting
Service, with 81; tied for third with
82 were Russell Eagen, Washington
attorney, and Charles Gowdy, who
was legal assistant to former FCC
Chairman McConnaughey. Low net
winners were Comr. Robert E. Lee,
with 71; Ted Noyes with 72, and
Harold Cohen, attorney, and H. E.
Barber, Comr. Mack’s legal assistant,
each with 73. Hole-in-one winner,
whose drive came within six feet of
the pin, was Paul Dochin, attorney.
Newton Haverstock won the driving
contest.

Tennis: Ed Kenehan, attorney, and
Ed DeGray, first prize; Ben Fisher,
attorney, and Bob L’Heureux, attor-
ney, second prize.

In softball the FCC team, led by
Wally Johnson, defeated the FCBA
team under Vincent Pepper, 7-4, thus
retaining the softball trophy for an-
other year. FCBA has won three cut
of the five annual games played so
far.

1955 Indiana Legislature, described the con-
tempt citation as “a far-reaching thing. It
involves freedom .of the press. Newsmen
should be allowed to interpret the news for
their readers and listeners.”

In New York, Marie Torre, radio-tv
columnist for the Herald-Tribure, refused
to name the CBS executive she had quoted
in a column dealing with Judy Garland. She
had been called to testify in a pre-trial ex-
amination bearing on a suit brought against
CBS by Miss Garland, who charged CBS
authorized publication of false and defam-
atory matter. Federal Judge Sylvester Ryan
warned Miss Torre her refusal to testify
may force him to sentence her to 30 days in
prison. This would pave the way for a ruling
by the U. S. Supreme Court on the question
of a reporter’s right to withhold news
sources.

Smith Withdraws Opposition,
Clearing Way for WGMS Sale

Opposition of minority stockhclder Lawr-
rence M. C. Smith to the $400,000 sale of
WGMS-AM-FM  Washington, D. C., to
RKO Teleradio Pictures Inc. has been with-
drawn the buyer informed the FCC last
week. Although no details of Mr. Smith’s
action were divulged. it was learned that
he sold his 1635 % interest in WGMS Inc.
back to that corporation last week and thus
withdrew his standing as a stockholder in
the selling compary.

FCC approval of the transfer—which was
initiated in April 1956—is expected to be
forthcoming soon. Last April an FCC hear-

ing examiner recommended that the trans-
fer be approved. This followed a protest by
Mr. Smith and a Washington group known
as Friends of Good Music. Oral argument
before the FCC was scheduled to take place
today (Monday). Friends of Good Music
had already informed the Commission it
was not planning to continue its opposition.
The Commission originally approved the
sale, but its return to the sellers was di-
rected by court order pending the cutcome
of the protest proceeding.

RKO Teleradio also announced that it
has decided to continue the WGMS good
music schedule interspersed with MBS news-
casts. And, the prospective new owner an-
nounced, M. Robert Rogers, general man-
ager of the stations for the last 10 years,
will continue in charge. WGMS was founded
in 1947 and operates on 570 kc with 5 kw
daytime and 1 kw night.

Other sales announced last week:

KOWB Laramie, Wyo. (250 w on 1340
ke, MBS), was sold by Richard P. McKee to
John Hunter and Richard K. Power for
$108,000. Sales price includes 11-station
KOWBoy Sports Network in Wyoming.
Messrs. Hunter and Power own WAVN
Stillwater and WCMP Pine City, both Min-
nesota. Mr. McKee bought KOWB last May
for $75,000. He has bought WMOU-AM-
FM Berlin and WIWG Conway, both New
Hampshire, from John W. Guider for $165,-
000. Lynn Smith, KOWB general manager,
will accompany Mr. McKee to New Hamp-
shire where he will serve as coordinator of
the stations.

WKEN Dover, Del.,, was sold by Jason
Pate to James Olin Tice interests for $35,-
000. Mr. Tice owns WMYB Myrtle Beach,
WBLR Batesburg and WJOT Lake City,
S. C. WKEN is a 500 w daytimer on 1600
kc. Mr. Pate continues to own WASA Havre
de Grace, Md.

Broker in both transactions was Allen
Kander & Co.

Roanoke Broadcasting Group
Purchases WRKE for $75,000

Among the four station sales approved by
the FCC last week was WRKE Roanoke,
Va., which was sold by Elmore D. and Reha
F. Heins to Bertram and Allan Roberts,
Sherwood J. Tarlow and Joseph Kruger for
$75,000.

The group does business as Roanoke
Broadcasting Co. and has interests in
WARE Ware and WHIL Medford, Mass.,
and WGUY Bangor and WLOB Portland,
Me. Comr. Robert T. Bartley voted for a
McFarland letter which would require the
station to show cause why it should not sub-
mit the sale to a hearing.

Norman M. Glenn received approval for
the sale of WCHI Chillicothe, Ohio, to
Joseph H. and Agnes I. McGillvra, doing
husiness as Chillicothe Broadcasting Co.,
for $78,450. Mr. McGillvra, a former sta-
tion representative, also has an interest in
WBIW Bedford. Ind.

KLIL Estherville, Iowa, was sold to Jack"
W. Turnbull for $15,000. The construction
permit of KBCL Bossier City, La., was sold
to Thomas A. DeClouet, president of Bos-
sier Broadcasting Service Inc., for $3,594.
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Suggestions artfully contrived
to make the task of the time buyer

bearable

—

. Throw darts at a client’s picture.

2. Send an account executive a copy of the book
“How to drink yourself into oblivion on a
limited expense account.’

w

. Stop reading promotion* that says “"We're
more number one than anybody.”

4. Take off for a football weekend without a
portable.

wn

. Refuse to work overtime again until you have
had five consecutive nights off.

6. Use WMT to reach Eastern lowa. National
reps: The Katz Agency.

*If you ever siarted.

R

(/)
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EFIVE FCC MEMBERS LIS'F SUBJECTS
THEY'D’ LIKE MOULDER TO COVER

e;: All hope Congress wull clurlfy mlent on: Commumcahons Acl'
.o Hyde, Ford=w11hho|d optn ons;: other commlsstoners speak up--

Although members of the FCC wear fur-
rowed brows - when they - talk. aboiit the
Moulder * committee investigation' (sched-
uled to . get underway in January), the

creases - in - their foreheads are not there .-

solely. becayse of. dread ant_tctpataon
Most-commissioners. haye- views on what

the: committee’ can, accomplish®in squaring -
their. activities with the facts of regulatory .

life.. All of theni have.béen- giving. much

thought to-. these subjects’ (therefore the .

furrows},’ ard. they hope that _out of the
fot;thcormng inquiry may come some bene-
ficial resulfs.

. To determine what the commissioners
would prefer to have the Moulder comrhit-
tee look into, BROADCASTING interviewed: all
the commissioners. Each had certain ideas,
although some were more extensive-in their
outlines than others. New Comr. Frederick
W. Ford excused himself from expressing
any opinion at this time. Comr. Rosel H.
Hyde_ agreed he had a number of things on
his mind but felt that he should not discuss
them all at present.

Basic attitude of the five commissioners
- is, the. hope that Congress will clarify the
intent of. the Communications. Act- and"its
amendments so. that the FCC knows ex-
actly what is meant. ’

For example, it is no secret that there are.
a number of commissioners who- "believe
that the no censorship provision’ of, the
Communications ‘Act (Sec.. 326) means that
the Commission should have nothing at all
to ‘'do about programming. .

But, there are others who feel, just as
strongly, that the public interest, conven-
ience and necessity alause of the Act (Sec.
307{a]) impels the Commission to look at
programming.

It is this sort of conflict in interpretation
that virtually all commissioners agree should
be clarified by an expression of Congres-
sional intent.

Here is a composite of the views of the
five commissioners:

® Protest rule (Sec, 309[a]). All the com-
missioners favor another Congressienal look
at this 1952 amendment to the Act. This sec-
tion permits interested parties to file pro-
tests against grants made without a hearing.
In too many instances, they feel, this pro-
vision has been abused. The law should'be
changed, it is felt, to give the Commission

more - discretion in establishing standing to .

protest and also the issues to be heard. It is
felt that court interpretations have incor-
rectly opened the door for these abuses. *

* Economics.. Congress should tell the

FCC once and for all' whether or not the-

- competitive impact of a new station on an
existingr station should play. a-part in FCC
deliberations. Only last March the Commis-
sion: ruled that it had no power to take
economic injury into.account. Two commis-
sioners,  however, voted against this *view.
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’ They' were Comrs Hyde and Robert s

Bartley.» .-

. Separation of functtons . Virtually
every commissioner, couples this section’of
the Commumcattons Acf,. also a. 1952
amendment,. with- the .word “ndtculous‘
The .strict construction of:.this’, clause is an

untenable'-posrttdn for the commtssmners,-.

it.is- feIt’ 'I'he.y cannot, some note, even ask
their "own: general—counsel for legal advice
in an adversary proceedmg Several - point
out- they’ may nots event talk- to examiners
about legal‘ or. procedura] problems in an
attempt to speed up- proceedmgs One com-
missioner referred to the *exalted” position
of examiners; another made the point that
examiners can almost “make” a case for one
applicant or another by the way they rale on

.procedural points.and evidence.

¢ Multiple ownership. Without specify-
ing what they think should be the answer,
four commissioners feel that .some - expres-
sion from Congress on what constitutes
monopoly would be helpful. In some views,
this is part of the larger, economic. picture.

It is coupled with the antitrust question.by.

many of the commissioners and with the
diversification issue by others.- !
- » Procedures. Here thrée commissioners
feel that -some”of the. requirements: of, due
process tend to add red tape and.delay the
expedtttous hand}mg\of appltcattons One
commissioner” expresses the - thought that
“too much. due process” is the: reason for
the’ Commission’s slow-moving activity, par-
ticularly ‘in comparative, cases.

e Station sales. 'As of now the Commis-
sion has no alternative but to approve an
application for the sale of a station if the
buyer meets statutory qualifications. Three
commissioners feel, however, that there
ought to be some criteria’ on which to
judge whether or not the transfers are in

_the public interest. There should be some

way by which the FCC can control who
the new owners are, one commissioner
states. Another thinks there should be no
limitation on the right to sell, but some
sort of hearing might be required to insure
some measure of local identity.

¢ Spectrum jurisdiction. Two commis-
sioners feel strongly that Congress should
gtve primary concern to the question of the
spectrum. Under the Communications Act,
the President allocates-the radio spectrum
between government and non-government
use. The FCC administers only that portion
of. the- spectrum assigned to private use.
While none expresses opposition to the idea

of the President having supreme athority,

it is considered -an unworkable conflict that
there is no single agency, or head, which ex-
ercises overall control:

¢ Common- carrier. Two ~commissioners
are exceedingly articulate. on-the question.of
the Commission’s- -policiés. regardmg the use
of common-carrier facilities' as agaihst. the

rnountrng demands by. pnvate users. to bl}}!d‘
and.operate: their: own- microwave systems

.» These are,.the major. facets: of sthe' Com-

mtsstons ‘thinking about: what" Congr&es
can do .to clarify and mterpret—-—and‘ 1f,

'\ need be, change. the Commumcattons'Act

LA

through legislation. - ; 5 @ O
Some’ of* the ' commissioners, are’ exphc1t-

. and “articulate. Chairman ‘John.C. Doetfer

thinks" there are two * primary. quest:ons

- which have to be settled by Congress.’ The

first is the questton of admtmstratwe
finality. The other is program revxew .

The _ chatrman called - attenttonq to- the_
number of. tv_cases” which have- been made
final by the - Commission ofly, to$be? i Te-
opened either. by virtue' of the provmons
permitting petitions for reconsiderationor
by court order. It is the cha1rmans v1ew
that only if new evidence is noted.or, some
significant overstght in the order. orin- the
procedure is found should a final’ order be
reconsidered. No court should be. allowed
to force the FCC to take into:account®a
stockholder death or a stock transfer, after
the final Commission actron M. Doerfer
declared.

- The. “no censorship” prov:smns of the
Communtcatrons Act are hard to reconcﬂe
with, the Commission’s practice reqmrmg
. program Treview at renewal tinie, .M.
Doerfer feels. Stations should be: requu'ed
to maintain a log, Mr. Doerfer said; so‘that
there is some record if a complaintis mdde

'or“rf a:new application is made™for” the

same facility—in the latter the program
performance of an existing station - might
be weighed against the program proposals

_of'the applicant, he points out.

This-is tied up, in the chairman’s mtnd,

_thf the license renewal terms.

He still feels—as he has publicly stated—
that licenses should be for an indeterminate
term. Thus, he reasons, the program fare
of an existing station would be of no con-
sideration except when an application is
made for the facility or if the Commission
finds that a review of the station’s steward-
ship is required. ) .

Close to Mr. Doerfer’s heart is his vigor-
ous belief that economics should play no
part in the FCC’s considerations. The Act,
he points out, specifically states that broad-
casting is not a common carrier service;
therefore, he feels it is strictly private
enterprise. He agrees, however, that there
have been calls for economic protection. In
fact, the courts have injected economics by
making this one of the standards on which
anyone—"‘newspaper or housewife,”. Mr,
Doerfer holds—can file a_ protest and be
assured of a hearing which serves no pur-
pose but to delay a broadcast service to’the
public. In this sense, Mr. Doerfer is also
eager to have Sec. 309(c) repealed or at
least revised,

Mr..Doerfer has an exphc:t program for
straightening out the spectrum uttltzatlon
problem. Thts is to have one authonty (an
agency like® the» Atortic’ Efergy’ Commig-

-sion) which -wonld -provide for both -govern--

ment -and -private use .of - the crowded.
spectrum.. The President. should. still- have
the final power Mr, Doerfer feels, but the
presetit dividéd authiotity” is- not- an efficient
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WHA_T'S NEW AT
WEBC?

Jugt gbout
EVERYTHING !

| ‘ *NEW RATINGS

A

9 Hooper and Pulse both agree. . ..
®  in the Twin Ports, it's WEBC. -
e .
- New August-September
. Hooper confirms August 1957
*NEw EQUIPMENT . PULSE to show WEBC with
at WEBC has all been re- ®  more listeners than all other
placed with the best avail- . i i
able. Our other equipment was ot DU‘h.lth Super:mr radio
dan]:?.ged by last year’s fire ° stations. Ratings show steady
__*_____,_______inf_”lg_tfl_s_"fie_rfc_eisirz'___. growth over the past two
e vears, and still going up.
*NEW 24 HOUR ’
OPERATION ®
with music, news and ®
patter. Results already Py
prove the value of this
extended operation. ®
________________; _______________ °
NEW' OFFICES o
e eimces have o - FIRST IN DULUTH & SUPERIOR
ranged for top efficiency. Rep. George -P. Hollingbery Company
Visit us whenever you ® o _
can. o 0o 0000000 0 0 0
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means of administering this valuable re-
source.

Comr. T. A. M. Craven, twice a com-

missioner, formerly chief engineer of the
FCC and for 12 years a private consulting
engineer, obviously has given much thought
to these questions. He is direct and specific
about what he would like Congress to
explain.

Basically, Comr. Craven feels broadcast-
ing should be utterly free of any com-
petitive restraints. This requires, he feels,
that Congress specify clearly that the Com-
mission must not take into account anything
remotely resembling the economic impact
of one station on another. This also re-
quires, he asserts, that the protest rule
must be revised. It also involves such other
problems as mutiple ownership limitations,
diversification and allied policies, he feels.

Another section Mr. Craven feels Con-
gress should explore—and set down guide-
lines for the Commission—is the antitrust
policy. Some elements in broadcasting and
in Congress have pressed the Commission
to take into account antitrust charges against
applicants—even though these have never
been litigated. If Congress feels the Commis-
sion should take these into account, it should
set out criteria—or direct the FCC to pass
this question and let the Department of
Justice and the courts handle it.

Mr. Craven feels that the provision
prohibiting censorship of programs should
be construed literally. If Congress has other
ideas, it should tell the Commission so, di-
rectly and unequivocally.

Another serious considération in Comr.
Craven’s mind is whether Congress agrees
or disagrees with the long-time FCC policy
to use wire where possible instead of the
radio spectrum, and to use common cafTier
facilities where possible instead of privately
owned facilities. Big business is now using
radio as an important tool in operations,
he points out, and it is imperative that
Congress express itself on policy here. Does
Congress want to maintain the common
carrier principle—"service to the entire
public both in congested and non-congested
areas,” or does it want to “stimulate com-
petition against the common carrier serv-
ices with private systems?”

Comr. Robert T. Bartley is another who
has given serious thought to Commission
policies and desires to see Congress tell the
Commission whether or not it is following
the intent of the law in its practices.

Comr. Bartley feels that it is necessary
for Congress to “reconfirm” what it in-
tended when it specified that broadcasting
is not a common carrier. This does not
mean, according to Comr. Bartley, that Con-
gress meant that broadcasting was to be
completely free and untrammelled.

Over the past few years, Mr. Bartley, a
former broadcast executive and at one time
an FCC official, has made it plain that a
particular concern of has is the buying and
selling of broadcast properties. He has al-
most invariably voted (mostly alone) in urg-
ing a hearing where a broadcast station was
being sold to a major broadcast or non-
broadcast entity. He is not against such
sales, he hastens to add, but he strongly
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feels that there ought to be more on the
record of these transfers.

Related to this in the Texas commis-
sioner’s mind is the question of how many
stations one person Or company may own.
He has no set position on this, he explains,
but he thinks it is a subject to which Con-
gress might address itself and tell the FCC
exactly what its feelings are.

And, Comr. Bartley feels, Congress must
set up once and for all exactly what the
FCC should do on the economics issue.
Should the Commission consider this, or
should it wash its hands of the whole thing?

An expression of Congressional intent
would be “damned” helpful, Comr. Robert
E. Lee feels, particularly in such areas as
station sales and the Commission’s common
carrier, and safety and special services.

The whole question of station sales and
the Commission’s jurisdiction should be ex-
plored, Mr. Lee feels. Not that there should
be any prohibition, but there should be
some way for the FCC to retain discretion
in the choice of new owners, Mr. Lee feels.

Perhaps, he hazarded, there might be a
way in which a hearing might be required
and criteria established which would ensure
some sort of local control—whether in
management or in ownership.

He also feels the Commission’s work in
the common carrier, and safety and special
services field is inclined to get lost in the
glamor of broadcasting. Congress can help
a lot by looking into this, he says.

Comr. Richard A. Mack expresses the
hope that Congress might look into FCC
procedures, with the view to eliminating
those which are being “used” to delay serv-
ice. He also feels that an inquiry into sta-
tion sales would be a good thing; Congress,
he ventures, might spell out some require-
ments which would make its intentions
more clear in this area. In Florida, he notes,
the statute on intrastate carriers provides
a list of standards to be met in mergers;
when a merger is submitted to the state’s
Public Service Commission and it meets
these requirements, a grant is automatic;
if not, the merger is denied.

CAB BOWS TO MOULDER POSITION

The special House Legislative Oversight
(Moulder) Subcommittee last week beat
down all but one objection by the Civil
Aeronautics Board to Congress’ absolute
right to see virtually anything it wants in an
independent agency’s files.

The showdown came last Thursday after-
noon during a 3%%-hour public hearing at
the Capitol—and constituted a virtual vic-
tory for the congressional unit.

The impact almost certainly will affect
the committee’s relations with the FCC—
although the FCC has taken no stand in op-
position to the subcommittee’s requests.

Left unresolved—but apparently acced-
ing to CAB Chairman James R. Durfee's
position—is the question of the sanctity of
a commissioner’s private papers—especially
as they relate to how he has voted on cases.

Mr. Durfee was the sole witness at the
jam-packed “show cause” hearing by Rep.
Morgan M. Moulder (D-Mo.) and his sub-
committee. The House group was established
as part of the House Commerce Committee
to look into independent agencies—includ-
ing the FCC, CAB, Federal Trade Commis-
sion, Securities & Exchange Commission,
Federal Power Commission and Interstate
Commerce Commission. It is operating with
a $250,000 budget.

During Thursday’s session, Mr. Durfee-

informed the committee that the White
House had directed him to relinquish all
information requested by the subcommitiee
concerning CAB dealings with the President.
The CAB earlier had taken the position that
its relations with the President were beyond
the reach of the House unit.

It alsc was brought out that the CAB
would turn over to the subcommittee all
correspondence and documents from other
agencies and government departments and
from senators and congressmen, even though
the writer of the letter or memorandum
might object.

The CAB also agreed to let the subcom-

mittee have staff memoranda and other notes
which up to now have been considered
sacrosanct and not for public view.

In the case of classified documents, it was
agreed the subcommittee would use its in-
fluence with the agency which instituted the
security stamp to reduce or eliminate the
classification.

The privilege of maintaining the privacy
of a commissioner’s own papers was main-
tained by Mr. Durfee through most of the
lengthy hearing. His point was that, like a
judge, the processes by which a commis-
sioner arrives at a decision on a case should
not be exposed to outsiders. This should
apply also, he stressed, to data and docu-
ments submitted to a commissioner by his
personal assistant.

The subcommittee did not press this point.

Only five members of the nine-man sub-
committee were present at last week’s open
hearing. They were Reps. Morgan M.
Moulder (D-Mo.), chairman; John E. Moss
(D-Calif.), Joseph P. O’Hara (R-Minn.),
Robert Hale (R-Maine) and John W, Hesel-
ton (R-Mass.)). They were joined by Dr.
Bernard Schwartz, chief counsel-staff direc-
tor.

The hearing was called when the CAB
announced it would withhold certain infor-
mation from the committee [AT DEADLINE,
Oct. 7]. This sparked a charge by Mr.
Moulder that the CAB was attempting to
dictate what the committee could see. He
also claimed the chairmen of all independ-
ent agencies had agreed at a luncheon to
hamstring the committee’s investigators.

At last week’s hearing, Mr. Durfee ad-
mitted the chairmen of six agencies (CAB,
FCC, SEC, ICC, FPC and FTC) had lunched
together at the University Club in Washing-
ton Sept. 26—but had come to no agreement
or “compact.” They had discussed “common
problems” relating to the subcommittee’s
requests, Mr. Durfee said.

Last week's hearing began with a state-
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... about the very real and very important role

WKY.TV plays in his life. Take news, for instance.
Oklahomans rely on WXY.TV’s fast, accurate,
state-wide reporting—as shown by the marked
rating superiority of WKY-TV news programs.
WKY-TV has earned a degree of loyalty almost b
unbelievable to anyone who has not been to Okla-
homa. This is reflected in a remarkable coverage
and share-of-audience story that will convince you
WKY.TV is your best buy. Ask your Katz man!

WKY-TV
OKLAHOMA CITY

THE WKY TELEVISION SYSTEM, INC.
= WKY OKLAHOMA CITY
WTVT TAMPA - ST. PETERSBURG

WSFA-TV MONTGOMERY
Represented by the Katz Agency
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THINKING AHEAD?

Rep. John B. Moss (D-Calif.), mem-
ber of the Committee on Legislative
Oversight, must be “loaded for bear”
as far as FCC Chairman John C.
Doerfer is concerned. At least three
times during the early stages of last
Thursday’s Moulder Committee hear- .
ing he addressed CAB Chairman
James R. Durfee as “Mr. Doerfer.”
He apologized when the error was
brought to his attention.

ment read by Mr. Durfee which justified the
procedures established at the CAB for
handling requests for information from com-
mittee investigators.

Key to the controversy, Mr. Durfee stated,
was Dr. Schwartz’ demand for “unlimited
access to all files, documents or communi-
cations.” Mr. Durfee also alleged Mr.
Schwartz threatened him personally.

In reciting what the CAB finally decided
to produce for the subcommittee, Mr. Dur-
fee said this accounted for *“99 and
44/100%" of all its data.

Mr. Durfee’s earlier position regarding
the sanctity of much of the CAB files was
rebutted by Dr. Schwartz, who submitted
a “memorandum of law” upholding the right
of congressional committees to virtually any-
thing they desire from other agencies of
the government. He referred to “historic”
rulings going back to early English law.
He suggested that congressional committees
are in the same class as grand juries or earlier
“grand inquests.” Dr. Schwartz is a profes-
sor of comparative law at New York U. and
a reputed expert on administrative law.

Taking up the cudgels for Dr. Schwartz’
position were Rep. Moss and Rep. Moulder.
Siding with Mr. Durfee were the Republican
members of the committee, Reps. O'Hara,
Hale and Heselton.

FCC Requests Conference
On Moulder Committee Letter

The FCC has asked the Moulder sub-
committee for a conference regarding the
committee’s letter to commissicners seeking
information on “honorariums, gifts, fees”
and other benefits they may have received
from companies or individuals in the in-
dustries they are supposed to regulate
[GoveanmENT, Oct. 14].

This was disclosed last week by Rep.
Morgan E. Moulder (D-Mo.), chairman of
the House Commerce subcommittee. The
FCC, Mr. Moulder said, has written a joint
letter over the signature of Chairman John
C. Doerfer, stating that it was impossible to
make meaningful and complete answers to
the questions raised in the letters.

Not only present commissioners were
asked for this information, but similar letters
were sent to networks, it was ascertained.

The House subcommittee has received full
and detailed information from the Civil
Aeronautics Board, it was announced by
CAB Chairman James R. Durfee last Thurs-
day. He made the announcement during the
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committee’s hearing on its right to request
and receive virtually all information in the
agency’s files.

Rep. John W, Heselton (R-Mass.), a mem-
ber of the subcommittee, reported that all
committee members were not apprised of
the decision to send out the letter. He at
first insisted that the letter and the answers
be made a part of the public record, but
withdrew the second part of the motion

_ when he was reminded that the committee

that morning had decided to hold the replies
in confidence.

The ire of Republican members was es-
pecially aroused at the questionnaire tech-
nique. At one point in last Thursday’s hear-
ing, Rep. Heselton demanded that Dr. Ber-
pnard Schwartz, the subcommittee’s own
counsel, be placed on the witness stand un-
der oath. At another point, Rep. Joseph P.
O’Hara (R-Minn.) exclaimed that this was
“a lousy thing to do. Never before has any
congressional investigating group started out
by assuming that everybody is crooked.”

Sen. Allott Says He Opposes
ASCAP ‘Monopoly’ in Music

Sen. Gordon Allott (R-Colo.) flatly op-
poses “the monopoly that ASCAP (Ameri-
can Society of Composers, Authors & Pub-
lishers) seeks in the field of music licens-
ing,” he told the NARTB Region 7 meet-
ing at Denver Thursday evening (see
NARTB regional story, page 94).

“Composers, authors and publishers
should be free to choose which licensing
organization will represent them just as
broadcasters should be free from the dic-
tates of a music monopoly and the exorbi-
tant terms that such a monopely would dic-
tate,” he said.

Sen. Allott voiced hope the duties of
broadcasters will be spelled ocut more clearly
in the matter of equal time and favored a
waiver of the libel laws in matters of politi-
cal broadcasts “over which you exercise nc
control.”

He favored amendment of present laws
to relieve small radio and tv stations from
overtime provisions of the Fair Labor Stand-
ards Act on a par with small-market news-
papers.

Initial Decisions Favor Grants
Of Tvs in Puerto Rico, Oklahoma

FCC Hearing Examiner Hugh B, Hutch-
ison issued two initial decisions last week
looking toward grants to the Department of
Education of Puerto Rico for a new tv sta-
tion on commercial ch. 3 in Mayaguez and
to Southwest Broadcasting Co. for a new tv
station on ch. 8 in Elk City, Okla. In the
former case there was a denial of the com-
peting application of Sucesion Luis Pirallo-
Castellanos.

Mr. Hutchison noted in the Puerto Rican
case that . . . the Department (of Educa-
tion) made a full evidentiary showing re-
specting its operation of WIPR (San Juan,
P. R) over a period of six years [which]
clearly . . . has been meritorious and in the
public interest.” In the Elk City case, the
competing application of Video Independent
Theatres Inc. was dismissed without prej-
udice on Sept. 9; Video received $900 as re-
imbursement for its out-of-pocket expenses.

Examiner Herbert Sharfman last week
issued an initial decision looking toward
granting North American Broadcasting Co.
a new am station (WMNI) on 920 kc with
500 w, in Columbus, Ohio. This decision
sets aside an Aug. 29 Memorandum Opinion
and Order which postponed the effective
date of the previous June 27 grant to North
American Broadcasting following a protest
by WBAA West Lafayette, Ind. This protest
subsequently was dismissed.

Tv Delays Evoke FCC Action

Further signs of FCC impatience with
broadcaster delays in building their tv sta-
tions were indicated last week when the
Commission wrote KBTM-TV Jonesboro
(satellite of KATV [TV] Pine Bluff, Ar-
kansas) asking that outlet to explain why
it should not lose its construction permit.

The permit was granted Jan. 12, 1955.
If KBTM-TV fails to apply for a formal
hearing on the matter within 20 days, it
will lose the permit.

KSLM-TV Salem, Ore., which secured
its construction permit Sept. 30, 1953, had
its extension request designated for a hear-
ing.

WHEREVER YOU GO THERE'S RADIO?

If you are a radic-astronomer (student of
astral and planetary radio signals) and want
to conduct your celestial studies under the
most peaceful and serene circumstances,
Green Bank, W. Va,, is the place, according
to the National Science Foundation, which
says the area is almost noiseless and prac-
tically free of man-made radiation.

The foundation has been looking all over
the country for the most suitable place for
radio-astronomists to practice their scien-
tific arts. Last week NSF held ground break-
ing ceremonies at Green Bank for the ih-
stallation of a $4 million observatory.

There, under the auspices of Associated
Universities Inc., which is under contract
to the National Science Foundation, ob-
servers one day will be able to study radio
waves emanating from outer space.

To maintain the almost utter absence of
man-made noise and radiation at Green
Bank, AU has asked the FCC to bar opera-
tion of any broadcast stations, except mo-
bile, within a 50-mile radius of the site.

AU also has asked the FCC to prevent any
tv operation on chs. 14, 53 and 54 within
a [50-mile radius of the radio-star gazing.
The use of these channels would interfere
with maximum reception of all-important
hydrogen waves which are transmitted to
Earth by “natural forces” in the stars and
planets themselves.

It appears that these hydrogen waves ra-
diate only on the space between 1,400-1,427
mc. This phenomena makes the band
uniquely reserved by nature for the scholars,
and they have asked the FCC for an ex-
clusive frequency assignment.
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FCC Readies Grant of Ch. 6
To KFDM-TV Beaumont, Texas

The FCC last week ordered its staff to
prepare documents granting the application
of KFDM-TV Beaumont, Tex., for ch. 6
there. But the FCC pointed out it reserves
its right “to reach a different result” before
issuing a formal! decision.

At the same time, the FCC denied the
competing application of KRIC Beaumont
(Beaumont Enterprise and Journal), which
claimed that KFDM-TV's financial ar-
rangements with W. P. Hobby (KPRC-TV
Houston, Houston Post) had disqualified the
winning station [GovERNMENT, Sept. 30].

FCC Denies KVIT (TV) Bid
To Move Transmitter Site

The FCC last week told KVIT (TV) Santa
Fe, N. M., that it could not grant without
a formal hearing KVIT’s application to move
its transmitter site from 2.8 miles north-
west of that city to 14 miles northeast of
Albuquerque,

In view of the great distance contemplated
between the station and the proposed trans-
mitter site, the FCC said it is concerned
whether KVIT would be able to provide
Santa Fe with satisfactory service. Comrs.
T. A. M. Craven and Robert T. Bartley
approved KVIT's application,

Allen Appointed USIA Head,
Succeeding Arthur Larson

George V. Allen, career diplomat and
former ambassador to Iran, Yugoslavia,
Greece and other lands, will take a recess
appointment as head of the U. S. Informa-
tion Agency succeeding Arthur Larson who
was named a special assistant to President
Eisenhower for overseas propaganda.

Mr. Larson succeeded Theodore C.
Streibert, former board chairman of Mutual
Broadcasting System, in November 1956,

His appointment must be confirmed by
the Senate.

FCC Grants Two Ams, Two Fms

The FCC granted cp’s for two am and
two fm stations last week.

Am grants were: Town & Country Broad-
casting Co., Remsen, N. Y., on 1480 kg, 1
kw day; and WIMC Inc., Hayward, Wis.,
on 910 ke, 1 w, day.

Fm grants were: Daniel Xavier Solo,
Qakland, Calif,, for a Class B station on
98.1 mc, 1.2 kw; and Ray Lapica, Riverside,
Calif., for a Class A station on 92.7 mec,
690 w.

Court Refuses WLOF-TV

The U. S. Court of Appeals last week
refused to stop WESH-TV Daytona Beach,
Fla. (ch. 2), from moving its transmitter
24 miles closer to Orlando and from in-
creasing its erp from 1.26 to 100 kw visual
along with an antenna boost from 320 to
940 ft.

The attempts to move and hike power
had been protested by WLOF-TV Orlando.
While the FCC had agreed to listen to the
complaint, it nonetheless let its approval of
the modifications remain in effect while
the court pondered the case.
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BETTER REPORTING STRESSED
AT PORTLAND, DENVER REGIONALS

Broadcasters found their claims to new
dignity challenged last week as the prob-
lems of electronic journalism were discus-
sed at length by delegates and speakers at
two NARTB regional meetings. The meet-
ings were held Monday-Tuesday at Port-
land, Ore., and Thursday-Friday at Denver.
Final meetings of the NARTB autumn
series will be held this week (story, page
95).

At Portland, Oregon’s Gov. Robert D.
Holmes charged that broadcasters, by and
large, are failing to do a good job of news
reporting (see page 138). His charges drew
prompt response from a panel discussion,
“New Dimensions of the Radio Newsroom,”
held following Gov. Holmes Monday lunch-
eon address.

Charles Herring, KING-AM-TV Seattle
news director, called for higher radio-tv
reporting standards and predicted broad-
casters will continue to gain more equality
with| newspaper reporters.

The subject of news freedom came up
again Thursday and Friday at Denver.
Howard H. Bell, NARTB assistant to the
president, said broadcasters can only im-
prove their journalistic ;position by uniting
to secure equal footing with newspapers,
He lauded Denver area broadcasters for
their contribution to news access, recalling
‘how their campaign had led to a ruling by
the Colorado Supreme Court overruling
Canon 35 of the American Bdr 'Assn., with
its ban on radio-tv court reporting, and
giving presiding judges the right to decide
if trials may be -covered by camera and
microphone, !

“News reporting is a profession and a
highly skilled one,” Gov. Holmes stated at
Portland. “Radio and television cannot cir-
cumvent good reporting by simply subscrib-
ing to another wire service and then letting
a good or sometimes not-so-good announcer
read whatever strikes his fancy to the listen-
ing and viewing public.” '

Defending the present news job that
radio (at least at their own stations) is now
doing, the Portland radio panel members
reported a variety of methods for achiev-
ing that result. Richard Dunning, KHQ
Spokane, Wash., declared that radio news

has “no peer, no competition” because “we”

can give the news as it happens.” He
pointed out that this entails the responsibil-
ity to see that the radio news report is
“accurate, timely. and honest.” Echoing
Gov. Holmes, Mr. Dunning said that this job
calls for trained newsmen,

Jack Matranga, - KGMS Sacramento,
Calif., reported that his station broadcasts
32 newscasts a day with the services of
only one staff newsman plus the AP radio
wire, the AP sports wire, an arrangement
with a morning newspaper for copies of its
local news stories and a new affiliation with
Don Lee-Mutual, made chiefly for access
to network news programs. KGMS is get-
ting a Volkswagen to use as a mobile unit
for further news coverage, Mr. Matranga
added.
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Robert Forward, KMPC Los Angeles,
said “speed and mobility” are the keynote
of KMPC’s news coverage. The station’s
three mobile units provide fast on-the-spot
coverage of local news events, he said, not-
ing that one of them is kept in the field
at all times except the late night hours to
keep motorists informed of traffic condi-
tions. National and international news is
given fresh slants by beeper phone calls to
all parts of the globe, Mr. Forward said.

The fourth panel member, Richard
Eimers of Associated Press’ Portland bu-
reau, said he has noticed an encouraging
trend in the city’s radio news reporting in
recent years, adding, “Perhaps it's that you've
made room for professional newsmen on
your staffs.” Good newsmen and good news
announcers are essential to a good local
news job, Mr. Eimers stated, wamning that
“no news service can cover your home
town for you.”

Richard M. Brown, KPOJ Portland, mod-
crated the Portland news panel. J. G.
Paltridge, KLX Oakland, Calif., was mod-
erator of another panel during the Monday
afternoon radio session, “Our Best Program
Idea.”

Mel Bailey, KEX Portland, described a
key evening program, Portland P. M., com-
bining music and human interest; and con-
taining such segments as “City Beat,”
“While Portland Sleeps,” “Night Life,”
“Back Stage” and others, as a program
with the essential ingredients of community
character and excitement, patterned to fit
the station’s personality. By recording
Christmas music sung by college and high
school choruses and choirs and played by
school orchestras and bands, KITI Chehalis,
Wash., secured program material for Christ-
mas Day that won for the station a larger
audience than for ordinary days “and every
minute of it sponsored,” Donald Whitman
reported.

A concept that a radio station is primarily
a salesman of cake mixes, gas ranges and
other articles purchased primarily by house-
wives led KBIG Avalon, Calif., at its in-
ception five years ago to adopt the policy
of middle-of-the-road musical program-
ming, Cliff Gill explained. By programming
the thousands of standard tunes thought to
appeal to housewives instead of the 10 or
20 most popular with teenagers, KBIG has
consistently ranked between fifth and eighth
in audience among the more than 25
Southern California radio stations, Mr. Gill
said, “and 91% of our listeners are adults,
with purchasing power.” Business was good
locally but not nationally, he reported, with
KBIG’s representative calling for a change
in program policy that would boost its
ratings. Instead, KBIG changed its repre-
sentative, and now its national sales are up
300%.

The growing importance of radio during
the evening as well as the daytime hours
was stressed Tuesday morning during a radio
session panel on “All Radio Time Is Good
Time.” Lew Avery, Avery-Knodel, reported

in Portland that in the highly competitive
New York market radio sets-in-use figures
are up for nighttime as well as daytime
hours and said that the problem is to find
the kind of programming to attract those
evening listeners. Bill Shaw, KSFO San
Francisco, urged radio broadcasters to get
bonus rates for special evening program-
ming, pointing out that a buyer who is sold
on a new program idea will be scared away,
rather than attracted, if the pitch is closed
with a cut-rate offer.

Lee Bishop, KORE Eugene, Ore., dis-
cussed techniques for selling radio time to
Main Street merchants, main source of busi-
ness for small market broadcasters, and
urged stations to have “practical rate cards,
designed to meet the requirements of the
retailer schedulewise and ratewise.” Rate
cards were also the theme of Art Moore
& Assoc., who reported the success achieved
by stations belonging to the Canadian Assn,
of Radio & Tv Broadcasters in Canada fol-
lowing the creation of a standard rate card
by that trade organization.

The employment of capable newsmen by
radio and tv stations also was urged by
Mr, Herring during the concluding session
of the Region 8 conference Tuesday after-
noon. Describing attempts by KING-AM-
TV to break down barriers erected against
camera and microphone, Mr. Herring pre-
dicted “continued progress on this prob-
lem in the coming five years.”

The proposed audit tv circulation study
on which the tv board of NARTB will vote
in Japuary was presented in Portland Tues-
day morning at a tv session by Thad H.
Brown Jr., vice president for television, and
Richard M. Allerton, research manager. The
consensus seemed to reflect an attitude of
watchful waiting rather than an immediate
action. Particular interest was expressed in
what the advertising agencies think of the
study and a pilot study of their reactions
was urged in advance of embarking on the
nationwide audit. Decision also was reserved
on the proposal to return the association’s
name to its original NAB, but the attitude
here seemed favorable to the change.

Resolutions proposed at Portland by a
committee chairmanned by Mr. Gill, and
adopted by Region 8, expressed the position
that the FCC should not act on the question
of toll tv in the broadcast bands without
direction from Congress and urged the
senators and representatives from the five
western states to study the matter carefully
and to direct the Commission not to act
pending a policy determination by Congress.
The group also pledged to support efforts
by national and state organizations to re-
move restrictions against broadcast cover-
age of public proceedings; importuned the
FCC not to make any basic changes in
allocations until the completion of the TASO
study, and urged all Region 8 broadcasters
to assume responsibility for informing Con-
gress and the public of the true facts about
music licensing and the broadcasters.

Thomas C. Bostic, KIMA Yakima, Wash,,
representing Dist. 17 on the NARTB radio
board, was host director for the Portland
meeting which was open to both member
and non-member stations from Washington,
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ATTENDING a KCMO-AM-TV Kansas City reception during the NARTB Region 5
meeting were (1 to r) Payson Hall, Meredith Publishing Co., radio-tv division,
Des Moines, and member of the NARTB Tv board; C. L. Thomas, vice president
and general manager of KXOK St. Louis; Ben B. Sanders, president and general
manager, KICD Spencer, Iowa, and NARTB host director (Dist. 10); E. K. Harten- |
bower, general manager of KCMO-AM-TV (Meredith station), and Todd Storz, |
Storz Stations, Omaha,

Oregon, California, Nevada and Arizona
and had a registration of 224, a gain of 10%
over the 1956 Region 8 meeting in San
Francisco. Assisting Mr, Bostic were two
other radio directors: J. G. Paltridge, KLX
Oakland, Calif. (Dist. 15), and Robert O.
Reynolds, KMPC Los Angeles (Dist. 16),
and two tv directors: C. Howard Lane,
KOIN-TV Portland, Ore., and Harold P.
See, KRON-TV San Francisco.

Addressing the Denver luncheon Friday,
Robert E. Eastman, president of American
Broadcasting Network, said station and net-
work executives “spend far too little time”
inspecting radio as a product and noted
a station manager can become so person-
ally attached to talent, he loses his objectiv-
ity with respect to performance.

“It is desirable at both the network level
and the local level for certain individuals
to keep themselves removed from too fre-
quent contact with talent in order that they

may be effective in their listening, criticiz-.

ing and improving,” he said.

Pointing out that radio is a mass medium
with 138 million working sets, Mr. Eastman
stressed that programming ‘‘requires pro-
gramming with the broadest possible appeal.”
Radio has multi-access to a variety of lo-
cations and is “beginning to gain some of
the stature it deserves among all media
because it is also ‘ambiactive’,” Mr. Eastman
observed.

“By ambiactive we mean that it is the only
single medium which can reach people
washing dishes, making beds, tending babies,
driving cars, getting a haircut or just sitting
on the beach.”

Broadcasters should make “full capital”
of these characteristics, appealing to the
majority of people and seeking high stand-
ards of showmanship, and must promote
and exploit their product to encourage
greater listening, he emphasized, because of
the constant new crop of individuals enter-
ing the listening stage. Mr. Eastman felt
people must be “sold and re-sold” on what
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broadcasters have to offer in the way of
entertainment and information. The appeal
must be right “for the time of day, the
people available and what we know most of
them are doing at the time.”

Radio broadcasters should be sure their
salesmen have “full knowledge” of the prod-
uct, according to Mr. Eastman, since as a
salesman can’t really sell effectively “unless
he can interpret the fundamental showman-
ship values of the programming.”

He urged the radio industry to “devote
greater energies to improving our program-
product,” and to remember the “continuous
necessity of selling showmanship rather than
statistics.” As the values of products are
raised “with continuous and careful inspec-
tion and criticism,” he concluded, a finer
radio broadcasting industry will result.

Broadcasters from seven mountain states
—Colorado, New Mexico, Utah, Wyoming,
Idaho, Montana and Western South Dakota
—attended the Region 7 meeting at the
Brown Palace Hotel in Denver, with pre-
registration of about 135, Host director was
George C, Hatch, KALL Salt Lake City
and NARTB District 14 radio director.
Other directors are William C. Grove, KFBC
Cheyenne, Wyo., for radio, and James D.
Russell, KKTV (TV) Colorado Springs.

Among topics aired were independent
vs. affiliated radio stations; development of
radio news and selective program ideas at
local levels; radio’s growth in the areas of
public service, advertising and civil defense;
pay tv, television allocations; the Television
Allocations Study Organization; the Tele-
vision Code, and channel assignments.

As in past regional meets, mountain state
broadcasters were sounded out on the pro-
posed all-industry tv circulation audit project
and the plan to change from NARTB back
to NAB after the first of the year.

Panelists on “Our Best Program Idea”
were John Schile, KGVOQO Missoula, Mont.;
lLee Fondren, KLZ Denver; John H.

Giguere, KCSJ Pueblo, Colo., and William
Shutte, KVOC Casper, News dimensions
were canvassed by John Henry, KOA Den-
ver; Rex Campbell, KSL Salt Lake City;
Cecil Heftel, KLIX Twin Falls, Idaho, and
Les Nichols, KLMN Denver.

The highlight of Friday morning’s ses-
sions was a debate between William Grant,
president-general manager of KOA Denver
(NBC affiliate), and David M. Segal, presi-
dent of KOSI Aurora (Denver), independent
outlet.

Dallas, Memphis Meets
Wind Up NARTB Series

The final week of NARTRB's annual series

_oof+two-day regional meetings begins Tues-

day at Baker Hotel, Dallas, winding up Fri-
day at the Peabody Hotel, Memphis.

Sen. Ralph Yarborough (D-Tex.) will ad-
dress the Tuesday dinner at Dallas. Arthur
A, Smith, vice president of the First Na-
tional Bank, Dallas, will address the Wednes-
day luncheon on the subject, “A Look at
What’s Ahead for Business.”

Rep. Oren Harris (D-Ark.), chairman of
the House Interstate and Foreign Commerce
Committee, will speak at the Friday lunch-
eon in Memphis. Frank R. Ahlgren, editor
of the Memphis Commercial Appeal, will
speak at the Thursday dinner. His subject
will be “First, Look at the South.”

NARTB President Harold E. Fellows will
address a joint NARTB-Kiwanis lunch at
Dallas Tuesday. His topic will be “Butter
on Your Watermelon.” Two “bull sessions™
will be held at Dallas. Robert Schmidt,
KAYS Hays, Kan., will moderate a small-
market discussion. Gus Brandborg, KVOO
Tulsa, Okla., will direct the large-market
session.

An agency panel at Dallas Wednesday
will have as its topic, “What Agencies Want
From Radio Stations.” Participating will be
Gene W. Dennis, Potts-Woodbury, Kansas
City; Larry DuPont, Tracy-Locke Co., Dal-
las; Monty Mann, Lowe Runkle Co., Okla-
homa City, and Jack Pitluk, Pitluk Adv.
Agency, San Antonio.

Panel discussions on programming, sales
and news will be held at Memphis. Taking
part in the program panel will be Frank
Gaither, WSB Atlanta; John W. Yacobs Jr.,
WDUN Gainesville, Ga.; Richard L. Bev-
ington, WBRC Birmingham, and Jack
Michael, WREC Mempbhis.

A radio sales discussion will include Fred
Berthelson, WTIX New Orleans; Robert E.
Evans, WELO Tupelo, Miss.; Harold Krel-
stein, WMPS Memphis, and Fred Watkins
Jr., KWKH Shreveport, La. The news panel
will include John Alexander, WFLA Tampa,
Fla.; John C. Cooper Jr., WIRD Tuscaloosa,
Ala.; Ted Rand, KDRS Paragould, Ark.,
and Stan Torgerson, WMC Memphis.

At Dallas, James A. Byron, WBAP-AM-
TV Fort Worth, and Bill Monroe, WDSU-
AM-TV New Orleans, will discuss broad-
casting’s right to equal access in reporting
public proceedings.

Alex Keese, WFAA Dallas, will be
NARTB host director at the Dallas meeting.
At Memphis the host director will be F. C.
Sowell, WLAC Nashville,
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AMST Supplies TASO
With Vhf-Uhf Data

The first all-inclusive measurement of vhf
and uhf signals—of the Wilkes-Barre Pa.,
area—was turned over to the Television Al-
locations Study Organization last week by
the Assn. of Maximum Service Telecasters.

The printed material comprises 117 pages
and 62 maps. Accompanying this report is
over a quarter-mile of strip charts on which
the measurements were recorded. The 60-
day study covered field measurements of
WBRE-FM on 98.5 me (uhf) and of WBRE-
TV on 559.75 mc (ch. 28) with receiving an-
tennas at 10 ft and 30 ft. above ground, and
with a mobile antenna 10 ft. above ground.
The measurements were made by AMST
mobile unit No. 2, which traveled more than
6,000 miles. The tests were taken on eight
radials with distances out to 30-87 miles.
Also included are some recordings of signal
intensities along arcs among these radials.

The information will be evaluated (it is at
present in raw form) by TASO Panel 4,
Propagation Data, and Panel 5, Analysis
and Theory. TASO was established at the
request of the FCC last year to analyze vhf
and uhf propagation and equipment.' It is
supported by NARTB, AMST, Electronic
Industries Assn., Committee for Competitive
Tv (uhf group) and Joint Council on Educa-
tichal Tv.

AMST was formed in mid- 1956 as an
orgamzatlon of ma]or telecasters, mostly
vhf Its main program is the undérwriting of
a series of signal intensity measurements,
for which it bought and equipped two mo-
bile units. In ccoperation with the FCC, it
established techniques and standardized pro-
cédures earlier this year, using Norfolk, Va.,
and Harrisburg, Pa., as testing grounds. The
unif which completed the Wilkes-Barre tests
is now checking the Madison, Wis., area.
Unit No. 1 is just completing a measurement
of the Baton Rouge, La., area, after which
it will move to Fresno, Calif. AMST has
spent close to $100,000 making these tests.

TASO Progress ‘Significant,’
Town Tells Panel at AIEE Meet

“Significant progress” has-been achieved
thus far by the Television Allocations Study
Organization, but “a great deal remains to
be accomplished,” according to a report
delivered at the fall general meeting of the
American Institute of Electrical Engineers
in Chicago.

George R. Town, executive director of the
industry organization, noted “a large amount
He cited
wave propagation measurements still to be
made in many areas.

Since last February, when TASO held its
first panel coordinating committee meeting,
thére have been 38 separate sessions and
questionnaires have been circulated to man-
ufacturers, broadcasters and tv servicemen
to gather needed data, Mr. Town reported.
He noted wave propagation measurements
and field performance surveys have been
conducted in some areas:

“A significant' step forward has been
taken,” Mr. Town claimed, “in the estab-
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HOWARD HEAD (r), consuliing engineer,
explains the meaning of a field intensity re-
cording strip to Lester Lindow, AMST
executive director (1) and Dr. George R.
Town, executive director of TASO (c).
Messrs. Lindow and Head officially turned
over to TASO the results of AMST's first
full-scale measurement of vhf and uhf sig-
nals in the Wilkes-Barre area.

lishment of standard methods for taking
field strength data at both uhf and vhf.” He
alluded to studies of uhf beosters and trans-
laters in New England and of “unusual”
vhf wave propagation effects in Virginia.

Robert M. Bowie,- research director of
Sylvania Electric Products Inc., chairman of
TASO Panel 5 (Analysis and Theory), told
the same tv and aural broadcasting session
Oct. 8 that. “the performance of TASO
in its task of providing means for predict-
ing the coverage of a potential. television
station will be bounded by the ability of an-
other panel (4) to predict propagation, The
other steps in the technical tasks of, TASO
appear reasonably amenable to solution by
the exercise of established scientific . and
engineering methods.” Mr. Bowie's panel
will prepare a report on technical findings of
TASO for submission, after review and
approval, to the FCC.

Tv and aural broadcasting sessions Oct.
8, during the week-long meeting at the
Morrison Hotel, also featured talks and
papers on tv station coverage, color and,
monochrome cathode ray tube tests, - video
tape applications, performance of uhf and
vhf tv transmitting and receiving equipment
and measurement of tv field intensities.

Robert W. Galvin, president of Motorola
Inc., challenged engineers to become the
“taste-makers of American society during
the electronic-atomic era.” He addressed the
opening session Monday. Dr. W. L. Everitt,
dean of the college of engineering, U. of
Illinois, was awarded AIEE’s Medal in
Electrical Engineering Education.

The meeting was held concurrently (Oct.
7-9) with the 13th annual National Elec-
tronics Conference and exhibition at the
Hotel Sherman, sponsored by AIEE, Insti-
tute of Radic Engineers, Illinois Institute of
Technology, Northwestern U. and U. .of
Illinois in cooperation with Electronic In-
dustries Assn.

Harold V. Gaskill, vice president of
Collins - Radio Co., addressed the opening
NEC sessicn, urging more basic research
in electronics.

..other seminar,

Chicago Agenda Set
By Promotion Group

Plans for the two-day convention anc
seminar of Broadcasters’ Promotion Assn.
to be helc Nov. 1-2 at the Sheraton Hotel
Chicago, v-ere nearing completion last week

Develo, - {er the supervision of Dave
Partridge. president and advertising
sales prom. & manager of Westinghous
Broadcastir.; Co., and Ell Henry, cotiven
tion seminar chairman and director o
advertising and promotion for ABC’s Centra
Division. the plans call for five semi
nar sessions in addition to luncheon anc
business meetings and the annual banque
on Friday night, Nov. 1. Elections will b
held at an afternoon meeting Nov. 2.

The convention will open Nov. | with ar
8:45 a.m. business session, followed by :
seminar on “Trade Advertising” with Jot
Zimmerman of WLBR-TV Lebanon. Pa.
as moderator and a panel of Theodore D
Mandelston of Henry J. Kaufman & Assoc.
Washington; Frank Brady, Ayleshire &
Cohen Adv.,, New York, and James Kiss
WPEN Philadelphia. This seminar will b
followed by a question and answer session

Speaker at the Nov. | lunch will be Ber
H. Wells, vice president and director of
sales and advertising for 7-Up Co., St. Louis
who will discuss “Gearing Advemsmg tc
Total Marketing.”

The second seminar session, at 2 p.Ir
will deal -with “Bffective On-The-Air Pro
motion.”™ Gene .Godt, WCCO-TV Minne.
apolis, will be moderator and the panel wil
consist of William J. Kaland, WBC; Wil
liam Walker, WFGA-TV Jacksonville, Fla.
and Alice Koch, KMOX St. Louis. An-
on “Sales Presentations—
How and -‘When to_Make Them,” is sched-

.uled at 4 p.m. with Charles.A. Wilson of

WGN-AM-TV Chicago as moderator. Panel-
ists include Thomas B. March, WWCA
Gary, Ind.; Harry Wilbur, WBBM Chicago;
Richard Hodgeson, ‘“Advertising Require.
ments,” and perhaps one other member.

Annual cocktail party is slated at 6:30 and
the convention banquet at 7:30 with Howard
Miller, WIND Chicago disc jockey who aiso
is on NBC-TV and CBS Radio, as m.c. for
a program featuring leading radio, television
and recording talent.

Fourth seminar session, starting at 8:45
a.m. Nov. 2, will deal with “Merchandising
—The Red Ink Invader or a Bugaboo?”
Paul 1. Woodland, WGAL-AM-TV Lan-
castet, Pa,, will be moderator and the panel
will include Bert Downing, KYW Cleveland;
Howard Meeks, WMAL-TV Washington;
Robert Kenny, WMT-TV Cedar Rapids, and
Keith Wilson WTTV (TV) Bloomington,
Ind.

Final seminar, at 10:30 a.m., will cover
“promotion cooperation with Agencies and
Syndicates,” with John Hurlbut, WFBM-
AM-TV Indianapolis, representing the sta-
tion viewpoint and Clyde Clem, Bomar-
Lawrence, Atlanta, speakmg for the agency-
syndicate side.

The Nov. 2 luncheon will wind up with
the seminar. A-business -session, sincluding
election of officers, will follow at 1:30 p.m.
and a meeting of the BPA board will be held
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“Stella” Award Winners

Presented by Northwest . ..
the nation’s leading broadcasting school

Qur tribute to those who have contributed
such outstanding efforts to
excellent television entertainment.

Northwest presents the “Stella’” award
annually resulting from a poll taken
from thousands of students

in every state in the country. Who could
be better qualified to reflect the
popularity of these stars than people
from every walk of life?

Yet, these “Stella” awards represent

far more than popularity alone! The people
polled were all students of Television,

well versed in the requirements of

good television programming and astutely
critical. These stars and programs are
tops in popularity—outstanding even

in the constructively critical eyes of the
students of their own media.

It is with pride that we announce the
1957 “Stella” award winners and
salute them by presenting these annual
acknowledgements of achievements.

PORTLAND, OREGON (home office)

CA 3.7246

1221 NsW. 21st Avenue 540 N.

for 1951

Playhouse 90
Best Hour or More
Dramatic Program
Alfred Hitchcock Theatre
Best Hglf-Hour
Dramatic Show
Dragnet
Best Personal
Dramatic Program
Father Knows Best
Best Fami:ly Situation Show
Cheyenne
Best Western Program
I Love Lucy
Best Situation Comedy Show
Red Skeiton
Best Comedian
Perry Como Show
Best Variety Entertainment
Lawrence Welk Show
Best Musical Program
$64,000 Question
Best Quiz and
Audience Participation Show

Person to Person

Best Public Affairs Program
CBS World News Roundup

Best News-Special

Events Program
Disneyland

Best Children’s Program
I've Got A Secret

Best Panel Program
Tennessee Ernie Ford

Best Daytime Show
Art Linkletter

Best Master of Ceremonies

Air Power
Best New TV Series

HOLLYWOOD, CALIFORNIA
1440 North Highland
HO 4.7822
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TRADE ASSAS.

CONTINUED

UHF station operators in the Midwest met Oct. 10 at Peoria, Ill., to discuss plans to
push legislation to remove the manufacturers’ excise tax on all-wave tv sets.
The program was outlined by John W. English, chairman, and Wallace M.
Bradley, executive director of Committee for Competitive Television. Seated
(1 to r): Benjamin W. Huiskamp, WKOW-TV Madison, Wis.; Jack Hoskins, WICS
(TV) Springfield, Ill.; Ben West, WTVP (TV) Decatur, Ill.; Jack Feldman, WKOW-
TV. Back row, Messrs. Bradley, English and Hal Phillips, WTVH (TV) Peoria.

at 3 p.m. The board also will hold a pre-
convention dinner meeting Oct. 31.
Seminar portions of the convention are
open to all radio and tv station promotion
managers and other station personnel, upon
payment of a registration fee. BPA business
sessions are restricted to voting members.

Ohioans Vote to Make it OAB,
Following Similar NARTB Plan

! Conforming to an industry trend, Ohio
Assn. of Radio & Television Broadcasters
has changed its name back to Ohio Assn. of
Broadcasters. Decision to make the shift
was announced Oct. 11 at the association’s
meeting in Columbus. The step conforms
to a plan by NARTB to change its name
back to NAB (National Assn. of Broadcast-
ers) at the end of the year.

The Columbus meeting included separate
radio and tv sales sessions. News and film
topics were discussed in the afternoon.

Ralph Jackson, commercial manager of
WAVE-TV Louisville, told how “the oldest
continuous radio advertiser in history,
Greater Louisville First Federal Savings &
Loan Assn., added tv and grew from a $26
million to $85 million institution in eight
short years.” He said this growth was in the

face of competition by older institutions in

the field. The savings-loan firm started in
1915 as a $25,000 organization.

“Through consistency in using news-
papers and radio—which the firm is con-
tinuing—Greater Louisville grew from 1915
to 1949 into a $26 million institution,” Mr.
Jackson said. “In the last eight vears,
Greater Louisville tripled this amount by
the addition, first, of WAVE-TV and then
18 months later, WHAS-TV.”
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He said the firm uses a daily weathercast
and announcements in Today on WAVE-
TV, news on WHAS-TV and a series of
“savings post” announcements on the
WHAS-TV T-Bar-V children’s program.
Special promotions were used in 1956 when
the $70 million mark was reached and are
used to offset withdrawals when semiannual
dividends are paid. The firm’s budget is
60% tv, 20% radio and 20% newspaper,
Mr. Jackson said.

Arnold Thompson, advertising manager
of Dodge Div., Chrysler Corp., discussed
Dodge advertising policies and urged broad-
casters to keep in touch with dealers (see
OpINION, page 139),

Oregon Broadcasters to Cover
Special legislative Session

Oregon State Broadcasters Assn. will
cover the spectal session of the state legis-
lature starting QOct. 28 with a nightly (9-
9:30 p.m.) Report From Salem (Oregon’s
capital) over a special statewide network.
During the last session of the Oregon Leg-
islature, OSBA’s Report From Salem ran
13 weeks and was carried by nine stations.
A minimum of 12 is expected to broadcast
the new series.

Plans for the legislative coverage were
announced by Frank Flynn, KFLY Corvallis,
chairman of the OSBA special services com-
mittee, at a special business meeting held
Oct. 13 in Portland, preceding the NARTB
Region 8 meeting last Monday and Tues-
day. Dave Hoss, KSLM Salem, OSBA pres-
ident, presided at the afternoon session
which was attended by more than 75 of the
state’s broadcasters, representing 65% of
Oregon’s radio and tv stations.

—

500 Advertiser, Agency Execs
Expected at Chicago TvB Meet

The third annual membership meeting of
Television Bureau of Advertising will be
held Nov. 22 at the Sheraton Hotel in Chi-
cago, officials announced last week.

Some 500 advertiser and agency execu-
tives are slated to attend a 9:30 a.m. ses-
sion, preceding the membership meeting,
to see the bureau’s new Cellomatic presen-
tation, “The Vision of Television—1958,”
which already has drawn large audiences
in Los Angeles and San Francisco.

A meeting of the TvB board will be held
Nov. 21, also at the Sheraton.

While disclosing plans for. the. member-
ship abd board meetings, TvB also reported
that during the past eight weeks it has made
presentations and sales calls at meetings
with 310 individual advertisers, advertising
clubs, agencies, regional business groups,
conventions and broadcasters’ meetings.

These meetings and presentations, Presi-
dent Norman E. Cash explained, are part
of TvB’s program of “carrying the tele-
vision business story directly to the public”
as well as to advertisers and agencies,

Mr, Cash, setting the pace, has spoken
in the past two months before TvB confer-
ences in Los Angeles, San Francisco and
Baltimore, at NARTB meetings in Schenec-
tady and Kansas City, and before advertiser
and agency groups in Detroit and- Lansing,
Mich., and is slated to appear before the
Assn. of National Advertisers meeting in
Atlantic City at the end of this month.

George Huntington, sales development di-
rector, addressed the Radic & Television
Research Council in New York and the
Adv. Federation of America convention in
Memphis, and will speak next month at the
Industrial Audio-Visual Exhibition and the
Assn. of Advertising Men and Women, both
in New York. Halsey Barrett, director of
national sales, conferred with advertisers
in four cities and made major presentations
to two broadcaster and two advertiser meet-
ings. William Colvin, station relations di-
rector, has appeared before both advertiser-
agency and station groups, and Howard
Abrahams, director of retail sales, completed
a tour in which he worked with department
and specialty stores in Chicago, Los Angeles,
San Francisco, San Jose and Portland, Ore.

Art Directors Plan Visuval Show

Plans for the 1958 Visual Communica-
tions Conference and the 37th annual Ex-
hibition of Advertising & Editorial Art and
Design, sponsored by the Art Directors Club
of New York, are beginning to take form.

The ADC last week set the date of the
Conference for April 2-3. The exhibition will
be held at New York’s Waldorf Astoria
Hotel April 1-10. At the same time, ADC
President Walter Grotz, art director at
Marschalk & Pratt Div., McCann-Erickson
Inc., designated Paul Smith, president of
Calkins & Holden Inc., as the chairman of
next year’s conference, Victor Traoff, art
director of William Douglas McAdams
agency, will supervise the annual exhibition.
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You Can’t Sell ’Em If You Don’t Reach 'Em
and WJAR-TV Reaches More Of 'Em

in The Providence Market
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SUMMARY DATA*. !
CALL TELEVISION MONTHLY WEEKLY
LETTERS HOMES COVERAGE COVERAGE
WIAR-TV 1,186,410 593,890 539,130
STATION B 706,140 448,390 430,370

.- BROADCASTING

*WIAR-TV Area Per
NCS No. 2, 1956
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e TAUNTON

Massachusetts

WJIAR-TV e
/7 PROVIDENCE

. . NEW BEDFORD
FALL RIVER
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Y*WJAR-TV

CHANNEL 10, PROVIDENCE, R. I,
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Represented by Edward Petry & Company, Inc.
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FILM

LOEW’S SEES BIG FUTURE IN TV

® Vogel group retains control of MGM, MGM-TV parent firm

@ Victor in power showdown poeints te progress in television

With the fight for control of Loew’s Inc.
over—at least for the present—the company
is ready to “move vigorously” toward be-
coming a major factor in the television
industry. That’s the word from incumbent
President Joseph R. Vogel. who Tuesday
won a solid victory over insurgent investors
headed by multi-millionaire roadbuilder
(Consolidated Truck Lines Ltd.) Joseph
Tomlinson and independent tv producer
(Dragner) Stanley Meyer. Hovering in the
background: ousted, 72-year-old former
MGM chief Louis B. Mayer, who reportedly
seeks to return to the studio as “consultant.”

Though declining to issue any “victory
statement,” Mr. Voge! predicts a bright
future for the studio’s ever-expanding tv
operations. He points to the fact that MGM-
TV, its subsidiary, is solidly in the black
at a time when the parent corporation,
sapped by months of “harrassment” and
“villification,” is fighting for survival in the
financial jungle. Last Tuesday’s special
stockholders meeting was called to deter-
mine proper ownership of the giant corpora-
tion.

Loew’s owns not only the movie-produc-
ing MGM studio, but also WMGM New
York and has part interest in KTTV (TV)
Los Angeles, KMGM-TV Minneapolis and

WFGA-TV

KTVR (TV) Denver. Mr. Vogel does not
presently envision expansion along lines of
station ownership. But where Loew’s will
burgeon is in tv production. Through its
subsidiary, MGM-TV, it produces com-
mercials and tv film series, leases out its lot
to independent tv producers and distributes
its pre-1948 film library to tv stations.

In a post-mecting “progress report,” Mr.
Vogel noted that to date the library had
been placed in 71 of the top U. S. tv mar-
kets and last week was contracted to place
the films in “the last top three markets,”
Pittsburgh, Cleveland and San Francisco. It
also has sold its first tv feature series, Dashiell
Hammett's The Thin Man (now on NBC-
TV under Colgate-Palmolive sponsorship)
to the BBC. and is ready to screen to
agencies the pilot films of its new tv series,
Min & Bill with Peggy Wood and Chill
Wills. Presently being “piloted” are two
other potential network series, Northwest
Passage and Jeopardy. Using the MGM lot
are California National Productions, an
NBC subsidiary, for its new Union Pacific
tv series, and Robert Enders Inc., Washing-
ton, now filming The Best From the Satur-
day Evening Post.

Television figured strongly in the day-long
proxy battle that culminated towurd evening

TREAT>

Treat Yourself to “Jaxie’s”

Great $1%2 Billion Market.

Basic NBC Affiliation

Represented by
Peters, Griffin, Woedward, Inc.

Channel 12

Page 100 ® October 21, 1957

Jacksonville, Florida

with an 8-to-1 victory by the Vogei forces.
The principal issue at stake was Mr. Vogel's
call for an enlarged board of directors—
from 14 to 19—to dilute the opposition
forces of Mr. Tomlinson and associates,
who together held six seats, as opposed to
the four-director Vogel faction. The 1,100
stockholders in attendance—by voting 3,449,
446 to 519,435 shares—rebuffed the Tomlin-
son group’s attempt to wrest control from
Mr. Vogel and associates.

The newly-enlarged board gives Mr. Vogel
the 13-to-6 working majority he sought to
pull Loew’s out of 'its depression and frees
him "“to run the company the way I had
been hoping to” since he took over a year
ago. Mr. Vogel and his colleagues main-
tained that the “incessant” sniping and
“hamstringing” by the Tomlinson faction
had made running Loew’s “impossible.”

Among those elected to the board were
BBDO Vice President Francis W. Hatch;
former ABC and AB-PT executive Robert
H. O’Brien (recently-elected Loew’s financial
vice president), Random House Publisher
Bennett Cerf; Gen. Omar N. Bradley (USA-
ret.), and former U. S. Attorney General J.
Howard McGrath. One of Mr. Vogels
proposed directors, long-time MGM ad-
ministration head Benjamin Thau, was de-
feated, and a Tomlinson backer, former
Paramount Pictures Corp. executive Sam
Briskin. was elected as the 10th new direc-
tor. The latter reportedly was slated to take
over the company had the insurgents won.

In defending his vyear-old record as
Loew’s chief, Mr. Vogel cited among other
accomplishments the “going tv department”
in Hollywood which now serves “some 50
advertisers”; the 350 million accrued from
lease-back to television of old MGM theatri-
cal features (“quite an accomplishment when
you stop to realize that we were once offered
$38 million for outright sale of these film
properties”), and its station interests in
Hollywood, Denver, Minneapolis and New
York.

During the meeting, Mr. Tomlinson
denied a charge by Loew’s that Stanley
Meyer’s sole intention was to become the
head of MGM-TV. He claimed that earn-
ings from tv rentals had “been dissipated”
by “mismanagement” and that the KMGM-
TV investment by Loew’s was “so bad” that
the “other 75% went for $650,000.” Mr.
Tomlinson referred to the recent acquisi-
tion of KMGM-TV by NTA Film Network.
Mr. Vogel in turn noted that Loew's
25% interest in KMGM did not come
about through a cash purchase but through
an exchange of the MGM film library.

Queen Film Shuttled to Britain

CBS Newsfilm coverage of Queen Eliza-
beth II's North American tour is being
flown to Britain so that the Queen’s own
subjects can see what is happening in Amer-
tca on the full network of the Independent
Television Authority in London and on five
other interconnected stations throughout
Great Britain. The film is flown in two or
three hops daily to keep coverage up-to-the-
minute. CBS film also is being furnished to
subscribers in Australia and Canada.
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In Sponsot Magazine's first annual TV.Radio trade paper advertising
competition, WW] won the first place award in its classification. The
winning campaign, “Put Your Money Where the People Are,” had
already aroused much interest among agencies and advertisers.*

Just as WW]J knows how to sell itself, the station knows how to sell
your product—with sales-minded personalities, more enjoyable music,
superior news and sports coverage, substantial promotion and mer-
chandising.

Judge for yourself. Put your money where the people are ... on WW]J,
all day, every day.

Hit Your Real Michigan Target

* Associate station WW TV wen a Meritorions
Award for its “ Believability” campaign in the
same contest.

Seventy per cent of Michigan’s
population  commanding 75
ber cent of the state’s buying
power lives within WWJ['s
daytime primary area.

BROADCASTING

WWJ RADIO -

WORLD'S FIRST RADIO STATICN
Owned and operated by The Detroit News

National Representatives: Peters, Griffin, Woodward, Ine.
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FILM conminuen

Warner Bros. Plans to Expand
Weekly Tv Programs to 5 Hours

The westward swing of television pro-
duction was given further impetus last
Wednesday with the announcement by
Warner Bros. President Jack L. Warner
that his studio’s tv film production will be
doubled and continually expanded. WB
plans to have five hours weekly of tv pro-
gramming on the air by next June 1 as
against the present two-and-a-half hours a
week.

According to Mr. Warner, he has made
expansion a crash program at WB. He
bases his action on the “gratifying public
reception” to its three current ABC-TV
shows, Cheyenne (General Electric Co., alt.
Tues., 7:30-8:30 p.m.), Maverick (Kaiser
Industries Corp.-Kaiser Aluminum & Chem-
ical Corp., Sun., 7:30-8:30 p.m.), and
Sugarfoor (American Chicle Co., alt. Tues.,
7:30-8:30 p.m.}, A fourth WB show, Colt
.45 was scheduled for its first airing this
past Saturday on ABC-TV, 10 p.m., under
sponsorship of Campbell Soup Co.

“The possibilities for television motion
pictures,” noted Mr. Warner, *“are limitless
and Warner Bros. is prepared to meet their
maximum potential.” Within the next 30
days, he hinted, “important agreements”
with several sponsors and their agencies
“are expected to be concluded.” He did
not specify what type of programming or
which advertisers are in negotiation.

Mr. Warner also said that “within 90
days,” WB’s new $1 million tv operations
building, begun last July (said to be the
worlds most modern and completely
equipped tv center of its type) will be open
for business [FiLM, July 15], Already com-
plete is the conversion of Stage 22 into
three 11,000-sq.-ft. stages now in use for
tv production.

Meanwhile, Warner Bros. confirmed re-
ports last week that it had given dismissal
notices to about 45 employes in the pub-
licity and advertising departments of both
its home offices in New York and on the
West Coast. Mr. Warner described the move
as part of a plan “to streamline every phase
of the company’s global operations.”

Lowendahl Named Transfilm Head

Walter Lowendahl, a former president
of Film Producers Assn., New York, and a
co-founder of Transfilm Inc., has been ap-
pointed president of Transfilm, according
to William Miesegaes, chairman of the
board of directors and former president.

MR. LOWENDAHL MR. PALMA
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FILL-IN ON PHILIP

Screen Gems, New York, an-
nounced last week it has prepared a
special I15-minute tv film program,
The Man Behind the Queen, detail-
ing the life of Prince Philip, Duke
of Edinburgh, for showing during
Queen Elizabeth’s visit to this cotin-
try. SG, which has sold the program
in 12 markets up to last Thursday,
created the program from film footage
from various sources.

Michael A. Palma, treasurer, was named
executive vice president, the position for-
merly held by Mr. Lowendahl. .

Four Star Adding Five Directors

Four Star films has signed four directors
of non-exclusive, multi-film contracts and
is negotiating with a fifth, according to
Dick Powell, Four Star president, and Frank
Baur, vice president in charge of produc-
tion. Robert Florey, who has directed more
than 30 Four Star Playhouse programs, has
contracted to direct a total 10 segments
of the Alcoa-Goodyear Turn of Fate series
on NBC-TV and Dick Powell's Zane Grey
Theatre series sponsored by General Foods
on CBS-TV. John English, having com-
pleted two directorial stints on the Zane
Grey series, has been signed to do five
more. Tom Carr and Dan McDougall have
been assigned as alternate directors of Four
Star’s new Trackdown series on CBS-TV
with Sacony anad American Tobacco Co.
as sponsors. Negotiations are under way
with Alvin Ganzer, who directed 10 Four
Star Playhouse segments, to do that many
Zane Grey and Alcoa-Goodyear programs.
Four Star’s current production program of
$6.4 million is the largest in the company’s
history.

New Tv, Industrial Film Unit
Formed by Lawrence Productions

As part of a long-range expansion pro-
gram, Robert Lawrence Productions Inc.,
New York, last week announced the forma-
tion of a new affiliate, Lawrence-Schnitzer
Productions Inc., Hellywood, to serve as a
producing arm for television and industrial
films on the West Coast. g

Robert Lawrence, president, reported that
Gerald Schnitzer, a motion picture producer,
director and writer for 17 years, has been
appointed vice president of Lawrence-
Schnitzer and will head the operation. The
new company, Mr. Lawrence said, is the
fifth branch or affiliate acquired by RLP
since 1954 when the expansion program
was started to provide clients with “one-
stop” film service. The company today has
main headquarters and studios in New
York, a production company in Canada, an
animation affiliate in New York, an indus-
trial and special effects division in New
York, an animation affiliate in Hollywood
and now a production company in Holly-
wood.

Guild Reports New Income High

A net income of $616,473 after taxes
for the first nine months of fiscal 1957,
ending Aug. 31, was reported by Guild
Films Co. and announced last week by
Treasurer George J. DeMartini. It is equiva-
lent to 40 cents per share. The company
claims this marks a new peak in its finances.
The gross income for Guild in the first
nine months this year was $5,631,012 ag
compared to the 1956 figure of $3,603,-
924.51. In the first five years of its ex-
istence, Guild Films has accumulated a
total of 20 programs which the company
distributes, as well as two cartoon series
and a recently-acquired RKO short films
library.
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FILM SHORTS

FILM SALES

Screen Gems has announced that CMBF-
TV Havana, Cuba, purchased Circus Boy
and All Star Theatre, both Spanish dubbed.
SG also reported sale of eight programs to
Australian television. HSV Herald-Sun Tele-
vision, Melbourne, and TCN Television
Corp., Sydney, bought Circus Boy, Casey
Jones, Ranch Party, Top Plays of 1957 and
77th Bengal Lancers and renewed The Ad-
ventures of Rin Tin Tin, Father Knows Best

and Al Star Theatre. SG also reported sale’

of six half-hour and quarter-hour series to
Rediffusion Hong Kong. Transaction covered
The Adventures of Rin Tin Tin, Jungle Jim,
The 77th Bengal Lancers, Tales of the Texas
Rangers, Circus Boy and the Paiti Page
Show. Firm reported Swedish-government
tv system, A. B. Radiotjanst, has bought
Circus Boy and Scrappy and Krazy Kat
cartoons and has renewed Jungle Jim.

Trans-Lux Television Corp., N. Y., reports

sale of Trans-Lux Encyclopaedia Britannica
film library to WSUN-TV S§t. Petersburg,
Fla., bringing total number of markets for
series to 50.

Lew Kerner Productions, Hollywood, re-
ports that sales on its 4 Minute of Prayer
film series have been made to more than
50 stations. Series is distributed by C & C
Tv Corp.,, N. Y.

RANDOM SHOT

F. H. McGraw & Co., N. Y. (engineers and
constructors), reports it is offering nearly
2,000 feet of 16 mm color film, taken on
heavy construction projects. It is available
for tv commercials and other commercial use
without charge. Footage, including earth
moving, railroad building, stee! and heavy
machinery erection, large concrete pourings
and general construction shots, is documen-
tary produced by Coleman Productions,
N. Y.
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MANUFACTURING

Radio Shipments for Jan.-Aug.
Show Gain Over ‘56 Period

Shipments of radio sets from factories to
dealers showed a marked gain for the first
eight months of 1957, totaling 4,788,006
sets compared to 4,491,795 in the like 1956
months, according to Electronic Industries
Assn. (formerly RETMA). August shipments
to dealers totaled 769,770 radios compared
to 579,102 shipped in August 1956. Radio
shipments do not include auto sets, which
move directly to the automotive industry.

Shipments of tv sets in the first eight
months of 1957 totaled 3,460,100 units
compared to 3,761,116 in the same 1956
period. August tv shipments totaled 490,849
sets compared to 535,936 in the same month
a yeuar ago.

Slowness of Color Tv Market
Holding Back Motorola—Galvin

Motorola Inc., Chicago-based electronics
manufacturer, may find itself hard pressed
to reach a goal of $400 million volume by
1960, partly because of the failure of color
tv to emerge in the mass market.

This intimation was made by Robert W.
Galvin, Motorola president, in 4 talk before
the Investment Analysts Society of Chicago
Oct. 11. At the same time he reported sales
and earning figures for the company.

“Color tv is not taking off the ground as
expected and still continues to be a luxury
item,” he said, adding that it will not reach
the mass market until prices come down to

the $300-$400 level. All tv set sales for
Motorola the first nine months of 1957 are
slightly below the same period for last year,
he reported.

During the third quarter ending last Sept.
30, Motorola reported sales of $60 million
compared with $60.8 million in 1956, while
earnings after taxecs werec approximately $1.9
million (about $1 per share) as against $1.7
million (91¢ a share) for that quarter last
year. Nine-month sales are expected to ex-
ceed the previous high of $162,689,182 set
in 1956. Full-year sales should hit $235 mil-
lion, according to Mr. Galvin.

While tv is down for the first nine months,
sales of two-way radio communications and
microwave relay systems, transistors, car
radios and phonographs are up, and home
radios and military electronics about even
with last year.

Four Appointed to RCA Posts

Appointment of four RCA exccutives to
new posts in distributor products merchan-
dising, RCA Electron Tube Div., Harrison,
N. 1., was announced last week by Harcld
F. Bersche, manager of merchandising.
Those named and their new posts are
Joseph T. Houlihan, manager, merchandis-
ing-entertainment tubes; Joseph E. Kelley,
manager, merchandising-industrial tubes and
semiconductors; Joseph J. Kearney, man-
ager, merchandising-parts and equipment,
and Gerald G. Griffing, manager, merchan-
dising coordination.

&

THE prototype table model home tele-
vision set (above) utilizes new thin
tubes developed by Kaiser Aircraft &
Electronics Corp. Only 25 inches
thick, the tubes currently are in pilot
production for military operations
and, according to Kaiser, neced only
refinements of the glass envelope for
mass production “to make space-
saving television a reality.” In addition
to their space-saving potential, the
thin tubes would offer the additional
advantage of a television picture on
both sides of the screen. The model in
the photo is mounted atop a conven-
tional receiver and was shown by
Kaiser at an Army-Navy Instrumenta-
tion Program Symposium in Los An-
geles Oct. 15.

Complete M .G.M Library
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NETWORKS

Nighttime Television Viewing Up
Despne-Crmcnsm, Says Sarnoff

,NBC ‘President “Robert W. Sarnoﬁ' last
week *challenged *the contention that some
critics’: dissatisfaciion ‘with : television’s new
fall.programming *is simply'a’ reflection of
public dissatisfaction.”

While he, estimated that “this season’s
télevision shows:.on all the networks are
receiving more unfavorable than favorable
comment” from critics, he also cited a
Trendex report showing that total night-
time tv viewing this fall again shows an
increase over last fall. He. said the study,
based on measurements for.the first week
of October in each year, showed 5% more
nighttime viewing this fall.

He also called attention to a Psycho-
logical Corp. survey, made in April and
May, in which three out of four respondents
said they were watching as'much or more
television than they were a year ago and
eight out of ten thought the programs were
as good as or better than a year ago. He
said this becomes especially important “be-
cause of the manner in which opponents
of free television seized on the dud season
complaint and twisted it to their own uses.”

Mr. Sarnoff also cited many programs of
recent weeks which, while he acknowledged
that not all were “great or flawless,” never-
theless offered “many moments of exciting
entertainment, of vivid sports drama, of
penetrating personality close-ups, of live
reporting of history as it was being made.”

But he said this is no cause for “com-
placency”:

“Nc broadcasting executive of my ac-
quaintance feels that the level of American
;elevision entertainment has reached its

pex or that we can be content simply be-
cause our audience continues to grow. Some
of NBC’s new shows this fall, even though
they drew healthy audiences, have been
disappointing toc me. The need for im-
provement in production and writing and
casting was in several cases quickly appar-
ent. The program department did not have
to wait for any critical appraisal to suggest
appropriate changes after certain pre-
mieres, but the airing in print of show
shortcomings probably goaded everyone
concerned into swifter action.”

He said he thought every series “can be
improved during the course of a season”
and “that’s the job we're busy on now.”

‘Mr. Sarnoff noted that a show's first ap-
pearance “does not necessarily reveal the
character that it will have for the next 51
weeks.” He said: “If I could borrow from
[columnist] John Crosby and introduce a
new Crosby's Law for Broadcasting, it
would be that all reviewers should look at
a first show and then a fifth show and then
a tenth ' show before delivering a ﬁna
verdict.”

i

CBS Radio Sets New Crosby Show

Another signpost of network radio’s re-
turn to “big name” programming was seen
last week when CBS. Radio announced that
Bing Crosby will. star in. a - music-comedy

. show: onthe network (Sun. 7:30-8-p.m.), .

‘starting "Oct. 27. The program will be re-
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corded in Hollywood during the week of
the broadcast and will feature Mr. Crosby
and weli-known "guest slars The ‘program
will follow the Jack Benny Program and
is an addition to Mr. Crosby's current Ford
Road Show, also on CBS Radio. Early last
week Mutual announced that Kate Smith
had been signed to a regular series (see
this page). . P

NABET Plans to Ask ABC NBC
For Work Week of 35 Hours

ABC and NBC will be asked to provide
a 35-hour work week and uniform industry
pension benefits, plus pay boosts commen-
surate with “the riSing cost of ¢ hvmg when
they start contract negotlanons »with ¥the
National Assn. of Broadcast Employes &
Technicians (NABET) inext’ January

These goals were ,restated by . NABET_

after a weelc—long conference of its.contract
presentations commlttee in New \York ‘the
past fortnight. The *terms were outhued by
George W. Smith, the’ umons mternatlonal
president. NABET's - negonatmg team,
headed by G. Tyler .Byrne, international ex-
ecutive vice president,” will meet: with . net-
work representatives on 'a new ithree-year
pact in Boston, Jan. 6, 1958. wL

The union previously indicated it will
insist on “nothing less than a just share of
network savings and profits,” because of
rising living costs and “sweeping techno-
logical changes,” and will oppose ancther
long-term contract with a “crumbs from
the table” settlement [PERSONNEL RELA-
TIONS, Sept, 2].

Francis Kept Off Wallace Show
NBC last week notified Aflene Francis,

who is featured weekdays “on -NBC-TVs-

The Arlene Francis Show that she could not
appear for a'scheduled appearance last Sat-
urday evening on ABC-TV'’s The Mike Wal-
lace [nterview. An NBC spokesman said
this action was taken because Miss Francis
is “an exclusive contract artist” of the net-
work, He said Miss Francis is permitted to
appear on CBS-TV's What's My Line? panel
show because that contract was signed be-
fore her NBC pact,

ABC, MGM May Discuss Tie-Up

A meeting of top-level ABC-TV and
Metro-Geldwyn-Mayer TV Div. of execu-

-tives may be held this week to discuss a

possible production tie-up between the two.
[AT DEADLINE, Oct. 14). An MGM-TV
executive said no definite date for the con-
ference has been set, but it is likely the meet-

ing will be held this week. It originally was

planned for last week but was - postponed
because a specxal meeting of Loew's Inc.
stockholders was scheduled at that time
(see story, page 100)

Paley, Sfunton in Building Prolect

CBS Board Chairman William S. Paley
and President Frank Stanton were identified
:last. week to be:in partnership with Vincent
Astor in his :§75 million," 46-story office
building project planned in New York .on
Park Avenue, between 53rd and 54th Streets.
The project has been temporarily halted

because of the tight money market, although
demolition of existing structures on the site
will be completed. Messrs. Paley and Stan-
ton are said to hold a 15% interest in Astor
Plaza Inc., of which Mr. Astor is principal-
owner.

NBC-TV Announces Renewal Pact
With Jack Paar for ‘Tonight'

Any uncertainties - the last few months
over the future of NBC-TV's Tonight show
appeared last week to have been settled, as
the network announced it has renewed its
contract with comedian Jack Paak to star
in the program “durmg the coming months
of 1958

_Robert .F. Lewme, vice president for tv
network , programs announced that the re-
newal had been signed several weeks in
advance of normal option-exercise time. He

. attributed "the decmon to “unprecedented”

cntrcal acclaxm surging sales and outstand-

'mg audience and aﬂillated statlon ac-

ceptance o S0 B

Mr. Lewine said sales on Tomght have
increased more than 46% since MY. Paar
took over the program last July and that by
Nov. | the program’s station lineup will
total 76, largest since the original Tonight
was launched three years ago. Among the
stations which will be carrying the program

. by the first of November, he said, are WSM-

TV Nashville; KSD-TV St. Louis; WHDH-
TV Boston; WSOC-TV, Charlotte, N. C.;
WINR-TV Bmghamton, N. Y.; WCYB-TV
Bristol, Va.-Tenn.; WBOY-TV Clarksburg,
W. Va.; WICU (TV).Erie, Pa.,; WLEX (TV)
Lexington, Ky., and WTVO (TV) Rockford,
10,

CBS Sﬁid Working on Secret Job

A report was circulated last week that
CBS is a participant in a hush-hush, multi-
million-dollar reconnaissance satellite being
developed for the U. S. Air Force. Exist-
ence of the project was claimed by an
article last week in Aviation Week, which
said Lockheed Aircraft Corp. is the prime
contractor in the development which in-
volves the design of an unmanned vehicle
equipped to photograph activity on the
earth through the use of television or reg-
utar photoghaphic cameras, or with infra-
red or radar scanners. Published reports
stated CBS and Eastman-Kodak are par-
ticipants. CBS declined to comment on the
story.

Kate Smith Signs With MBS

Kate Smith will return to network radio
within ten weeks with her own program on
MBS, according to_Paul Roberts, network
president. Starting date and format haven't

-as yet been finalized, but Mr. Roberts said

mutual plans to “present Miss Smith in our
daytime schedule and at a time when every
one of: our affiliates will be able fo air
the program.” The contract with Miss
Smith represents “the first major single pro-
gram venture” undertaken 'by Mutual since_
new management assumed control -on Aug.
8, Mr.. Roberts added. Ted Collins..is Miss
Smith’s manager,
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There’s big meaning behind the fact that advertis-
ing directors like the fast-moving, easy-reading
format of the new PRINTERS’ INK. Hundreds of
letters enthusiastically acclaim it. This is one of
the objectives and achievements of the new
PRINTERS’ INK.

PRINTERS' INK recognizes today’s necessity of
helping the busy executive simplify his problem
of limited reading time. It presents more news and
facts in less time. Take the trends and techniques
section, for -example. Concentration of subjects
here makes it.easy to keep-abreast of what is being

.done from coast to coast in advertising and market-
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“The new PRINTERS’ INK is excellent. [ ﬁnd

the content uot only helpful but enjoyable

for me. Nmoi,wzth itsimew thne-saving
features, everybusy executive is going to
appreciate what PR[NTERS’ INk

afthis

outstanqu pubhcammv d

says G_eorge Abrams,

-
o

M

ing. Regular positions with identified pages take
the reader right to the ideas and information of
his special interest in marketing, management,
advertising, sales, sales promotion, public relations
and research.

More than ever the new PRINTERS' INK delivers
what advertising men want and need.

The impact of this is intensive readership. Re-
member, PRINTERS’ INK is read by more advertis-
ing executive subscribers than any other publica-
tion in the field. Here is one of many reasons why
PRINTERS’ INK is the best buy for you who sell to
the national advertising market.

T eaqu PRINTERS’ INK has always heen a
stimatlating §om ce of ideas and information

-

Vice President-Advertising, Revion
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'NBC to Cover AMPA Awards
Next March, Academy Announces

The 30th annual presentation of Acad-
emy of Motion Picture Arts and Sciences
awards will be made March 26, 1958, and
will be broadcast exclusively by NBC radio
and tv.

George Seaton, AMPA president, and
John K. West, vice president of NBC's Pa-
cific Division, jointly announced the date
“for the first academy show to be sponsored
by the Motion Picture Industry itself, rather
than a commercial sponsor as in the past.
The broadcast will be financed by contri-
butions of 0.25% of revenues from do-
mestic film rentals contributed by all or-
ganizations and individuals participating in
motion picture profits.

NETWORK SHORT

Keystone Broadcasting System announces 20
new affiliates, They are WBLO Evergreen,
Ala.; WCQS Alma, Ga., WDAX McRae,
Ga.; WNES Central City, Ky.; WKLX
Paris, Ky.; KCLP Rayville, La.; KTLD
Tallulah, La.; WMTE Manistee, Mich.;
WMAB Munising, Mich.; WNIL Niles,
Mich.; KDUZ Hutchison, Minn.; KAGE
Winona, Minn.; WITT Lewisburg, Pa.;
WPCC Clinton, S. C.; KCAR Clarksville,
Tex.; KEPS Eagle Pass, Tex.; KLVT Level-
land, Tex., KSOX Raymondville, Tex.;
KDXU St. George, Utah, and WPRW Ma-
nassas, Va.

PROGRAM SERVICES

TOLL TV GETTING CLOSER IN L. A.

Toll tv came a step nearer reality for Los
Angeles last week when the city council ap-
proved applications of three companies for
franchises to construct and operate closed-
circuit television systems within the city.
Technically, the franchises cannot be award-
ed until an ordinance has been passed au-
thorizing such action, but the 11-to-2 vote in
favor of granting the franchises indicates
that there will be no trouble in getting the
eight votes necessary to approve the ordi-
nance.

The next step on the path to getting the
systems into operation is an agreement with
Pacific Telephone & Telegraph Co. for in-
stallation of cables to transmit the pay tv
programs from a central point of origin to
the homes of subscribers. This could be
achieved in one of two ways: by getting from
the telephone company the right to install
cable connections on its poles, or by asking
the telephone company to make the proper
installation itself and to sell this service to
the toll tv operators.

The companies whose applications were
approved are Skiatron Tv Inc., Harriscope
Inc., Fox West Coast Theatres and Inter-
national Telemeter Corp. The last two have
made a joint application for the closed-cir-
cuit toll tv franchise in Los Angeles, since the
city insisted that the franchises be non-ex-
clusive. Each of the applicants bid only on its
own franchise instead of entering intc com-
petitive bidding, and each of the three bids

Folks flip over

WDC

1st eight straight months in Washington, 0. C.—in share of total
weekly audience, 6 A. M. to midnight—PULSE, January through August
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offered the same terms to the city: A flat
payment of $100, 2% of gross revenues {or
1% and 5 hours of time a week which the
city may use for educational or other civic
programming) and the posting of a $100,-
000 bond to insure the city against loss. In
exchange, each company will receive a 21-
year non-exclusive franchise giving it the
right to operate a toll tv closed-circuit sys-
tem in Los Angeles.

Discussions between the three companies
and PT&T for program transmission serv-
ice, which have been going on for some
time, wiliundoubtedly be accelerated now, but
late last week no one would hazard a guess
as to when terms would be set, contracts
signed and work begun to install the cables,
let alone when the installation would be far
enough along to permit starting program
service. If, as reported, Skiatron has the tv
right to the 1958 games of the Los Angeles
Dodgers (formerly of Brooklyn), this com-
pany would certainly be expected to exert
every effort to have as many homes as pos-
sible connected for service by the opening
of the baseball season next. April. The tele-
phone company rejected Skiatron’s pro-
posal for an open wire line system [ProGrAM
SeErvICES, Oct, 7] as unsatisfactory, even if
less expensive.

Jerome Doff, Skiatron vice president, de-
clined to discuss the Dodgers contract last
week, but he did say that a statement can be
expected from Walter O’Malley owner of the
Dodgers, within the next week. Skiatron is
also an applicant for closed-circuit tv fran-
chises in San Francisco and San Diego, and
in San Francisco has testified to paying
Horace Stoneham, owner of the Giants, an
advance of $500,000 on an agreement
giving Skiatron exciusive tv rights to the
Giants games when that team moves to San
Francisco next year.

Harriscope Inc., licensee of KWTO-TV
Casper, Wyo., and permittee of KTWX-TV
Sheridan, Wyo., as well as a producer of tv
programs and commercials, plans to utilize
closed-circuit tv to provide a communica-
tions service for industrial organizations as
well as an entertainment service for home
viewers, Burt I. Harris, president, said
Thursday.

Reporting that negotiations with PT&T
for pole rights will be started shortly, Mr.
Harris said that installing a toll tv system
is an expensive undertaking and the chance
of getting the money back from the sale of
entertainment to the public is a calculated
risk. But the same lines, used for industrial
service, can provide immediate income and
lessen the risk.

Louis Novins, president of International
Telemeter, declined to discuss his company’s
plans beyond saying “there’s lots of plan-
ning being done.” He said that conversations
have been held with PT&T but that he could
not say when installation will be started.

ASCAP Meets in Chicago Today

American Society of Composers, Authors
& Publishers will hold its first midwest meet-
ing today (Monday) at 6 p.m. at the Conrad
Hilton Hotel in Chicago, according to Paul
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Cunningham, president. The meeting is ne-
cessitated by the increasing number of
ASCAP members in the Midwest, Mr. Cun-
ningham said. He will be accompanied by
George Hoffman, comptroller, and J. M.
Collins, sales manager.

Court-Cleared ‘Play Marko’
Sets Return to Air Oct. 24

The video game known as Play Marko
is back on the air after an absence of more
than two years. In 1955, when it was being
carried by some 30 stations, the FCC asked
one of them, KTLA (TV) Los Angeles, to
show cause why its license should not be
revoked for carrying this program. KTLA
promptly canceled it. The Caples Co., Chi-
cago advertising agency which created and
packaged the program, withdrew it from the
other stations and went to court for a ruling
on whether or not the game is a lottery.
Last March the U. S. Court of Appeals
ruled it is not [GOVERNMENT, March 18]

On Oct. 24 KH)-TV Los Angeles will
start the program, called Play Signal in token
of its sponsorship by Signal Oil Co. as a
Thursday, 8:30-9 p.m. series. Signal Oil,
whose account is handled by Barton A.
Stebbins Advertising, Los Angeles, has op-
tions on the program in San Francisco,
Portland, Ore., and Seattle. According to
Jack Daly of the Caples Co. office in Los
Angeles, who is handling the program sales.
It shortly will be on the air in some 20 mar-
kets, Mr. Daly said.

Home viewers play the game by using
cards, obtained in Los Angeles from Signal
Qil dealers, covering numbers on the cards
as they are written by “Miss Signal” on a
master board in the studio. When a viewer
covers a complete row, horizontally, ver-
tically or diagonally, he calls a special tel-
ephone number. If his numbers match those
of the master board, he is declared a winner
and a new game is started.

Song Writers Sue WCMB

Suit for copyright infringement was filed
last week against Rossmoyne Corp., owner
of WCMB Harrisburg, Pa., by song writers
Alan Jay Lerner and Frederick Lowe, al-
leging that seven of their copyrighted songs
from “My Fair Lady” were performed sep-
arately by the station without authorization.
The plaintiffs, both members of ASCAP,
asked the U. S. District Court for the Middle
District of Pennsylvania to restrain WCMB
from performing the songs in the future
and to award damages of not less than $250
for each unauthorized performance, to-
gether with court costs and attorneys’ fees.

Network Formed for ‘Barry Gray’

A Barry Gray Radio Network was estab-
lished Sept. 30 when the WMCA New York
program added WIP Philadelphia and began

completing plans to add stations in Balti-

more, Chicago, Miami and Boston. WIP,
an MBS affiliate, broadcasts the Barry Gray
Show over Mutual lines. The program is
sold on a spot basis with the cost five times
the normal midnight rate, according to
Sandy Howard Productions, New York
packager, which said the show is now one-
third sold.
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Place your message
where it gets results!

RIGHT IN THE HEART OF THE
RICH ROCHESTER AREA®

Your sales message scores when you send it soaring through the
air-waves via WHEC, the station that’s way out in front in
Rochester! Competing with five other local stations, WHEC
rates FIRST in 51 out of 72 daily quarter-bours—has an average
share-of-audience of 26.7%! (Latest Rochester Metropolitan
Area PULSE report, March, 1957).

BUY WHERE THEY'RE LISTENING

Hﬁpruunluliﬂ:[ﬂll TT-MKINMET, Inc., Mew Tork, Chicoge; LEE F, 0FCOMMEL C0., Los Angeles, San Frantiica

United Press Faéﬁile Newspictures
and

United Press Movietone Newsfilm
Y Build Ratings
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© . STATIONS

UHFS WARM-TV, WILK-TV MERGE

The merger of two northeastern Pennsyl-
vania pioneer whf tv stations—WARM-TV
Scranton and WILK-TV Wilkes-Barre—into
a single “regional” outlet and acquisition of
majority control by Transcontinent Televi-
sion Corp. interests were announced by the
principals Thursday. The multi-faceted
agreement which involves stock and cash
exchanges approximating $1,5 million is sub-
ject to FCC approval.

The merger would end the rivalry of the
two ABC-TV affiliates and join in a single
outlet the use of WARM-TV’s ch. 16 and
WILK-TV’s 1.5 megawatt power (now under
construction. permit after more than a year
of operation under special temporary author-
ity). The new call letters of WNEP-TV
are proposed and the station would continue
as an ABC-TV affiliate, plus carrying NTA
and other top Hollywood films. A new cor-
poration will be established under the name

of Northeastern Pennsylvania Broadcasting”

Corp. The new station operation is expected
to use WILK-TV’s present tower and trans-
mitter on Penobscot Mt. near Mountain Top,
southeast of Wilkes-Barre.

The WARM-TV group, headed by Martin
F. Memolo, and the WILK-TV group,
headed by.Mitchell Jenkins, would share a
40% interest in the merger operation. The
remaining 60% would be held by Trans-
cortinent and Hamilton Shea, former NBC
vice president who with Transcontinent owns

A_I:T;ERROR occurred in an
ad placed in Broadcasting
Magazine, October 14, by WSOC-

TV, Charlotte, N. C., wherein
the station claimed a 44.8% in-

crease in share of sets-in-use,
Monday through Friday, 9 am.
to Midnight.

Actually, this figure should have
been 28.4%.

The error occurred during me-
chanical paste-up. Any embar-
rassment caused by this adver-
tisement is sincerely regretted

by the management of

WSO0C-TV
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WSVA-AM-TV Harrisonburg, Va. Trans-
continent itself owns WROC-TV Rochester
and through a recent FCC-approved $5
million merger with interlocking interests
owns WGR-AM-TV Buffalo [GOVERNMENT,
Sept. 30.] '

En the new merger operation, William W.
Scranton, majority stockholder in WARM-
TV, will be chairman of the board; Mr.
Jenkins, president; Thomas P. Shelburne,
now treasurer and managing director of
WILK-TV, will be vice president and general
manager, and Mr. Memolo, now president
of WARM-TV, will be vice president in
charge of engineering. In addition to these
four officers, directors will include Paul A.
Schoellkopf, Transcontinent board chair-
man; J. Fred Schoelikopf 1V, Transconti-
nent executive committee chairman; David
C. Moore, Transcontinent president; Sey-
mour H. Knox HI, Transcontinent director;
David G. Forman, chairman of the Trans-
continent administrative and finance com-
mittee, and George F. Goodyear, a director
and chairman of the Transcontinent ad-
visory group committee. Felix Piech will
serve as secretary and John Weber as as-
sistant secretary.

In a joint statement, Messrs. Scranton and
Jenkins explained, “This merger will bring
to television viewers in northeastern Penn-
sylvania a new era of entertainment, public
service and news. Not only will we have the
exciting new program structure of ABC-TV,
but also the programming, technical and ad-
ministrative support of Transcontinent Tele-
viston Corp. . . . This will be truly a regional
station which will provide the best possible
service for viewers and the local business-
men in Scranton, Wilkes-Barre and the en-
tire northeastern Pennsylvania area.”

It is expected that the merger group will
take over operation of WARM Scranton
also, but since WARM s highly directional
and has “very slight” overlap with WILK,
the latter radio station will be retained by
its present ownership under Wyoming Val-
ley Broadcasting Co.

KBKC Kansas City to Go on Air

KBKC Mission, Kan. (suburb of Kansas
City), owned by Mission Broadcasting Inc.,
begins broadcasting with a format of music
and news later this month. The new station
will operate on 1480 kc. 500 w. There will
be no block programs.

General manager is Tom E. Beal, former
commercial manager of KLWN Lawrence,
Kan. Station manager is John Humphreys,
who has been with KLWN Lawrence, WHB
Kansas City and KOAM Pittsburg, Kan.

Police Group Indicts Television

A “cooperative” attitude between radio-tv
stations and the listening public might give
programs “the character and high ideals
desired by a society interested in building
good citizens,” according to Edward G.
Krauss, secretary, State Police Chiefs Inc.,
Cleveland.

Mr. Krauss contended in a letter to Na-
tional Assn. for Better Radio and Tele-

i

ONE of the 25th anniversary citations
being awarded stations represented
through the quarter-century by Peters,
Griffin, Woodward goes to Col. B. J.
Palmer (1), president of WHO Des
Moines and WOC Davenport, both
Iowa. H. Preston Peters, president of
PGW, makes the presentation. Others
getting plaques on PGW’s silver anni-
versary: Paul A, Loyet, vice president
and resident manager of WHO; Ernest
. Sanders, sales manager of WOC;
Nat L, Cohen and David C. Moore,
both of WGR Buffalo, N. Y.; Harold
W. Hough, WBAP Fort Worth, Tex.;
Thomas K. Barnes, WDAY Fargo,
M, D,; Charles C. Caley, WMBD
Peoria, Ill, and Donald D. Davis,
KMBC Kansas City, Mo.

vision that trustees of State Police Chiefs
believe an overwhelming majority of tv
stories emphasize crime, dishonesty, violence
and lax morals “to the point where youth
unconsciously acquires knowledge of under-
world techniques.” He said these techniques
become indelibly impressed on young view-
ers and exert “at least some influence upon
their lives.” He argued that opportunities
afforded tv 10 educate youth “have been
sadly neglected.”

WEIL-AM-TV Opens New Studio

WFIL-AM-TV  Philadelphia opened a
new headquarters-studio last Monday in the
downtown Sheraton Hotel, an addition to
present studios in West Philadelphia. The
combination radio-tv control room contains
complete equipment for a self-sustaining re-
mote operation, and the studic can be con-
verted into a lounge.

Roger W. Clipp, general manager,
stressed that the new studio is in the
center of the city, where WFIL can best
cover social and business life. Two new
mobi}e units were also displayed at the
opening.

Mae Clarke Sues KTLA (TV)

Mae Clarke, veteran motion picture ac-
tress, last week filed a $1 million invasion
of privacy suit in Los Angeles. Superior
Court against Paramount Television Pro-

BROADCASTING




Ohe Mark of Quality

Attaching the familiar Gates name plate is the final step in the com-
pletion of a product manufactured for quality. To the custemer whe
will soon have this equipment in operation, this name means superior
craftmanship . . . it is the symbol of over 35 years of progress in this
great industry.

To the thousands of statien managers and engineers who depend on
Gates equipment for daily operation, this name means reliobility . . .
it means outstanding performance. They know that each product is
the result of years of constant research and development, which have
made Gates equipment the standard of comparison.

Yes, the Gates nome plate is a familiar symbol throughout the world
. a symbol identified with quality, because quality is the priceless
ingredient in ali Gates products.

GATES RADIO COMPANY, Quincy, Iil., U.S.A.

MANUFACTURING ENGINEERS SINCE 1922

OFFICES — NEW YORK - WASHINGTON D. C. - LOS ANGELES - HOUSTON - ATLANTA
INTERNATIONAL DLV., 13 East 40th St., New York City — In Canada, CANADIAN MARCONI COMPANY
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STATIONS continueD

ductions, owner of KTLA (TV) Los An-
geles. KTLA on Oct. 1 launched a series
of horror movie telecasts under the generic
title, Nightmare, with a broadcast of
“Frankenstein,” made 26 years ago with
Boris Karloff and Miss Clarke as stars. In
connection with the tv program, Miss
Clarke charges, KTLA employed actress
Ottola Nesmith, who impersonated Miss
Clarke in such manner as to imply that
she is “a broken-down, has-been actress,
poverty stricken, slovenly attired and ill,”
thus damaging Miss Clarke’s professional
reputation.

Salk Named to Corinthian Post

Robert H. Salk, for two years director of
sales for Screen
Gems Inc., has been
appointed director of
programming of
Corinthian Broad-
casting Corp., ac-
cording to C. Wrede
Petersmeyer, presi-
dent. Prior to his as-
sociation at SG, Mr.
Salk was associated
for 10 years with the
Katz Agency in pro-
gramming, film buy-
ing, research and sales. Corinthian stations
include KOTV (TV) Tulsa, KGUL-TV
Galveston, WANE-AM-TV Fort Wayne and
WISH-AM-TV Indianapolis.

MR. SALK

DATELINE

WASHINGTON—NBC-TV, after months of
preparation, utilized over 100 technicians
and program staffers to televise the arrival
of Queen Elizabeth and Prince Philip Thurs-
day morning and the highlights of their visit
here. NBC had 11 cameras along the arrival
parade route, with one stationed atop the
Lincoln Memorial. Four NBC-TV staffers
described the scene: Merrill Mueller, Jinx
Falkenburg, Bill Henry and David Brinkley.
For NBC Radio, nparrators were Bryson
Rash, Ben Grauver and Miss Falkenburg.
NBC-TV circuits fed the picture live to the
Canadian Broadcasting Co.

MOUNT VERNON—WMIX Mount Ver-
non, Ill., and cooperating hams have col-
lected and broadcast a series of taped Sput-
nik signals, showing changes from hour to
hour and day to day since the satellite was
launched Oct. 4. Chief Engineer Ed Howell
and radio amateur Bill Lance. picked up
the news break from nonbroadcast facili-
ties Oct. 4, before media began playing

‘the story. They immediately set up monitor-

ing facilities and established an around-
the-clock monitor system with hams.

HARTFORD-—A 16-year-old ham operator,
Beldon ‘Morgan of Glastonbury, Conn.,
taped Sputnik signals Oct. 6 purely “for the

Programming
IS more

v-a-r-i-e-d
with the big
“P"" SECTION
of the
SESAC
Transcribed

Library
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Write, right now . _ .

SESAC INC.

The Colseum Tower
10 Calumbuz Circle
Mew York 19, M. Y.
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fun of it.” But he happened to mention it
over his home wireless to a ham friend,
Bob Eaton, son of Tom Eaton, news direc-
tor of WTIC Hartford, Conn. Mr. Eaton
and son lost no time driving to Glastonbury
to pick up the recording and returned it to
WTIC for the first available newscast.

BOSTON—WBZ Boston covered the Rus-
sian satellite launching from the Interna-
tional Geophysical year angle, at the same
time taking part in an IGY sighting. The
Air Force used WBZ to send a signal which
activated three cameras as Sputnik passed
over the Cambridge Research Center. After
doing its part, WBZ broadcast interviews
with experts, who described the tri-cor-
nered photography.

WICHITA—A direct report of an early
naked-eye sighting of Sputnik over Alaska
went out over KFH Wichita, Kan. George
Doyle, station news director, telephoned
Dr. Gordon Little at the U. of Alaska
geophysical station near Fairbanks Oct. 7
for a recorded version of how his staff
tracked the man-made moon.

MOBILE—Two off-duty staffers of WALA-
TV Mobile, Ala., brought in the sound of
Sputnik on their home radio rigs and tele-
phoned WALA radio to put the signals on
the air, The local newspaper credited them
with being the first in Mobile to make radio
contact with the satellite.

PHILADELPHIA—The mobile reporting
unit of WFIL Philadelphia last week joined
a pre-dawn raid on a local narcotics ring. By
the time WFIL came on the air at 5:30 a.m..
it was able to .broadcast highlights direct
from the scene. When its sister outlet,
WFIL-TV, came on at 8 a.m., film was all
set to run on Breakfast Time.

PITTSBURGH—KDKA here set up a shop in
City Hall to monitor live negotiations of a
crippling transit strike and conducted on-
the-air news conferences with Mayor David
L. Lawrence and officials from both man-
agement and labor. The station said it pro-
vided the only first-hand coverage.

MILWAUKEE-—The World Series may be
only a memory for most of the U. S., but not
for Milwaukee and WTMJ-AM-TV there,
which fed NBC Radio and NBC-TV plus
some 25 additional radio stations in the
U. S. and Canada. WTMJ-TV reported last
week mail is still arriving on its camera work
and other coverage. The Milwaukee station
had a 24-man crew at the ball part at 6:30
a.m. each morning of games while both sta-
tions originated numerous feature feeds in
addition to games. Locally, WTMI-TV con-
sidered its biggest production problem that of
covering the return of the Braves the night
after the final game and used multiple film
crews to shoot five-minute “takes” in addi-
tion to a 45-minute live show.

WBBM Chicago followed up its coverage

BROADCASTING




of the Braves’ National League victory—a
feature that was re-broadcast by popular de- |
mand—with a job on the World Series and |
its aftermath, originating broadcasts in New |
York and Milwaukee. As soon as John Car-
michae! reported the final put-out of the l
seventh game in New York, WBBM cut to
Milwaukee, where Hugh Hill proceeded with |
the hometown celebration. The latter de-
scribed the festivities and interviewed a |
cross-section of the participants. At 11:15
that night, he interviewed team luminaries
at Milwaukee's Billy Mitchell Field. WBBM,
the CBS affiliate for Chicago and Milwau-
kee, is contemplating boiling its coverage
down to a one-hour show to be presented
this winter.

WGN-AM-TV Chicago dispatched crews
to Milwaukee early on the day the Series
ended. Reports followed on both radio.and
television as the Braves’ plane landed and
as Milwaukeeans welcomed them home.

n

photographer John Kelly of WIZ-TV
Baltimore got up at dawn QOct. 12 and
filmed the Russian earth satellite
through special optical instrumentation |
developed by Bendix Aviation Corp. in

WESTINGHOUSE Broadcasting Co. ]
|

TOP FIGURE each county — Number Pieces of PROGRAM Mail Received during 1955 . .

.
|
The Quint-Cities Sca-
! on. Davenporc

0%

WOC-TV
oct thet Picling,

Program Mail received by this
Station During 6 full
Years of Telecasting ...

WISCONSIN .
‘This fabulous response . . .

919 of it ro local live tele-

cases . . . began in 1950. That
year . .. WOC.TV's firsc full
year on the air , .. 33,845
pieces of program mail were
received; chis mail came from 23
lowa-Illinois counties — 237
cities and towns.
By 1955, this response jumped
w 149,215 pieces of program
mail received during a 12-month
period; it came from 39 Iowa-
Illinois counties — 513 cities
and towns in these counties.

Accompanying map shows
breakdown of this 1955 program
mail, proving WOC.TV's "Good

Picture” area.

WOC-TV Viewcrs are
responsive. They respond o
WOC-TV telecasts by mail.

More important, they respond
to advertising on WOC.TV by
purchases at retail outlecs.

We have a million success
stories 10 prove it {well,
almost a miltion). Let your
nearese Pecers, Griffin,
Woodward representative give
you the facts. Or call us direct.

d FIGURE each county — Kumber of Pieces of PROGRAM Mait per 1.000 Homes.

WOC-TV 39-COUNTY COVERAGE DATA —

Population ¢ 1,583,800
Families ® 489,700
Retail Sales ®  1,934,984,000
Effective buying Income ¢  2,68G,413,000
Source ® 1957 Survey of Buying Income
(Sales Management)
Number TV Homes ® 317,902
source ® Adverrising Research
Foundation

WOC-TV Owned and Operated by Central Broadcasting Co.
Davenport, lowa

Cot. B, J. Palmer, President
Ernest C. Sanders, Res. Mgr.
Mark Wodlinger Res. Sales
Manager
PETERS. GRIFFIN,
WOODWARD. INC.
EXCLUSIVE NATIONAL
REPRESENTATIVE

and  Bettendorf * in
Iowa; Rock Island,
Maline and East Mo-
line in Illinais.

Channe! &+ Maximunt Power « Basic NBC

WOC-TV is part of Central Broadcasting Company which also owns and operates WHO-TV & WHO-Radio,

Des Moines

Baltimore. The historic footage was

used as the basis of a half-hour show
| originating at WBZ-TV Boston and
the Smithsonian Astrophysical Observ-
atory, Cambridge, Mass. WBZ-TV,
WIZ-TV, KYW-TV Cleveland I
KDKA-TV Pittsburgh and KPIX ’
| (TV) San Francisco were linked for |
two special broadcasts at 5 p.m. and |
6:30. Then WBC made the films |
f available to networks and newsreels
services. Takers included NBC-TV,
| CBS-TV, WPIX (TV) New York and
other stations throughout the country,
which got the film from UP-Movie-
| tone News. Producer of the WBC show
was Chester F. Collier, WBZ-TV di-
rector of public affairs.

On
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Cincinnati’s Most Powerful

Independent Radio Station
50,000 watts of SALES POWER

r CINCINNATI, 6+up7
| STATION 4 :
Lw ey o 3

the Air everywhere 24 hours a day—seven days a week




Is Your
BESTBUY

Bl Piense

In The SCRANTON MARKET

i

Chort bosed on overage
Pulse rotings for .12 quarter
hours . 6:00 to 9:00 AM

. . November, 1956
33
23
19-19
WA BC D E AL

OTHERS

For 27 years, Scrantan’s top

d salesman, Bill Pierce dom-
inates the audience in eight
Pennsylvanio counties served
by WEJL

—-

Sr.RAHToH, . PEMNHNA.

CCA In Atlanta
Successful Beyond
Fondest Hopes

“I wanted you to know how very,
very pleased we are with the results
writes

of our CCA Campaign,”
George Oliviere, Ex-
ecutive Director of
WGST in Atlanta,
Ga.

In his letter to
John C. Gilmore,
Vice President of
Community Club
Awards, Oliviere
says, ‘“The success
was beyond our

&
fondest expecta- "’;"J £

tions. GEORGE OLIVIERE

"You.can always count on us to
get behind CCA in the rich Atlanta
market.”

COMMUNITY CLUB
AWARDS

THE PENT HOUSE

| 527 Madison Avenue

r é‘r New York 22, N. Y.
LT TR
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STATIONS conmiNuer

WVIP Set to Begin Operation

"With 3-Hour Benefit Ceremony

WVIP Mount Kisco, N. Y., is scheduled

to go on the air Sunday (Oct. 27) (1" kw ~

daytime on 1310 k¢), with a three-hour
benefit for the Northern Westchester Hos-
pital building fund drive. Among those
scheduled to appear on the station’s. in-
augural broadcast will be Bennett Cerf,
Jackie Robinson, Quentin Reynolds, "Allen
Jackson, Walter Abel,

Goldman.
Principal owners of WVIP are Monroe
O’Flyn, a Mount Kisco real estate develt)per,

and Martin Stone, New York radio- and .

television producer.
Pound Ridge.
General manager of the station is NlchoIas
A. Andrews, formerly manager of \WNRC
New Rochelle. Program director is Winston
Sharples, eastern musical director of Para-
mount Pictures Corp. and first vice presi-

Both live in 'nearby

dent of Composers and Lyricists Guild of -

America. News director is Richard K. Doan,
former program director of WCBS-TV New
York. Program manager is Ed Robbins,
formerly with WKNB Hartford, and chief
engineer is Ernest D. Machanic, previously
with WCOJ Coatesville, Pa.

WJIHP-TV to Go Off Air

WIHP-TV Jacksonville, Fla., will go off
the air this Friday, according to an an-
nouncement last week by John H. Perry Jr.,
president of the Jacksonville Journal Co.,
operator of the uhf station. WIHP-TV op-
erates on ch. 36 and lost its NBC affiliation
to a new vhf outlet in Jacksonville, WFGA-
TV, ch. 12, last month,

REPRESENTATIVE APPOINTMENTS

KPOP Los Angeles appoints Meeker & Co.,
same city, as sales representative in S. F.
and Pacific Northwest.

WGRC Louisville, Ky., appoints Weed &
Co.,, N. Y,

WWHG-AM-FM Hornell, N. Y., appoints
Wiltiam G. Rambeau Co.

WSIX-AM-TV Nashville, Tenn., appoints
H-R Representatives.

REPRESENTATIVE SHORT

Broadcast Time Sales, N, Y., has announced
opening of its eighth office at 101 Marietta
St. Bldg., Atlanta. Sam Brownstein, for-
merly associated with WWCA Gary, Ind.,
and KOMU-TV Columbia, Mo., has been
appointed sales manager for companys
southeastern district and will be in charge
of Atlanta office.

STATION SHORTS

WILY Pittsburgh has changed call letters
to WEEP.

WCNY-TV Watertown, N. Y., announces
Class A one-hour rate increased to $250,
which was effective Sept. 30. Other classifi-
cation of time increased proportionately.
Contracts signed prior to effective date pro-

Gusty Huber, .
Guerney Williams, Merv Grlfﬁn and R1chard .

ASHLEY ROBISON '(1), president of ,
KOVO Provo, Utah, and-P. R. Banta,
president of. Streets- Electronics Inc.;
sign the agreement-to sell KGEO-TV
Enid, Okla. [AT DEaDLINE, Oct. 14},
for around $2 million to Mr. Robison

and Louis E. Caster, president -of
WREX-TV Rockford, Ill. (latter being
| sold to Bob Hope and associates).
Selling stockholders of KGEO-TV are
P. R.and L. D. Banta, 41%: George -
| Streets, 13.1%, and others. Mr. Robi-
| son, in addition to his KOVO holding,
is president of XEAC Tijuana, Mex.,
and vice president of Continental Tele-
vision Inc., which is buying WREX-
TV for $2.85 million. Both sales await |
FCC approval

tected until March 30 or to termination of
contract, whichever is closer.

KYNO Fresno, Calif., has announced dis-
continuation of affiliation with Mutual-Don
Lee Broadcasting System and it became in-
dependent station on Oct. 15.

KRAK Sacramento, Calif.,, has announced
opening of studios and offices in Hotel Sen-
ator, same city. Station also reported estab-
lishment of business office and news bureau
in Modesto, Calif,

WLYN Lynn, Mass.,, announces move of
offices and studios to 156 Broad St.

WBLA Elizabethtown, N. C., announces in-
crease of power to 1 kw 1440 ke.

Radio Hawaii Inc. announces that KIPA
Hilo was linked with KPOA in Inter-Iiland
Network effective Oct. 14.

3 MILLION

Montana visitors will have
their car radios tuned

to KGVO
MISSOULA, MONT.
plus all Western Montana

®
affiliated with KMSO-TV
MOSBY’S INC.

BROADCASTING



COMPACT!
LIGHTWEIGHT!
CONVENIENT!

Take the BN-6A with you to the ball park, the
boxing bouts, and enjoy new convenience and
performance! Also ideal for use in department
store promotions, parades and other remotes.
Designed and functionally styled especially for
remote radio and television use, this amplifier is
fully transistorized and the lightest equipment of its type, weighing
only 15 pounds. Completely self-contained for either battery or AC
power operation, it assures amplification and control facilities needed
for high quality transmission to studio via telephone lines.

The BN-6A provides four separate input channels that can be
operated either single ended or balanced. It is capable of greater
output level with less distortion. This provides for normal level with
ample reserve. Cueing and monitoring facilities are included, and
plug-in transformers are used for balanced operation. Comes com-
plete with portable carrying case, equipped with carrying handle
adjustable for stacking.

Ask your Broadeast Representative for com-
plete information about this advanced Am-
plifier. In Canada: write RCA VICTOR
Company Limited, Monireal

These wanted
Features!

® All controls located on front panel, in-
cluding illuminated VU meter, mixer
controls, master control, phone jock, cue
switch and power switch.

Long-life Mercury batteries.

e Alternate germanium rectifier power
supply.

® High-level mixing—four separate
channels.

¢ New RCA Type 2N175 low-noise tran-
sistors which serve as input amplifiers.

o Amplified cue signal from studio.

s Functionally styled package.

RADI® CORPORATION of AMERICA

BROADCAST AND TELEVISION EQUIPMENT e CAMDEN, N. },
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INTERNATIONAL

SIAM RADIO GOES YANKEE STYLE

Pleng Pa Chok means Musical Jackpot in
Siamese. To Colgate-Palmolive Co. it also
means plenty of sales, by way of its cash
giveaway show on an aggressive Bangkok
station, HSIJS. Sales are gauged by a
weekly return of 50,000 Fab-Colgate box-
tops, reported by Karoon Kengradomying,
popular host of Pleng Pa Chok.

Broadcasting in Thailand is a burgeoning
industry that, after a staid beginning along
British lines, lately has assumed a free-swing-
ing, American look.

Listeners evidently like the Yankee style.
They have bought nearly a million sets,
giving Thailand a leading position in per-
capita radio ownership in Southeast Asia
and the Far East. (Population of the 225,-
000-sq.-mi. country approximates 22 mil-
lion.)

Twenty-five stations in the capital city
alone (the U. S, capital has 16 ams) broad-
cast from dawn until nearly midnight on
medium and shortwave to 10 million po-
tential listeners across the land. The country
has a total of 32 radio stations.

Over the past 10 years electronic sophis-
tication has come to Thailand, and now sta-
tions are programming to selected audiences,
high, middle and low brows. Music-and-
news outlets offer Thai and Tin Pan Alley
fare. Others feature dramatic shows (soap

opera, traditional Ramayana plays), public
affairs shows and official government an-
nouncements. “Good music” fans can tune
in Western classical and semi-classical bills.
Farmers hear local dialects, local news,
songs and personalities on low-power, pro-
vincial stations. Three Chinese dialects and
English can all be heard. Mobile news-spe-
cial events units are a vital part of the scene
in city and country.

With so much attention given to every
radio taste, prime time is at a premium in
Thailand. Everybody in broadcasting has
more than enough to do, and little time goes
begging, observers report. National adver-
tisers are coming from Madison Avenue
and the marts of Europe. Agencies have set
up shop in Bangkok and are putting priority
on radio in their media plans. One of these,
Grant Adv., on behalf of Colgate-Palm-
olive International, studied the rural market
and bought up to 10 spots a day on local
stations for Fab and Colgate. Other re-
searchers have gone into the kingdom and
come out with reports on the surging econ-
omy thére.

But the enterprising radio scene in Siam
has an anomalous setting. Stations are run
by government agencies, not individuals; yet
their competition with each other is earnest.

The new look in Siamese broadcasting

a great new Joplin
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KODE-TV

136,547 TV HOMES* IN THE JOPLIN MARKET 4

Larger than Duluth, Phoenix, Ft. Wayne

$776,919,000 Buying Income; 669,800 Total Population

*NOW 28% HIGHER TOWER — HIGHEST IN 4.STATE COVERAGE AREA
“NOW 29% MORE POWER —71,000 WATTS MORE THAN

ANY OTHER STATION IN THE AREA

*NOW COVERS 136,547 TV HOMES IN JOPLIN
MARKET—AN ALL-TIME HIGH

* televislon Magazine Set Count, July, 1957

Youw'll have more luck with KODE=-TV-JOPLIN, MO.

315,000 WATTS Designed Powar@/a

101 miles Northeast of Tulsa + 150 miles South of Kansas City
203 miles East of Wichita + 250 miles Southwest of S1. Lovis
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Harry D, Burke, V. P, & Gen'"] Mgr.
Represented by AVERY-KNODEL

A Member of the Friendly Group s KODE, KODE-TV, Joplin « WSTV, WSTV-TV, Steubenvills ¢« WPAR, Parkersburg
* WBOY, WBOY-TV Clorksburg -« WPIT Pittsburgh
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over the last decade is attributed to a young
crop of staffers, with key spots filled by U. S.-
educated personnel. One of these is Col.
Kengradomying, whose job as host of Pleng
Pa Chok is only one facet of his career as an
officer in the Royal Thai Army and man-
ager of HSIJS, the Army Signal Station,
which belies its name with a music-news
schedule. Mr. Kengradomying’s station airs
American pop tunes practically as fast as
Tin Pan Alley grinds them out, according
to Ivan Izenberg, who is Far East executive
producer for the Voice of America and
was an observer on the Thai scene while
with the U. S. Information Agency.

Steadily increasing listenership in the
country has resulted not only from vigorous
station operation but from heavy receiver
promotion as well, it is reported. Radio sets
come to Siam from Holland, Great Britain,
Germany and Japan, and manufacturers
show their confidence in the medium by
using it for their own advertising.

Although there are no networks in Thai-
land, 'most stations deliver a nationwide
audience to advertisers by adding shortwave
to standard transmissions to carry the signal
across the country.

Since only one television station is on the
air, the television story still is to be told in
Thailand. Meanwhile, the Pleng Pa Chok
jackpot is overflowing, and the radic curve
continues upward, as stations plow profits
back into the business.

Goa Radio Names Menezes Rep,
Announces Expanded Coverage

Cosme Matias Menezes, Nova-Goa, Por-
tuguese India, has announced his appoint-
ment as representative of the Commercial
Service of Radio Goa.

The government-owned station, accord-
ing to Mr. Menezes, has ordered a 50-kw
and two 25-kw transmitters from N. V.
Philips of Holland and plans to have them
in operation by the first of the year. The new
equipment will extend Radic Goa coverage
through India, Pakistan, the Middle East,
Persian Gulf, Far East and East and South
Africa, Mr. Menezes states.

Rates start at 1,200 rupees for 12 words
and go up to 6,200 rupees for five minutes,
with volume discounts up to 800 rupees for
12 words, 312 times, and 4,200 rupees for
five minutes, 312 times. A rupee is about
eighteen cents in American currency.

Canadian Radio Sales Up, Tv Down
Radio receiver sales continued to increase
while tv set sales dropped in Canada dur-
ing the first eight months of 1957, according
to figures released by the Radio-Electronics-
Tv Mirs. Assn. of Canada. Radio receiver
sales in the January-August period totaled
333,960, compared to 321,729 for the same
period last year. Television receiver sales
in the period totaled 233,238 this year as
against 376,882 in the 1956 period.
Ontario accounted for a third of tv set
sales with 89,592 in the January-August
1957 period, while viewers in Quebec prov-
ince purchased 65,502 sets. Ontario listeners
bought almost half ‘the radio sets sold in the
period, accounting for 152,637 sets while lis-
teners in Quebec bought 77,412 sets.

BROADCASTING




A nnouncement

THE BROADCASTERS CLUB

OF WASHINGTON, D. C.

will open its NEW QUARTERS at 1737 DeSales St.. N. W., Opposite the Mayflower
Hotel, on or before January First, 1958, ‘

This is a private, limited membership, non-profit organization. Food and beverage

service at luncheon and dinner by the famed

COLONY RESTAURANT.

SPECIAL CLUB MENLU.

A limited number of charter resident and non-resident memberships is available. Mem-

bership applications are subject to approval of thé Club Membership Committee.

For further information, contact Leonard H. Marks, 317 Cafritz Bldg., Washington,'D. C.
or Howard Lane, Non-Resident Membership Chairman, KOIN-TV, Portland, Oregon.

Members of the Organization Committee

Mr. Marks, Chairman John S. Hayes F. M. Russell

J. B, Baudino Fred S. Houwink James D. Secrest
J. W. Blackburn Theodore Koop James W. Seiler
Thad H. Brown, Jr. Maury Long Carlton D. Smith
Everett L. Dillard John F. Meagher George 0. Sutton
Harold E. Fellows Neville Miller Ben Strouse

Earl H. Gammons Joseph H. Ream Sol Taishoff

Robert K. Richards

BROADCASTING : . October 21, 1957 o Page 115
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Workmen weld the giant reactor container (foreground) and construct the power building (background) at the Dresden, I,

atomic-electric plant, a project of Commonwealth Edison Company, 6 other electric companies and their equipment makers.

New power plants to produce electrici

These photographs show various stages in the
development of some of the exciting new atomic-
electric power plant projects.

These three, and others like them, are being
developed by a number of independent electric
light and power companies and their equipment
manufacturers, and with the cooperation of the
U.S. Atomic Energy Commission.

Such pioneering plants will preduce electricity
for thousands of homes, farms and businesses. And

more than that, they will help develop a whole
new science. Building and operating them will
provide the knowledge and experience for even
more efficient atomic-electric plants in the future.

The independent electric light and power com-
panies have helped bring this nation the best and
most up-to-date electric service in the world. You
can count on them to help develop the best ways
to put the atom to work making electricity for
the American people.

America’s Independe



[he new atomic reactor (left) and electiic gener-
itor building (right) at a developmental atomiec-
:lectric plant near Pleasanton, Calif. The reactor
was built by the General Electric Company; the
yower plant by the Pacific Gas & Electric Company.

om the atom

Engineers inspect a compli-
cated atomie fuel assembly —
the kind being built for the
Yankee Atomic Electric plant
at Rowe, Mass. Twelve New
England electric companies, a
number of equipment makers
and the AEC are working to-
gether on this project.

%
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iNTERNATIONAL conminuep

CBS French-Language Tv Network
Almost Sold Out for Fall Season

The French-language felevision network
of the Canadian Broadcasting Corp. in the
province of Quebec has been sold out to
national advertisers six nights a week this
fall, and most of Sunday evening time has
been sold. Advertisers on the French-
language tv network include breweries,
which are allowed to advertise on radio and
tv only in Quebec province.

Commercial tv programs start each eve-
ning at 7:30, and continue to 10:30 most
evenings, and two evenings to 11:30. Pro-
grams are almost all live because of the
shortage of French-language films.

Among advertisers, with agencies placing their
accounts in pareniheses, are Sterling Drugs Ca-
nadian Ltd., Windsor, Ont. (Dancer-Fitzgerald-
Sample, Toronto) Wildroot Ltd., Fort Erie, Ont.,
(A. J, Denne & Co. Ltd,, Toronto), Noxzema
Chemical Co. of Canada Lid., Toronto (Young &
Rubicam, Toronto); Campbell Soup Co. Ltd., New
Toronto, 'Ont. (Cockfield, Brown & Co.. Toronto);
Lever Bros. Ltd., Toronto (Foote, Cone & Belding

Canada Ltd., and J. Walter Thémpson Co. Ltd.,
Toronto).

Molson's Brewery Ltd., Montreal (Cockfield,
Brown & Co. Montreal); General Motors of

Canada Ltd., Oshawa, Ont. (MacLaren Adv. Ltd.,
Toronto); Colgate Palmolive Ltd.. Toronto {Grant
Adv. of Canada, Toronto); S. C. Johnson Co. Ltd.,
Brantford, Ont. (Collyer Adv. Ltd, Montreal).
Max Factor Co. Ltd., Toronto (Locke, Johnson &
Co., Toronto); General Foods Ltd., Toronto, and
Adams Brand Sales Ltd., Toronto (Baker Adv.
Ltd.. Toronto).

Standard Brands Ltd., Montreal (MacLaren
Adv. Ltd.. Montreal); Canadian General Electric
Co. Ltd., Toronto {(MacLaren Adv. Ltd., Toronto);
Robin Hood Flour Mills Ltd., Montreal, and
Thomas J. Lipton Co. Ltd., (Young & Rubicam
Ltd., Montreal); Prudential Insurance of America,

Toronto (Foster Adv. Co, Ltd., Montreal); Success
wax Ltd., Montreal (Schne:der-Cardon Litd.,
Montreal).

Pepsi-Cola of Canada Ltd., Toronto (Kenyon
& Eckhardt, Montreal); . F. Ritchie Ltd.
Toronto (Atherton & Currier Ltd., Toronto);
Procter & Gamble of Canada Ltd., Toronto
(Young 8 Rubicam ILid., and F. H., Hayhurst Co.,
Montreal); Imperial Tobacco Co. Lid., Monireal
{MecKim Adv. Ltd., Montreal): Dow Brewery Ltd..
Montreal (Vickers & Benson Ltd., Montreal); H
J. Heinz of Canada Ltd., Leamington, Ont, (Mac-
Laren Adv. Lid., Toronto); Salada-Sharriff-Horsey
Ltd.,, Toronto (McKim Adv. Ltd., Toronto).

J. Rene Ouimet Ltd., Montreal (Walsh Adv,
Co., Montreal); Coca-Cola Ltd., Toronto, and
Catelli Foods Ltd. Montreal (McCann-Erickson
Ltd., Montreal); Nestle Canada Ltd., Toronto (F.
H. Hayhurst & Co., Toronto); spro _Nicholas
Ltd, Toronta (Albert Jarvis Lid. Toronto);
Oland’s Brewery Ltd., Montreal {James Lovick
Agency, Montreal); Kraft Foods Ltd., Montreal
(J. Walter Thompson Ltd., Montreal)

Lowney’s Ltd., Montreal (Foster Adv. Ltd.,
Montreal); Canadian Industries Ltd., Montreal
(Needham, Louis & Brorb; Toronto, and Ronalds
Adv. Agency. Montreal); eeurit g’ Windows Corp.,
Montreal (Schneider—Cardon Lt Montreal); W
H. Schwartz & Son Ltd. Halifax {(Bennett &
Northraup. Inc., Halifax, N. 8.); W. F. Young
Inc, Sprmgﬁeld Mass. (J. Walter Thompson Ltd.,
Montreal).

Opera Diamond Ltd.,, Toronto (Albert Jarvns
Ltd., Toronto); MacMillan, & Bloedel Ltd., Van-
couver (Cockﬁeld Brown & Co., Montreal); Rem-
ington Rand Co. Ltd., Toronto (Cockﬁeld Brown
& Co., Toronto); Impenal 0il Ltd., Toronto
(MacLaren Adv. Ltd,, Toronto), and Singer Sew-
ing Machine Co. Ltd.. Toronto (Young & Rubi-
cam Ltd., Toronto).

lewis Re-elected IARW Head

Dorothy Lewis, liaison officer, section for
non-governmental organizations, department
of public information, United Nations, was
re-elected president of the International
Assn. of Radio Women at the group’s eighth
annual conference in Paris.

Women from 23 countries reportedly
were represented at the conference Sept. 26-
Oct. |. A highlight of the meeting was an
address by NATO Secretary General Paul
Henri Spaak.

‘F—lﬁ
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Kick-Off Your Fall Campaign with the

TWO MOST POWERFUL WEAPONS

in the Detroit

If you'd like to play ball with the champs this Fall join up with Detroit's

Most Powerful team. You get greater coverage for the most reasonable

investment — a story we're delighted to tell anyone . .

Guardion Bldg.,
Detroit

. anytime.

Adam Yeung, Inc.

Naotional Rep.

w J. E. Campeau, Pres. w
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ABROAD IN BRIEF

SLUGGISH SWISS SCENE: Non-commercial
television in Switzerland is moving ahead
slowly compared with other European areas,
according to latest Swiss statistics. Regis-
tered sets totaled 27,887 on Oct. 1, against
27,337 on Sept. 1.

EUROPEAN BROADCASTERS MEET: Dele-
gates of 13 European national broadcasting
organizations met in Taormina, Sicily, for
a regular session of Union Europeenne de
Radiodiffusione. UER, or European Broad-
casting Union, is the international organiza-
tion which serves as the framework for dis-
cussion of common problems, program ex-
change and frequency reporting. The Taor-
mina conference discussed coordination of
programs and program exchange.

The Eurovision working committee re-
ported “successful” Eurovision tv hookups
and decided to take further steps to improve
technical and program quality of Eurovi-
sion. Plans call for addition of more general
entertainment and sports programs to Euro-
vision hookups.

Conference delegates voted another two-
year term for Marcel Besenzon as president
of the international program committee. Mr.
Besenzon is director general of the Swiss
Broadcasting Service. Vice presidents rep-
resent Radiodiffusion Francaise, Paris, and
BBC, London. Observers from the U. §,
Canada, Australia, Egypt and Israel attend-
ed the conference.

MOSCOW MOON SHOW: Moscow Radio
in its English broadcasts is reported as offer-
ing prizes for information about the Russian
earth satellite. Listeners are asked to submit
data and tapes of signals from the satellite,
to describe sightings of Sputnik and to write
articles, essays or short stories about the
Red moon. Prizes were not named.

JAPAN JACKS UP SIGNAL: The Japan
Broadcasting Corp. has announced it is
building a series of small relay television
stations throughout the country to extend
city signals to mountainous terrain. The an-
nouncement said more than 100 districts at
present cannot get signals from city stations.

INTERNATIONAL SHORTS

International Teclephone & Telegraph has
announced organization of new subsidary,
IT&T Electronics Service Co. of Canada
Ltd., Montreal. Company will provide serv-
ices including installation, operation and
maintenance of telecommunications and
electronic equipment such as microwave
links and radar networks. J. T. Robertson,
telephone and radio operating department of
IT&T, N. Y., will hecad Canadian company.

Alford R. Poyntz Adv. Ltd., Toronto, after
operating without profit for five years, de-
clared bankruptcy early in October. Agency
reportedly showed habilities of $130,000 and
assets of only 3$2,000. Billings this year
totalled $380,000, approximately same as
last year. Agency was formed in 1940 and
had 29 Toronto accounts. Company had
branch offices at Winnipeg and Montreal.

BROADCASTING
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- On the setiof "I Love Luey,” sturring Lucille Ball and Desl
Arnoz. The,?ﬂuﬁcn’; Number 1 TV show for 1951, 1952 and

3 »iit’:""" of the tachnique cf filming its pregram es @
iveshow with oudience, Desilu Productions uses three Mirchel®
35mm BNC cameras in filming "'l Love Luey.”

TO FILM
A SUCCESSFUL SHOW...

It takes more than just a good script to insure the success
of a top-rated network program. The on-stage performances of

Joan Davis on the set of “I Married Joan,” the stars and supporting cast must be outstanding,
P'°:I‘;°cedT:Y P';n J. hW‘l’l'f;;" ﬂ"BdNﬂCPPeﬂfiT!S carefully timed, superbly directed. And the camera must
on . Three Mitchell-35mm cameras . N . -

are_used on this top TV show, which is in perfon:m ﬂaw]fessly in its vital role 'of. recreating tl:xe

its 2nd year, Jim Backus plays the male lead. superior quality of the show for millions of TV viewers.

Mitchell cameras—internationally famous—provide the
matchless photographic performances so necessary to the
successful making of the finest theater quality films.
That is why, wherever top quality filming is the foremost
consideration, Mitchell Cameras are to be found...
bringing success into focus.

Dennis Day, star of “The Dennis Day Show.,”
a top-rated NBC program. Originally “’live,”
this series is in its secdnd yet?, and is now
produced on film by Denmac Productions,
using a Mitchell 35mm BNC camera.

MITCHELL The only truly Professional Motion Picture Camera

IENQ CORPORATION

. 468 West.Haryard. Sfreet - qlg_ndhu,le 4, Calif. ® Cable Address: "MITCAMCO
a2 S b

‘@ 85%: ot the! professional  motign. p:i,c_t_ur.qg shown - throughout':the. world ur’_é filmed with o ‘Mitchell
4 1 i >
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REPORT OF FATES AND FORTUNES

ADYVERTISERS & AGENCIES

Erwin B. Needles, director of tv sales,
WNBC (TV) New Britain, to Julian Gross
& Assoc. Adv., Hartford, both Conn., as
partner and vice president-general manager
in charge of agency operations.

A A B

Robert A. Gibney Jr., vice president of J.
C. Bull Inc.,, N. Y., elected director. Allan
J. Hall, account executive, named vice pres-
ident.

Lee Rich, vice president and associate media
director, Benton & Bowles, N. Y., appointed
director of media.

John F. Brooks, account executive, Need-
ham, Louis & Brorby, N. Y., and Richard
E. Owen, associate art director, elected vice
presidents.

C. Stuart Siebert, vice president, Kenyon &
Eckhardt, Chicago, named to handle all
publicity activities for that office in addition
to his duties as senior account executive.
Arnold M., Combrinck-Graham Jr., vice
president and former account executive,
named account supervisor in Kenyon &
Eckhardt’s Chicago office. He has been with
agency since March 1956.

M. B. Silverman, Russel M. Seeds Adv.,
Chicago, to Rutledge & Lilienfeld Inc., same
city, as account executive,

Morgan Ryan, formerly with ABC New

York and Grant Adv., to J. R. Pershall Co.,
Chicago, as merchandising account execu-
tive.

William B, Goodrich, assistant to vice presi-
dent in charge of radio-tv, MacFarland,
Aveyard & Co., Chicago, appointed assistant
account evecutive on Drewrys Ltd. account.

Beverly L. Smith, account executive, Ken-
yon & Eckhardt, N. Y., to N. W. Ayer &
Son, same city, as service representative.

Edward M. Marker, vice president and group
head, Fuller & Smith & Ross, Cleveland,
Ohio, to Griswold-Eshleman Co., same city,
as group head.

Lawrence ¢O’Neill, Frank Martello and
Joseph P. Franklin, supervisors at Kenyon
& Eckhardt, N. Y., transferred to agency’s
Chicago office in charge of radio-tv pro-
grams, radio-tv commercial production and
research, respectively.

L. M. McAlvany, regional manager, Dallas
division of American Bakeries Co., named
assistant to president in charge of sales,
merchandising and advertising. He is suc-
ceeded by Guy J. Gibbs, company’s Houston
bakery manager.

Robert A. Davis, cheese products advertis-
ing manager, Kraft Foods Co., Chicago,
named general advertising manager, suc-
ceeding Tad Jeffery, resigned.

John C. Pollock, field zone manager in

WKRG-TV LEADS THREE WAYS

No matter how you measure it, WKRG-TV is number one by o large margin

in this Billion-Dollar Market.

NIELSEN

leoding in every dept. . . . cavering
33 to 26 counties for Sta. "X, with
45,000 extra hames in Ch. 5's area.

A.R. B.

(Feb. '57) WKRG-TV leads 281 ta
150 in measured quarter-hour seg-
ments. At night, the lead is 139 to 59!

PULSE

Telepulse (Sepf., '56) shows WKRG-
TV leading in 275 quarter-hours to
171 for Station "'X',

=W
Report number twe shows WKRG-TV ° -

% giillon. 555w
Q,"'

she 3-way

ob“e e
on-ggs Mob*

HERE'S THE BILLION-PLUS MARKET

Within the area of WKRG-TV's measurable audience

peaple . . 336,000 families . .

lies 1,258,000

Cons. Spendable Income, $1,467,000,000

and Tot. Ret. Sales of $1.060,054,000 (latest published SRDS figures).
Here is the Coverage-Bonus WKRG-TV gives you in Big, Billion-Dollar

Mobile:
Total
Population Families C.S.l. T.R.S.
WKRG-TY 1,258,000 336,000 $1,467,000,000 $1,060,000,000
Station ‘X" 1,087,000 290,000 1,316,000,000 954,000,000
WHKRG-TY Beonus 161,000 46,000 $ 151,000,000 $ 106,000,000

Channel
)
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northern and eastern Texas for Dr. Pepper
Co. (soft drinks), Dallas, named sales promo-
tion manager.

Doris Boyd, formerly with The Katz Agency
and CBS Radio Spot Sales, both Chicago, to
Gordon Best Co., same city, as radio-tv
traffic manager.

William H. Marlin promoted to production
manager at Monroe F. Dreher Inc,, N. Y.

Mort Reiner, formerly chief timebuyer at
Product Services Inc., N. Y., to Glamorene
Inc. {carpet cleaning solution), Clifton, N. J.,
as radio-tv director.

Steve Gardner, account executive, Dan B.
Miner Co., L. A, to George Patton Adv.,
Hollywood, as tv-radio director.

Harry Smith, account executive, Parker
Adv. Inc., Saginaw, Mich., named public
relations director.

Louis J, Nelson, media director, Geoffrey
Wade Adv., Chicago, named marketing di-
rector and also will supervise research and
merchandising departments. He is succeeded
by David S. Williams, tlmebuyer and as-
sistant media director.

Shirley Coleman, for past five years free
lance art consultant in New York and pre-
viously art director of Young & Rubicam,
L. A, and L. C. Cole Co., S. F,, to Ander-
son-McConnell Adv., L. A., as art director.

Martin Slattery, Young & Rubicam, N. Y.,
to Compton Adv., same city, as tv producer.

Helen A. Grabe, home economist, T. R.
Sills & Co., N. Y., to Kenyon & Eckhardt,
same city, as assistant home economist.

Robert H. Gannon, formerly member of
public relation staff of Leo Burnett Co., to
Daniel J. Edelman & Assoc. (public rela-
tions firm), N, Y., editorial staff.

Jon Franklin Byk, manager of sausage sales,
Kingan Co., Indianapolis, to Glenn Adv.,
L. A., merchandising and marketing depart-
ment.

Jack Knights, formerly with J. Walter
Thompson Co., Sydney, Australia, to N, W.,
Ayer & Son, Philadelphia. Harry M, Oram,
production department, to copy department
and Rebert F. Nelson moves from Chicago
copy department to Philadelphia copy de-
partment.

D B R e

<4 William E. Lane, pro-
duction manager, Haig &
Patterson, Detroit, to
Video Films, same city,
in similar capacity. Mr.
Lane was associated with
Video Films as production
manager from 1954-56.

Stanton Webb, vice president in charge of
sales for Paper-Mate Co., Chicago, to Jerry
Fairbanks Productions of California, Holly-
wood, as director of sales.

Mike Casey, tv director, Erwin, Wasey,
Ruthrauff & Ryan, N. Y., to Rick Spalla
Productions, Hollywood, as account ex-
ecutive,

BROADCASTING




NETWORKS somesmremnpmsmmmaismisiisnis
<4 Stephen C. Riddleberg-
er, formerly administra-
tive vice president of ABC
Radio Network Inc., elect-
ed vice president and
comptroller of American
Broadcasting Co. division
of American Broadcasting-

Paramount Theatres and assistant treasurer

of AB-PT. Mr. Riddleberger, who has been

with ABC since 1952, will report to financial
vice president of AB-PT.

Mark D. Riley, manager of national ac-
counts division of Hearst Advertising Serv-
ice for past 15 years, to ABC-TV Chicago
sales department as account executive.

<1 James A. Stabile, man-
ager of talent negotiations,
NBC, promoted to direc-
tor of talent and program
contract administration.
Mr. Stabile joined NBC in
February. He previously
was vice president and
general counsel for ABC and before that with
William Morris Agency.

William A. Gorman, western sales manager
for RKO Television, and Charles E. Max-
well, senior national account executive in
Radio Advertising Bureau national sales
development department, join CBS Radio
sales staff in New York.

Dottie Larsen appointed script supervisor
of Date With the Angels, Plymouth spon-
sored series on ABC-TV

Bill Nimme has succeeded Keefe Brasselle
as m.c. of ABC-TV’s Keep It in the Family
which debuted Oct. 12 (Sat, 7:30-8 p.m.
EDT).

Emanuel Sacks, vice president of program-
ming, NBC, named chairman of amusement
division for 1958 fund drive of greater New
York councils, Boy Scouts of America.

Lee Goldenson, 80, father of Leonard H.
Goldenson, president of American Broad-
casting-Paramount Theatres, died Oct. 13
at Cedars of Lebanon Hospital, Hollywood,
after long illness.

King Mitchell, commercial manager, KOMO
Seattle, Wash., to Bellevue Broadcasters as
general manager of group’s KFKF Bellevue,
KPEG Spokane, both Washington, and

KBEV Portland, Ore.

Ted Wolf, general manager, KWG Stock-
ton, to KFIV (formerly KMOD) Modesto,
both Calif., in similar capacity.

Niwbar e
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Arthur H. Barnes, account executive, Carl
Nelson & Assoc., to WISN-AM-TV Mil-
waukee as director of promotion and pub-
licity. Mr. Barnes was associated with Hole-
proof Hosiery Co. as assistant advertising-
sales promotion manager and with Miller
Brewing Co.’s merchandising division before
joining Nelson.

Roland Kay, formerly sales manager, KCBS
San Francisco, to KERO-TV Bakersfield,
Calif., in similar capacity, succeeding Ed
Urner, resigned to devote time to planning
and construction of new Bakersfield radio
outlet.

George Morris named national sales man-
ager of WSIX-AM-TV Nashville, Tenn.

Jim Carroll, sales manager, KYNO Fresno,
Calif., promoted to station manager.

Glenn W. White named manager of KNAC-
TV Fort Smith, Ark., succeeding Dick
Campbell, resigned.

Fred Eichorn, program assistant and host
of Telescope, KGW-TV Portland, Ore.,
named KGW-AM-TV merchandising man-
ager. Bob Franklin, national sales-service
manager, KGW, named program director.

Barbara Chandler named WCHS-TV
Charleston, W, Va,, traffic manager, suc-
ceeding Greta Williams, resigned. Gloria
Best and Barbara Williams to WCHS-TV
and WCHS continuity departments, respec-
tively.

Allen Sanderson, chief facilities engineer,

2o dacan,a to the wise
- - are sufficient

way”’.
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- Wi “I have been using
TelePrompTer equip-

3 ment for the past three

and a half years, and

have found iteminently

i satisfactory in every

i " Mr. John Harrington
| , Newscaster and Sportscaster

WBBM-TV

= Chicago, lllingis

311 West 43rd Street, New York 36, N, Y., Jlidson 2-3800

Have you seen the ''ultimate” in rear screen projection?

WWI-TV Detroit, named chief tv studio
engineer, succeeding Russell P. Williams
who joins Ampex Corp., Redwood City,
Calif., as central district sales manager.

< Larry Menroe, director
of programming personnel
for McLendon Investment
Corp. (KLIF Dallas,
KTSA San Antonio and
KILT Houston, all Texas),
to Public Radio Corp. of
Houston (KIOA Des
Moines, Iowa, and KAKC Tulsa, Okla.) as
director of programming, Mr. Monroe will
headquarter in Des Moines.

William D. Gibbs, film director, KNTV
(TV) San Jose, Calif., to program director.

Fred Naglestad, WOW-TV Omaha, Neb,,
to WCPO-TV Cincinnati, Ohio, as program
director. John Clark, production manager,
takes on additional duties as program-pro-
duction manager.

Jordan M. Kaplan, announcer-copywriter,
WATR-TV Waterbury, Conn., named pro-
gram director of WATR.

Freeman Hover, news director, KCSR Chad-
ron, Neb., named program director, and
Clifford Pike, KRVN Lexington, Neb.,
joins KCSR affiliate KWYR Winner, S. D.,
in similar capacity. Ben Calderone, WLSH
Lansford, Pa,, to KCSR as news director-
announcer, and Duane Shupe, salesman in
KCSR Hay Springs, Neb., office, transfers
to Chadron.

e Al

The television industry is rapidly
learning that the greatest TY tal-
ents in the world are consistently
greater with TelePrompTer.

L J}@ME’)TEZR?

ORPORATION
Jim Blalr, Equip, Sales Mgr.

——— e — e

It's the new TelePro 60001
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McCARTHY GETS BELL

Despite the fact that Baltimore &
Ohio locomotive No. 5303 has been
sold for scrap, its bell is still heard by
WCPO Cincinnati, Ohio, listeners. For
the past seven years newscaster Tom
McCarthy has broadcast his early
morning show from his farm and,
apart from cattle, chicken and other
farm noises, he has called attention
to the “music” of passing train
whistles. To show their appreciation
to Mr. McCarthy for telling “thou-
sands of listeners about B&O,” execu-
tives of the railroad decided to pre-
sent him with the heavy bronze bell
from one of the fast disappearing
steam engines. So, every morning the
bell from No. 5303 rings out again.

Jon A. Holiday, formerly news director,
KXLR Little Rock, Ark., to WIST Charlotte,
N. C., as program director.

J. Edward Hill, account executive, WFBL
Syracuse, N. Y., named merchandising and
promotion director.

Mel Kampe, promotion manager, WMAY
Springfield, Ill., to WTVJ (TV) Miami as
public service director,

Owen Simon, promotion-publicity director
and continuity director, KQV Pittsburgh, to
KDXKA, same city, as publicity director,
succeeding Jack Williams to WBZ Boston
as advertising-sales promotion manager.

Jim Raser, formerly writer-producer, KCBS
San Francisco, to KNX Los Angeles sports
staff as director.

Bryant Brosche, musician and continuity
director, WMBR Jacksonville, Fla., named
music director.

Richard F. O’Brien, news staff, WTIC-AM-
TV Hartford, Conn., named assistant news
director.

Dave Ritchley, engineer, WWDC Washing-
ton, promoted to assistant engineering super-
visor.

Bill Walker, announcer-engineer, KFRE
Fresno, Calif., to KIMA-TV Yakima, Wash.,
as assistant in studio production, succeeding
Hal Millen who rejoins local daily news-

paper.

Frank Langley, assistant to publicity man-
ager, WPIX (TV) New York, promoted to
publicity supervisor. He succeeds Leslie
Hollingsworth, resigned.

Pete French, newscaster-in-chief, WHAS-
AM-TV Louisville, Ky., to KYW-AM-TV
Cleveland, Ohio, to head newscasting, suc-
ceeding Tom Field who joins WRCV Phila-
delphia. Mr. French will also head his own

news show on Monday-Friday and Sunday’

at 11 p.m. on KYW-TV.
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Dean Mitchell, KVOS-TV Bellingham, to
KEPR-TV Pasco, both Wash., as news edi-
tor, succeeding Grant Norlin, resigned to
attend Stanford Business School. William
Grogan, manager, Columbia Basin Outdoor
Adv., to KEPR-TV sales staff.

Levi Jackson, labor relations expert, Ford
Motor Co., Dearborn, Mich,, and sports-
caster, WCHB Inkster, Mich., is commen-
tating U. of Detroit’s home football games.

Dick Bingham, sportscaster for Pittsburgh
Pirates games, to KDKA Pittsburgh as disc
jockey.

Charles Michael (Mickey) Else to KSD St.
Louis, Mo., as disc jockey.

John Walsh, announcer, KNOX Grand
Forks, to KBMB-TV Bismarck, both North
Dakota, in similar capacity.

Mary Kirk, hostess of Datebook and Car-
toon Carnival, WSAZ Huntington, W, Va,,
to KBTV (TV) Denver, Colo., as hostess
of Western Living, succeeding Jill Ferris,
resigned to be married.

Molly Jones, senior, Southern Methodist U,,
to WFAA-TV Dallas, as co-emcee and co-
ordinator of Top Ten Dance Party.

Arlene Stern, who recently completed series
of interviews with outstanding American
women for Voice of America, joins Wash-
ington Post Broadcast Div. (WTOP-AM-TV
Washington and WMBR-AM-TV Jackson-
ville, Fla.) and will cover news and features
from Paris.

Del Blumenshine, formerly with WMT-TV
Cedar Rapids, Iowa, to WOOD-TV Grand
Rapids, Mich., as news photographer. John
Burpee, recent graduate, Michigan State U.,
to WOOD as publicity director.

Tom Hennessey, formerly in charge of music
operations, WIP Philadelphia, to WERE
Cleveland, Ohio, as record librarian.

Richard E. Miller, formerly sales representa-
tive, Dictaphone Co., San Bernadino, Calif.,
to KFXM, same city, sales and public rela-
tions department.

Norm Geordan, announcer, WNYC New
York, to WPTR Albany, N. Y,

Larry Braeme to KUIK Hillsboro, Ore;
Altan B. Chodor, KENL Arcata, Calif.; Ed-
ward J. McNally Jr., KROG Sonora, Calif.;
Boyd B. Arestad, KWSD Mt. Shasta, Calif.;
Charles E. Heron, KWRL Riverton, Wyo.;
Neil W. Sargent, KTAR Phoenix, Ariz.;
Don Lyle, KBCH Ocean Lake, Ore.; Joseph
Amaldo, KCNO Alturas, Calif.; George W,
Rambo, KWIN Ashland, Ore.; Weddington
Couch Jr., KLEW-TV Lewiston, Idaho;
Judith Worrell, WFIE-TV Evansville, Ind.,
and Darrell D. Lord, KGW-TV Portland,
Ore. All are recent graduates of Northwest
Schools.

Edd Harris, formerly associated with WSQOC
Charlotte, N. C., died Oct. 8.

REPRESENTATIVES s s mosssptnatel

< Clyde L. Clem, ac-
count executive, Grant
Adv., Detroit, to Bomar
Lowrance Assoc. (southern
representatives of NBC
Spot Sales), Atlanta, as vice
president and assistant to
president. Mr. Clem was
associated with NBC Radio and Television
from 1949-55.

C. L. (Lud) Richards, national account
executive, Radio Adv. Bureau, to Peters,
Griffin, Woodward Inc. as New York direc-
tor of sales development for radio. Mr.
Richards formerly served as promotion man-
ager of WBZ Boston. PGW earlier had
named F. Paxson Shaffer to similar post in
Chicago office. )

Thomas W. Corlett, sales staff, Hil F. Best .
Co., Detroit, named general manager, suc-
ceeding Val A. Best.

Frank Webber, account executive, Gill-
Perna Inc,, N. Y., to Edward Petry & Co.,
same city, in similar capacity in company’s
radio division

William Connelly Jr., salesman, WBBM
Chicago, to CBS Radio Spot Sales, same
city.

PROGRAM SERVICES e

Oliver H. Crawford, programming editor,
Tv Guide, N. Y., named Pacific Coast re-
gional manager, headquartering in L. A.
Lee Gottlieb, associate editor at national
editorial offices, Philadelphia, succeeds him.
Harold B. Clemenko, manager, southern and
central California editions, L. A., succeeds
Mr. Gottlieb in Philadelphia.

-4 Walter A. Nielson, for-
merly program director,
WNHC-AM-TV New
Haven, Conn., to Com-
mercial Recording Corp.
(producers of musical
jingles), Dallas, Tex., as
regional sales representa-
tive. He also was with WCCC Hartford,
as associate manager and program director
and WCNX Middletown, both Conn., as
station manager.

L R S

Lou Boutin, account executive, Television
Programs of America, to Ad-Staff Inc.
{Hollywood firm specializing in creation and
production of jingles and other radio and tv
spots) sales and service staff. Also joining
company is Ray Montgomery, leaving acting
field to become tv coordinator on Canada
Dry account in West for Ad-Staff.

Saul H. Bourne, 73, head of Bourne Inc.
(music publishing firm) and director of
ASCAP since January 1921, died Oct. 13
at Doctors Hospital, N. Y., after operation.

PROFESSIONAL SERVICES s

Travis Wells, vice president in charge of
New York office of Gilbert & Tormey
(Miami advertising and sales promotion
consultant firm), elected director.

BROADCASTING




William T. Dickinson, Jansky & Bailey (ra-
dio and electronic enginering company),
Washington, promoted to engineering direc-
tor of research and development.

TRADE ASSNS, sscmsmmsmmmmmmmmimmis o

S. L. Goldsmith Jr., director of economic
problems department, National Assn. of
Manufacturers, to National Sales Executives
Inc. as executive director, effective Nov. 1.
He succeeds Robert A. Whitney, resigned.

Robert F. Bender, executive vice president,
International Telephone & Telegraph Corp.,
elected director.

David D. Coffin, manager of missile systems
division, Raytheon Mfg. Co., Waltham,
Mass., and Thomas H. Johnson, manager of
research division, elected vice presidents.

Dr. Raymond L, Garman, technical direc-
tor, General Precision Lab Inc., N. Y., sub-
sidiary of General Precision Equipment
Corp., same city, named vice president-en-
gineering and research of GPE. Wladimir
A. Reichel, senior vice president-engineering
and director of corporation and its subsi-
diaries, resigned.

< Frederick H. Guter-
man, formerly assistant
vice president of American
Bosch Arma Corp., to
Allen B. DuMont Labs as
general manager of techni-
cal products division, suc-
ceeding Irving G. Rosen-

berg, resigned.

Robert A. Hoff, advertising and sales pro-
motion manager, RCA electron tube division,
named manager of product advertising and
sales promotion; Alfred J. Jago Jr., admin-
istrator of budgetary and cost controls,
manager of advertising services; Erwin B.
May, administrator of advertising and sales
promotion for semiconductors, manager of
advertising and sales promotion for semi-
conductors and components, and Harvey
M. Slovik, administrator of publications, ap-
pointed manager of publications.

<-4 Tom Wallace, former-
ly chief engineer, KTKT
Tucson, Ariz., to Gates
Radio Co., Quincy, Ill, as
sales engineer for Arizona,
southern California and
part of Nevada.

T ) Y ]
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GREATER CLEVELAND'S
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Frank J. Bias, formerly manager of broad-
cast studio facilities engineering, General
Electric Co.'s technical products department,
appointed manager of transmitter engineer-
ing for department. He will be responsible
for engineering design and development of
complete line of transmitters for radio and
tv broadcasting and for special high-power
units used for scatter communications.

-4 J. N. Hunt, associate

dio Co. (radio electronics
equipment), Cedar Rapids,
Jowa, named Atlanta dis-
trict sales engineer.

Thomas E. Blackwell, engineering tech-
nician, Sylvania Electric Products, electronic
defense laboratory, Mountain View, Calif.,
named distributor sales service engineer for
electronic products in Atlanta.

E. L. Bragdon, with RCA and NBC since
1942, appointed to newly created position
of trade news editor, RCA.

EDUCATION ieosbsbmmmmimmmnns T

Joseph A. Risse, formerly chief engineer,
WHUM-AM-TV Reading, Pa., to Interna-
tional Correspondence Schools, Scranton,
Pa., as assistant director, school of electrical
communications.

Prof. Jay W. Jensen, faculty member, U, of
Illinois, named head of school’s journalism
division, succeeding Dean Theodore Peter-
son who has served in dual capacity since
being appointed dean.

field engineer, Collins Ra- |

Donald W. Knoepfler, visiting assistant pro- I

fessor, radio-tv and motion picture depart-
ment, U. of North Carolina; Elmer Qetting-
er, English instructor at UNC, and Noel
Houston, author, named lecturers at univer-
sity in radio-tv and motion picture depart-
ment.

INTERNATIONAL ssissimmnainmaion e

W. E. Austin, public relations manager of
General Motors of Canada Ltd., Oshawa,
Ont., promoted to assistant to president and
R. L. Gough appointed public relations
manager.

Tom B. Blocker, executive assistant to net-
work division director, Radio Liberation

(American Committee for Liberation), pro- |

moted to assistant director.

Pat Williams, formerly with Cincinnati
(Ohio) Times-Star, to CKGN-TV North
Bay, Ont., as woman’s editor and woman’s
program director. Harry Williams, formerly
with British United Press, to CKGN-TV
as news editor-in-chief and Tom Kervin
named city editor of station’s news depart-
ment.

J. E. McConnell Sr., 79, founder and chair-
man of board, McConnell, Eastman & Co.

Ltd., London, Ont., advertising agency, died
QOct. 9.

thousands of DOSton
listeners have switched to the

“990 Club” programming on

WORL

Represented Nationally by
Headley-Reed Company

Here is a typical day’s

programming

A, M,

9:00 ARTIE SHAW
Smoke Gets In Your Eyes.

Indian Love Call {Tony Pastor)

9:15 PERRY COMO
Prisener Bt Love
Papa Loves Mambo

9:30 JONI JAMES
Tour Cheatng Heart
Purple Shades

10:00 LOUIS PRIMA

0h Marie

Eleanor

10:15 ROBERTA SHERWOOD

Mz Haart Is A Chapel
1 Gel Lost In His Arms
10:30 SAMMY DAVIS. JR.
Al OF You
Love Me Or Leave Mo
11:00 HARRY JAMES
920 Special
Ogep Purple
11:15 FRANK_SINATRA
11l Meyer Smale Again
American Beauty Rose
11:30 PEGGY LEE
Why Dan'leha Do Right
Apples, Paaches, Charries

NO®eN

12:00 SAMMY KAYE
Swoel Sue
Object of Mr Affactions.

Trafic fam
Bagin The Baguine

Pabays Mama
Wild Horses

Summer Love
PaPaPa

Buone Sefa
Oh Babe

Lazy River
This Train
Hey There
Birth of the Bluss

Music Makers
Big John's Spacul

Birth of the Blues
1 Won't Dance

Babdy, Biby
Galden Earrings

Miss You
Disie

12 15 BING l- GARY CROSBY

Flly A Slmnll Meiody
12:30 GLENN MILLER
Chaltancoge Choo Choo
Mounllghl Cocuteits
1:00°KAY KYSER
Who Wouldn't Love You
The 014 Lamplighter
1:15 ELLA MAE MORSE
Blacksmith Blues
House of Blue Lights
140 INK SPDTS
Do | Worry}
il Get By
2:00°BENNY GOODMAN
Jorsey Bounce
On The Alsmo

2:15 DINAH WASHINGTON

Look To The Reinbow
1 Don't Hurt Anymore
2:30 TGCMMY SANDS

3:00 LARRY CLINTON
Hedrt & Soul (mlcn Werd)
Martha {Bes Waln)

3:15 BILLY WILLIAMS
Write Myself A Leiter
Crazy Littie Palace

3:30 PATTI PAGE
Song Go Qut Of My Haert
Repeat Aller Me

4:00°LES BROWN
Sentimental Journs)

My Love To Keep Me Warm

4:15 PAT BOON
Lave Lﬂlm In TM Send
Gold Mina in The Sky

4:30 BILL HALEY
Sheke, Rattle and Roll
Rock Around the Clock

5:00"OUKE ELLINGTON
Don't Get Around Much
Jeep's Blues

5:15 JERI SOUTHERN
Dancing On the Cailing
‘When ! Fall In Love

5:3¢0 NAT COLE
Sweet Lotraine
Qrange Colored Sky

Maggie’s Blues
Moonlight Bay

Surlnld- In Blue
o Mood
Old Buﬂﬂmllk Sky
Friendship -

Cow Cow Boogie
Down in Mexio

it 1 Didn't Care
To Esch His Own

Sing, $int. Sing
Rachel's Oream

[ Hear Those Bells
Sell Winds

Let Me Be Loved
My Love Song

Dipsy Doodle
Iohnson Rag

Shanghal
Mad 1bﬂll| Che

0id Cape Cod
Tennesses Waltz

Lesp Frok
Blue Denube

Two Hesrls
Tra-Le-Le

Craty Men Crazy
Billy Goat

A Trein
Smada

Scarlet Ribbons
You Better Go Now

Frim Fram Sauce
Paper Mcon

Wouldn’t You tune in to
a station like this?
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PROFESSIONAL

CARDS

hﬁ

JANSKY & BAILEY INC.
Executive Offices
1735 De Sales St., N. W. ME. 8-5411
Offices and Laboratories
1339 Wisconsin Ave.,, N, W,
Washingten, D, C. FEderal 3-4800
Member AFCCE*

JAMES C. McNARY
Consulting Engineer
Mational Press Bldg., Wash. 4, D. C.
Telephone District 7-1205
Member AFCCE®

—FEstablished 1926—
PAUL GODLEY CO.

Upper Montcloir, N. J. Pligrim 6-3000
Laboratories, Great Notch, N. J.
Member AFCCE *

GEORGE C. DAVIS
CONSULTING ENGINEERS
RADIO & TELEVISION
501:514 Munsey Bldg. STerling 3-01
Washington 4, D. C,
Member AFCCE*

Commercial Radio Equip. Co.
Everett L. Dillard, Gen. Mgr.
INTERNATIONAL BLDG. DI, 7-1319
WASHINGTON, D. C.

P. O. BOX 7037 JACKSON 5302
KANSAS CITY. MO.

Member AFUCE *

A. D, RING & ASSOCIATES
30 Years’ Experience in Radio
Engineering
Pennsylvania Bidg.  Republic 7-2347
WASHINGTON 4, D. C.
Member AFCCE*

GAUTNEY & JONES
CONSULTING RADIO ENGINEERS
1052 Warner Bldg. National 8-7757
Woashington 4, D, C,

Member AFCEE*

Lohnes & Culver
MUNSEY BUILDING DISTRICT 7-82
WASHINGTON 4, D. C,
Member AFCCE*

RUSSELL P. MAY

711 14th 51, N. W,
Washington 5, D. C.

Sheraton Bldg.
REpublic 7-3984

Member AFCCE*

L. H. CARR & ASSOCIATES
Consulting
Radio & Television
Engineers

Washington 6, D, C. Fort Evans

1001 Conn. Ave. Leesburg, Va.
Member AFCCE*

PAGE, CREUTZ,
STEEL & WALDSCHMITT, INC.

Communications Bldg.
710 14th St.. N. W, Execytive 3-5670
Waoshington 5, D. C,
303 White Henry Stuart 8ldg.
Mutual 3280 Seattls 1, Washington
Member AFCCE*

KEAR & KENNEDY
1302 18th St., N. W.  Hudson 3-%0
WASHINGTON 6, D. C.
Member AFCCE*

A. EARL CULLUM, JR.
CONSULTING RADIO ENGINEERS
INWOOD POST OFFICE
DALLAS 9, TEXAS
LAKESIDE 8-6108
Member AFCCE®

GUY C. HUTCHESON
P. ©. Box 32 CRestview 4-8721
1100 W. Abrom
ARLINGTON, TEXAS

ROBERT M. SILLIMAN
John A. Moffet—Associate
1405 G St., N, W.
Republic 7-6646
Washington §, D, C.
Member AFCCE*

LYNNE C. SMEBY

CONSULTING ENGINEER AM-FM-
7615 LYNN DRIVE
WASHINGTON 15, D. C.
Oliver 2-8520

GEQ. P. ADAIR ENG. CO.
Consulting Engineers
Radio-Television
Communications-Electronics
1610 Eye St., N.W., Washington, D, C.
Executive 3-1230 Executive 3-5851
Member AFCCE *

WALTER F. KEAN
CONSULTING RADIO ENGINEERS
Associates
George M. Sklom, Robert A. Jones
1 Riverside Road—Riverside 7-2153
Riverside, Il
(A Chicogo suburb)

WILLIAM E. BENNS, JR.
Consulting Radie Engineer
3802 Military Rd., N. W., Wash,, D. C.
Phone EMerson 2-8071
Box 24468, Birmingham, Ala.
Phone STate 7-2601
Member AFCCE*

ROBERT L. HAMMETT
CONSULTING RADIO ENGINEER
821 MARKET STREET
SAN FRANCISCO 3, CALIFORNIA
SUTTER 1.7545

JOHN B. HEFFELFINGER
840% 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 Avenve
Clevelond 3, Ohio
HEnderson 2-3177
Member AFCCE *

J. G. ROUNTREE, JR.
5622 Dyer Street
EMerson 3-3266
Dallas 6, Texas

VIR N. JAMES

SPECIALTY
Directional Antenna Proofs
Mountain ond Ploin Terrain

1316 S. Kearney Skyline 6-1503
Denver 22, Colorado

JOHN H. MULLANEY
Consulting Radio Engineers
2000 P St., N. W.
Woshington 6, D. C.
Columbia 5-4666

A. E. TOWNE ASSOCS., INC.

TELEVISION and RADIO
ENGINEERING CONSULTANTS

420 Taylor St.
Son Fronciscs 2, Calif.
PR. 5-3100

RALPH J. BITZER, Consulting Engin

Suite 298, Arcade Bldg., St. Louls 1, A

Garfield 1.4954
“"For Results in Broodcast Englneering”
AM-FM-TY
Al a -

Anmnlicet]

13
Petitions + Licensing Field * Service

SERVICE

DIRECTORY

PETE JOHNSON

CONSULTING ENGINEERS

KANAWHA HOTEL BLDG
CHARLESTON, W. VA,

PHONE:
Di. 3-7503

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

Accredited Technicel Imstitute Curvicula
3224 16th 5t., N.W., Wash. 10, D, C.

Practical Broadeast, TV Electronics engi-
nesring home study and residence courses.
Write For Free Catalog, specify course.

SPOT YOUR FIRM'S NAME HERE,
To Be Sesn by 77,440* Readers
—among them, the dacision-making
station owners and maonagers, chief
engineers and technicians—applicants

for am, fm, tv and focsimile facilities.
*1956 ARB Continuing Readership Study

Member AFCCE *
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FOR THE RECORD

Station Authorizations, Applications

(As Compiled by Broadcasting)
October 10 through October 16

Includes data on new H chang

in exi

cterdis

ing , ownership c¢hanges, hetring

d

cases, rules & standards ch and routi

Ls |

Abbreviations:

DA—directional antenna. cp—construction per-
mit. ERP—effective radiated power. Vhi—very
high frequency. uhf—ultra high frequency. ant.
—antenna. aur.—aural. vis.—visual. kw—kilo-
watts. w—watt. mc-—megacyeles. D—day. N—

night. LS — Jocal sunset. mod. — meodification
trans.—transmitter. unl—unlimited hours. kc—
kilocycles.  SCA—subsidiary communications au-
thorization. S8A—special service authorization
STA—special temporary authorization, *—edue.

Am-Fm Summary through Oct. 16

Appls. In
on. Pend- Hear=
Afr Licensed Cps ing ing
Am 3,024 3,010 298 462 144
Fm 539 519 70 84 0

FCC Commercial Station Authorizations
As of Aug. 31, 1957 *

Licensed (all on air)

Cps on air ,113 532 528
Cps not on air 148 30 133
Total authorized 3,261 562 661
Applications in hearing 155 12 82
New stations requests 340 k1) 1
New station bids in hearing 109 5 48
Facilities change requests 195 13 47
Total applications pending 1,118 148 382
Licenses deleted in Aug. ] 2 0
Cps deleted in Aug. 2 0 1

* Based on official FCC monthly reports. These
are not always exactly current since the FCC
must awalt forinal notifications of stations going
on the air, ceasing operations, surrendering li-
censes or grants, etc. These figures do not include
noncommercial, educational fm and tv stations.
For current status of am and fm stations see
“Am and Fm Summary,” above, and for tv sta-
tions see “Tv Summary,” next column.

Tv Summary through Oct. 16
Total! Qperating Stotions in U. S.:

Vhi Uht Total

Commercial 401 87 488

Noncomm. Educational 19 5 243
Grants since July 11, 1952;

(When FCC began processing applications
after tv freeze)

Vhi Unt Total
Commercial 363 328 6912
Noncomm. Educational 28 21 498

Applications filed since April 14, 1952:

(When FCC be‘gan processing applications
after tv freeze)

New Amend. Vhf Uhf Total
Commercial 1,121 337 874 590 1,4622
Noncomm. Educ, 68 38 33 884
Total 1,195 337 912 623 1,5308

1177 cps (33 vhi, 144 uhf) have been deleted.
20ne educational uhf has been deleted.

3 One applicant did not Speclfy channel.
iIncludes 48 alread I grante

5 Includes 725 already granted.

Existing Tv Stations

ACTIONS BY FCC

CALL LETTERS ASSIGNED

WEDU Tampa, Flz.—Fla. West Coast Educa-
tional Television Enc.
ES-TV New ODrleans—Greater New Orleans
Educational Television Foundatlon, ch. 8.
Changed from WYES (T

New Am Stations

APPLICATIONS

Pueblo, Colo.—Pueblo County Bestg. Co., 890 ke,
250 w D, P. O. address 3009 Seventh Ave., Pueblo,
Colo. Estimated construction cost $14,781, first
year operating cost $28.700, revenue $51,000, Own-
er is Ray J. Williams. Mr. Williams is 60% part-
ner in KRFC Rocky Ford., Colo.,, and president
and one-third owner of Goldenrod Téle-Radlo
Co., North Platte, Neb. Announced Oct, 1L

Richmond, Ind.—Richmond Bestg. Co., 930 kc,
500 w D. P, O. address Pleree E. Lackey, Box 450,
Paducah, Ky. Estimated construction cost $45.631,
first year operatin cost iG0.00D. revenue $75,000.
Owners are Plerce . Lackey (each
45%) and Willlam is Wilson (10%). Pierce
Lackey is owner ot PAD-AM-FM Paducah,
and 50% owner of WRAJ Anna, I F. E.
Laci{ey is owner of WHOP-AM-FM Hopkinsville,
{(ly, and 50% owner of WRAJ. Announced Oct.

Brockton, Mass.—Associated Enterprises, 1410
ke, 1 kw D. P. O. address 63 Chestnut St., Spring-
field, Mass. Estimated econstruction cost 230482
first year operating cost $71,500, revenue $78,000
0wners are Alan C. Tindal, Kristian Solberg,

Paul J, Monson and John J. Sullivan (each 25%).
Mr Tindal is grestdent and 72% smckholder of

WSPR Sprin d. Kristian Solber, 26.6%
stoekholder o£ WSPR. My, Monson program
director of WSPR. Mr. Sullivan is sales manager
of WSPR. Announced Oct. 14.

Greenville, Mich.—Flat River Bcstg. Co., 1380
ke, 500 w D. P. O. address Breckenridge, Mich.
Estimated construcuon cost $22,548, st year
operating cost $40,000, revenue $60,000. Owners
are Farl N. Peterson and Pearle C. Lewis (each

50%). Mr, Peterson i8 employed by Paul Brandt,
licensee of WBFC Fremont and WCEN Mt
Pleasant, both Mich. Pearle Lewis i5 50% owner
of entertainment operation with Mr. Peterson,
Announced Oct. 10.

NATION-WIDE NEGOTIATIONS e FINANCING e APPRAISALS

RADIO =

TELEVISION »

NEWSPAPER

EASTERN MIDWEST SOUTH SOUTHWEST WEST
FULLTIME RESORT AREA AM-FM MAJOR NORTHWEST
NETWORK DAYTIMER INDEPENDENT NETWORK REGIONAL
$150,000 $55,000 $270,000 $175,000 $175,000

Excellent combi- Ideal for owner- Fine Florida sta- | More assets than | 1 kw = fulltime
nation operation operator. Terms. tion in_major | the asking price. with top rating

with valuable real market. Includes Showing nice serving rich agri-

estate.29% down. Eltm I}io ?;et }vitﬁ gI‘OOd real esétgi;' profit. cultural area,.

Gross and profits QY| S GMIOITE 20 erms, o d : 29% down—bal-
both up. fﬁ:fi": ﬁ"dNA’;?E down. $250,000 i’i‘é ‘?;‘,-zf"’ sf{fi,rgzl: ance over five

meeting, Peabody cash. field, tomorrow and years.
Hotel, Memphis, | Wednesday, Baker
Tenn., Oct. 24-25. | Hotel, Dallas, Texas.

!

WASHINGTON, D. C. CHICAGO, ILL. ATLANTA, GA. DALLAS, TEX. SAN FRANCISCO
W, T. Stubblefield R'BV"V,;.:*:,"‘;{?" Jel] L. Birtan Dt [Llida) Lansls W. R. {Ike) Twising
1737 DeoSalas St., N. W. Tribune Towsr 1515 Healey Bldg. Fidslity Union Life Bldg. 111 Sutter St.

EX 3-3456 | DE 7-2754 JA 3-3431 | RI 8-1175 EX 2-5471

Call your nearest office of

HAMILTON, STUBBLEFIELD, TWINING & ASSOCIATES

BROADCASTING
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Planning
Radio
Statio

17

RCA
PROGRESS
PURCHASE

PLAN

e

Heres a brand new
financing plan that will
take a load off your
pocketbook and speed
you on your way to
station ownership!

FOR ADDITIONAL INFORMATION, WRITE TO
RCA, DEPARTMENT YD-22, BUILDING 15-),
CAMDEN, N, }.

RADIO CORPORATION
of AMERICA

Tmk(s) ®
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Bloomington, Minn.—South Mlnne%polis Bestrs.,
690 ke, 250 w D. P. O. address 9442 Stanley Ave.,
S. Minnea olis 20, Minn. Estimated construction
cost $13,413, first year operating cost $32,149,
revenue $36,000. Owners are Charles Niles and
Mrs. Charles Niles (each 50%). Mr. Niles is in

manufacturing; Mrs, Niles has been with Chicago
Aveni.lse Transfer in Minneapolis. Announced
Oct. 15.

Golden Valley, Minn.—Charles J. Langhler,
1570 Ke, 500 w D. P. O. address 2358 N. 90t!
Milwaukee 13. Wis. Estimated construction cost
$15,700, ﬂrst year operating cost $84,000, revenue
$80,000. M». Lanphier, sole owner, has restaurant
and prlntlng interests. Announced Oct.

Frederickton, Mo.—Alex P. Schwent, 1450 ke,
250 w uni. P. O. address 419 Roberts St., Ste.
Genevieve, Mo. Estimated construction cost
$8,424, first year operating cost $24,000, revenue
$30.000. Mr. Schwent, sole owner, has been em-
ployed as rural mail carrier. Announced Oct. 16.

Glens Falls, N. Y.—Vacational Bestg. Corp.,
1350 ke, 1 kw D. P. O. address 16812 North Union
St., Olean, N. Y. Estimated construction cost
€20,241, first year operating cost $40,000, revenue
$50,000. Owners are Olean Bestg. Corp. (62 96%)
and others. Announced Oct. 11.

Greenville, N. C—H and R Electronics Inc.
1320 ke, 1 kw D. PB. O. address 2472 Maplewood
Ave., Winston-Salem, N. C. Estimated construc-
tion cost §18,700, first year operating cost $48.000,
revenue $55,000, Owneérs are Phillip E, Hedrick
and Wilbur B. Reisenweaver (each 49.875%) and
others. Mr. Hedrick is vice president and 38.2%
stockholder of WHEE Martinsville, Va. Mr. Reis-
enweaver has been in radio sales and service.
Announced Oct. 16.

lea, Ohio—Lima Quality Radio Corp., 930 kc,

w D. P. O. address Charles R. chkoﬂ. Radio
Stauon WBEV, Beaver Dam, Wis. Estimaied
construction cost $43,176, first year operating
cost $96.000, revenue 5100.000. Owners are William
E, Walker, William R. Walker, Charles R,
{(each 20%) and others. William E.
Walker is president and 50% owner of WMAM,

V-TV Marinette, Wis., president and 36%
owner ot WBEYV Beaver Dam, Wis., president and
34.66% owner of WRRR Rockford, 1il. William R
Walker is vice president and 5.7% owner of
WBEV, general manager and 13% owner of
WRRR. Mr. Dickoff is executive vice president
and 86% owner of WBEV, 1733% owner of
WRRR. Announced Oct. 10,

Midwest City, Okla.—L. M. Beasley, 1220 ki
250 w D. P. O. address 36 S. E. 40th St., Okh-

homa City, Okla. Estimated construction cost
§15400 first year operating cost 000, revenue
10,000, Mr. asley, sole owner, Is general man-

[ ager of KVWO Cheyenne, Wyo. Announced Oct.

8. D.—Great Plains Bestg. Corp., 500
D. P, O. addrass Edward N. Daven-
port, Box 748, Ragid City. S. D. Estimated con-
struction cost $9,760, first year operating cost

0,000, revenue $36,000. Owners are Daniel C.
esmeister, Edward N. Davenport, Kenneth R.
Hanking and Keith R. Hankins (each 25%). Mr.
Lesmeister is_production manager of KOTA-TV
Rapid City, 8. D. Mr. Davenport is technical
supervisor of KOTA-TV. Kenneth Hankins is
transmitter supervisor of KOTA-AM-TV and
:%OZY =-FM, as Is Keith Hankins. Announced Oct.

San Antonio, Tex.—BamRay Bestg. Co., 1480 kc,
500 w D. P. O. address Tucson Inn, Tucson,
Ariz. Estimated construction cost §16,195,
year operating cost $36,000, revenue $50.000. Own-
ers_are Ray Odom, A. Bamford (each 49%)
and Betty Odom and Maxlne Bamford (each
1%). Mr. Odom is 49% owner of KMOP Tucson,
as is Mr. Bamford. Housewives Odom and Bam-
ford are each 1% owners of KMOP. Announced

Oct. 10.
Danville, Va.—Radio Danvilie Inc., 870 ke, 1
kw D. P. O, address Box 190, Danville, Va. Esti-

3&)ar:h 42.85%) and Geneva Payne McCraw
(14 Charles McCraw has electronics inter-
sts; Geneva McCraw s legal secretary; Mr.
Garreu is attorney. Announced Oct. 10.
Tomah, Wis.—The Tomah-Mauston Bestg. Co.,
1220 ke, 1 kw D. P. O. address 1823 Superior
Ave., Tomah, Wis. Estimated construction cost
g 880, Arst year operatin%vc ost $25,000, revenue
0.000. Owners are Huf Dickie, Thomas M.
Price and Roger L. Belke (each one-third). Mr.
Dickie is sales manager of WCOW Sparta, Wis.
Mr. Price is manager Tomah Studio, WCOW.
Bélrt Bglke is chief engineer, WCOW. Announced
ck. .

Existing Am Stations

ACTIONS BY FCC
CALL LETTERS ASSIGNED
wgg'l‘ll‘.s Tallassee, Ala~Confederate Bestg. Co.,

KAPR Douflas, Ariz.--Copper State Enter-
prises, 830 kc.

WN3SM Va.lparllso-Nicevule, Fla—Bay Bestg.
Co., 1340 ke.

WESY Leland, Mlss —Miss Ark Bostg.

WSMN Nashua, N, H.—Merrimack Valley Bcstg
System Ine., 1590 ke.
. WMBA Ambridge, Pa.—Miners Bestg, Service
ne.

New Fm Stations

APPLICATIONS

Denver, Colo.—KDEN Bcestg. Co., 93.1 me, 9.102
kw unl. P. O. address 1601 W. Jewell Ave. ., Den-
ver, Colo. Estimated construction cost $4.000 ﬂrst
E ear operating cost $5,000, revenue $5,000.

cstg. is owned by Ewald E. Koepke and I-‘rmk

. Amole Jr. (each 50%). Announced Oct. Il

Existing Fm Stations

ACTIONS BY FCC

CALL LETTERS ASSIGNED
KBCO $San Francisco, Calif.—Bay Fm Bestg.,

105.3 me.
ABRZ-FM_ Albemarle, N, C.—Radio Station
WABZ Ine., 100.8 me
%vSVMDE Greensboro, N. C—Herman €. Hall,
WAEE Yellow Springs, Ohio—Antioch College
of Yellow Springs (educational), 81.5 me.
Ownership Changes

APPLICATIONS

ERIZ Phoenix, Ariz—Secks assignment of li-
cense from KRIZ Inc. to Radio Phoenix Inc., for
$100,000 purchase price. Radio Phoenix Inc, is
owned by John Wheelet, Burton K. Wheeler
(each 33.5%) and Richard B, Kheeler (33%).

Richard Wheeler is president, general manager
and 22% stockholder of KTLN Denver, Colo.
John Wheeler is vice president and 22% stock-
holder of KTLN. Burton Wheeler i 22% stock-
holder of KTLN. Announced Oct. 9.

KENL Arcata, Calif.—Seeks transfer of control
of licensee corp (Humboldt Bestrs. Inc.) from
Vern Emmerson, Edna Emmerson and Vincent
W. Lambert to Melvm D. Marshall and Aldine
Thompson Marshall f 0,000. Mr. Marshall is
consultant to KATT Pttlburg. Calif. Aldine
Marshall is housewife. Announced Oct. 18.

KIBS Bishop, ca.u.fa—Seeks assignment of 1i-
cense from )'o Bestg. €o. to Southeastern
Sierra Bestg. Corp. for $11,000. Southeastern
Sierra Bestg, Corp. is owned by James R. Oliver
(50% plus) and Donald L. Tatum (49% plus).
Mr. Oliver Is 100% owner of translator stations

mated consiruction cost $12,500, Arst year oper- K-70-AA and K73-AA both Bishop. Mr. Tatum is
ating cost $32,000, revenue $40,000. Owners are 50% owner of Tatum Cattle Co. Announced
Charles Moffett McCraw, Albert Earle Garrett Oct. 10.
B el AR N R R R
-
Midwest

. WASHINGTON, D. C.
James W. Blackburn
Jack V. Harvey
Washingten Building
STerllng 3-4341

Fulltime Regional
$275.000.00

One of the fine properties in the Midwest covering a
rich agricultural area. Consistent high gross and profits.
Valuable real estate and net quick assets.

Exclusive with

3[&6&5”.)’}2 @ Gompam/

3 NEGOTIATIONS ¢ FINANCING & APPRAISALS
ATLANTA
Clifford B, Marshall
Stanley Whitaker
Healey Building
JAckson 5-1576

CHICAGO
H. W. Caasill
William B. Ryan
.333 N. Michigan Avenue
Flnancial 6-6460

BROADCASTING



WCNU Crestview, Fla.—Seeks assignment of
license from Virginia Monroe O'Neal, administra-
tor of the estate of D, Grady O'Neal, deceased
tr/as Gulf Shores Bestg. Co. to Louise MeWhorter
Sauer, Charles C. O’Neal and Virginia Monroe
(o)'ltieal heirs of D. G. O'Neal. Announced

IC

WJOE Hard Ridge, Fla.—Seeks assignment of
license from Vacationland Bestg. Co. to Rubert
P. Werling for $40,000. Mr. Werling has owned
10,000 shares of WPFH Inc., Philadelphia and 50
shares of Tele-Bestrs. Inc. Announced Oct. 10.

WEAL-TV Orlando, Fla—Seeks acquisition of
positive control of permittee corp. (Orange
County Bcstrs. Inc.), ﬁ James H. Sawyer
through purchase of stoc (60%) by the corp.
from Ray H. Gunckel Jr. Announced Oct. 9.

WHIY Orlando, Fla,—Seeks acquisition of neg-
ative control of permittee cor% (Orlando Radio
& Television Bestg. Corp.) by each Gordon
Sherman and Melvin Feldman through purchase
of stock from Emil J. Arnold, Robert Wasdon and
n(l)nctk gsiegel for $17,000 from each. Announced

ct. 9.

KHVH-AM-TV Honolulu, T. H.—Seeks re-
linquishment of negative control of am licensee
corp. {Kaiser Hawailan Village Radio Inc.) and
aostive control of tv licengee corp. (Kaiser

alian Village Television Inec.) by Henry J.
Kaiser & Hal Lewis for am, Henry J. Kaiser for
tv, through sale of stock to Kaiser-Burns De-
velopmen Corp. Announced Oct.

KYTE Pocatello, Idaho—Seeks assignment of
license from J. Ronald Bayton to Thomas R.
Becker and Andrew H. Becker, -partners,
d/b as Pecatello Bestg. Co. for $60,000. Pocatello
Bestg., will be owned 66339% by Thomas Becker
and 3319% % ndrew Becker. Thomas Becker
{s president- owner of KNPT Newport, Ore,,
of which Andrew Becker is vice president-20%
owner. Annocunced Oct. 11.

WKRO Calro, 1lL.—Seeks transfer of control of
licensee corp. (The Calro Bestg. Co.) from Oscar
C. Hirsch, Geraldine F, Hirsch and Robert O.
Hirsch to James F. Hirsch and Marjorie Ann
Hirsch. James Hirsch is electrical engineer:
Marjorie Hirsch has been student for past five
years. Announced Oct. 9

Z Decatur, Il.—Seeks acquisition of posi-
tive control of licensee con') Ml -States Bestg.
Co.) bg_ Charles C. Caley thro purchase of

om Frank C. Schroeder Jr for $1.500.
Announced Oct, 1B,

WTAQ La Grang e, Tl.—Seeks transfer of con-
trol of licensee cor {S&S Bestg. Co.) from
Russell G, Salter to Charles F. Sebastian through
sale of shares of stock of license corp.
$101,500. Mr. Sebastian will thus become sole
owner. Announced Oct. 10.

WCPM Cumberland, Ky.—Seeks assignment of
license and cp from Triclty Bcestg., Co. 1o Cum-
berland City Bcstg. Inc, for $41,860. Cumberland
City Bcstg Ine. is owned by Elmo Mills, John
P. Mills and Herman G. Dotson (each 15). Elmo
Mills is president, general manager and 50%
stockholder of WFTG London, Ky, 12.5% stock-
holder of WNRG Grundy, Va.; John Mills is
40% stockholder of WFTG: Mr. Dotson iIs pres-
ident-50% stockholder of WNRG, and 25% stock-
holder of ¢p for WMNF Richwood, W. Va. An-
nounced Oct. D.

WIPA Annapolis, Md.—Seeks transfer of con-
trol of licensee corp. (WASL Bcstg. Co.) from
James Stolcz, et al. Bobert J. Kent for “9200
Mr. Kent is with USIA. Announced Oct,

KRREI St. Peter, Minn.—Seeks lcqujsition of
gsitf\re control of rmittee corp. (Gateland
¢s5tg.) by Mavis L. Peterson through purchase
of stock from Edward Schons for $2,000. An-
nounced Oct, 11,

WMOU-AM-FM Berlin, N. H,—Seeks assign-
ment of license from White Mountains Bestg.
Co. bo McKee Bcstg Co. for total sum of $165. 000

tf owned by Richard P, McKee

(51%) and Virginia A. McKee (49%). Mr. McKee
is president, manager and 51% owner of KOWEB
Lammie Wyo. Virginta McKee is vice president
owner of KOWEB. Announced Oect. 16.

WJWG Conway, N. H.—Seeks assignment of

license from WJWG Inc. to McKee Bestg. Co.
(For further information see WMOU-AM-FM
Berlin, above.) Both of these transactions are
covered in single contract and are mutually
contingent. Anncunced Oect. 16.

KMIN Grants, N. M.—Seeks assignment of
license from John Blake to John Blake and
David M. Button d/b as Grants Bestg. Co. for
$37,500. Messrs. Blake and Button will each own
50% of station. Mr. Blake is 50% owner of County
Progress, Brownwood, TeX.; . Button is gen-
eral manager-8.73% owner of KSVP Artesia,
N. Announced Oct. 11.

WLFH Little Falls, N. Y.—Seeks assignment
of license from Walter T. Gaines to Richard D.
Glllespie for $43,000. Gillespie is in adver-
tising. Announced Oct 15.

WBAL New York, N. Y.—Seeks assignment of
license and subsidiary communications author-
izations from Bestg. Assoc. Inc. 16 Louls Schweit-
zer. Corporate change. No control change. An-
nounced Oct. 9.

WTRY Troy, N. Y.—Seeks transfer of control
of licensee corp. (Tri-City Radio Ine.) from
Mowry Lowe, Kenneth M. Cooper, C. Robert
TaYlor and Robert T. Engles o WTRY Bestg.
Corp. for $1,300,000. WTRY Bestg. is owned by
Vietor W.  Knauth (76.1%) and Daniel W. Kops
(23.9%). Mr. Knauth is president-20% owner of
WAVZ New Haven, Conn. Mr. Kops is executive
v1ce president of WAVZ, Announced Oct. 9.

WCOY Columbia, Pa.—Seeks assignment of cp
from Radio Columbla to Radio Columbia Inc,
Corporate change. No control change. Announced

Oct. 11.

WENS Pitisburgh, Pa.—Seeks relinquishment
of negative control of permittee corp. (Telecast-
ing Inc.) by Larry H. Israel through transfer of
stock (4.2%) to Audrey W. Israel (his wife).
Mrs. Israel is housewife. Announced Oct. 16.

KIHO Sloux Falls, S. —Seeks transfer of
control of lcensee corp. (Ware Bestg. Ine) from
James A. Saunders to Willlam F. Johms Jr. for
$6,500. Mr. Johns has had 209, interest in WMIN
St. Paul, Minn., 51% in WOSH Oshkosh, Wis,
gns:i 7;5% in KMNS Sioux City, Iowa. Annuunced

o

WTRB Ripley, Tenn.—Seeks assignment of l-
cense_from West Tenn. Radlo Bestrs. to Lauder-
dale Bestg. Co. for $19,500. Lauderdale Bestg. is
owned by Shelby McCallum, Smith Dunn and
L. Fugqua (each 1§), Mr, McCallum is owner
of WCBL Benton, Ky. Mr. Dunn is mail carrier,
g!r. Fuqua has theatre interests. Announced

ct. 14.

KHFi-FM Austin, Tex.—Seeks assignment of
license from J. E. Moore Jr. to Roderick E,
Kennedy for $10,000 cash and $4,875 note. Mr
Kennedy has beensstation manager of KHFI-|

Announced Oct,

STA n, Tex.—Seeks acquisition of
slt:lve control of lcensee cor (Coleman
ounty Bestg. Co.) by Floyd She ton through

purchase of stock from H., H. Jackson for $35,000.
Mr. Shelton is general manager of the station.
Announced Oct.

KGNB New Brauntels, Tex.—Seeks involuntary
transfer of control of licensee corp. (Comal
Bcestg. Co.) from Charles W. Scruggs and Claude
W. Scruggs to Mrs. Eunice Scruggs and Claude
W. Secruggs, through death of Charles W.
Scruggs. Announced QOect. 10.

KWFT Wichita Falls, Tex.—Seeks assignment
of license from Kenyon Brown to North Texas
Radio Ine. for $300,000. North Texas Radio Inc.
ts co-owned by F. L. Whan and Geraldeane J.
Whan (74.17%) and others. F. L. Whan is pro-
fessor at Kansas State College, 50% owner of
radio-tv audience research firm, co-owner of
4153% of KCNY San Marcos, Tex. Geraldeane
Whan is 50% owner of radio-tv audience re-
search firm, co-owner of 77.53% of KCNY. An-
nounced Oct.

WSKI Montpelier, Vt—Seeks assignment of
license from Montpelier-Barre Bcstg. Co. Inc.
to Green Mt. Bostg, Co. Inc, for $75000 plus
80% of bock value of accounts receivable over
$5.000 at time of transfer. Owners of Green Mt.
Bestg. are Ellis E. Erdman, Nathan Schoonover,
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Samuel Zatcoff, Robert R. Davidson and David
B. Slohm (each 19.8%) and Robert H. Ryan and
Willlam J. Ryan (each .5%). Mr. Erdman i{s 2%
partner of BO Owego, N. Y., 32% stockholder
of WTKO Ithaca, N. Y. 15 stockholder of
Radio Wayne County Inc. Mr. Schoonover is
25% Eﬂrtner of WEBO. Robert Ryan is attorney.
Mr. Zatcoff iz in retail home furnishings. Mr.
Davidson is 25% partner of WEBO. Mr. Slohm
is in wholesale jewelry. Willlam Ryan Is at-
torney. Announced QOct. 11.

Hearing Cases
& INITIAL DECISIONS

b

Hearing Examiner Hugh B. Hutchison issued
initial decision looking toward grant of appli-
cation of Department of Education of Puerto
Rico for new tv station to operate on ch. 3 in
Mayaguez, P. R., and denial of competing ap-
plicatton of Suecesion Luis Pirallo-Castellanos.
Announced Oct. 16.

Hearing Examiner Charles J. Frederick issued
initial decision looking toward grant of applica-
tion of Independence Bestg. Co. Inc. to ange
assignment for station WHAT-FM Philadelphia,
Pa., from ch. 287 (105.3 me) to ch. 243 (86.5 mc).
Announced Oct. 16.

Routine Roundup

ACTIONS BY FCC
BROADCAST ACTION

By order. Commission (1) granted application
of Frontier Bestg. Co. for mod. of ¢p of station
KSTF (ch. 10) Scottsbluff, Neb. to ¢hangé trans-
mitting equipment, increase vis. ERP from 11.513
kw to 243 kw and ant. height from 240 ft. to
840 ft., change type ant. and make other equip-
ment changes and (2) dismissed with prejudice
Frontler's aﬂ)licaﬂon for new tv station to oper-
ate on ch. in Alliance, Neb. Announced Oct.

10.
ACTION IN DOCKET CASE

By memorandum opinion and order of Oct. 18,
Commission affirmed its order released April 10
designattn‘s application of Telrad Inc. for mod.
of cp of WESH-TV (ch. 2) Daytonz Beach, Fla.
(to move trans. 24 miles southwest In direction
of Orlando, increase ERP from 126 kw to 100
kw vis. and from 0.759 kw to 66.4 kw aur., and
increase ant. height from 320 ft. to 840 ft.) for
hearing on issues specified therein and rejecting
certain Issues requested bg Mid-Florida Radio
Corp. and Central Florida Bestg. Co., who pro-
tested Feb. € grant of WESH-TV application.
Comr. Ford abstained from voting.

COMMISSION ms-ng;gg'glonrs IN DOCKET

Commission on Oct. 11 directed preparation of
documents .looking toward petitions and plead-
ings filed by Indianapolis Bestg. Inc.,, WIBC Inc.,
and Mid-West Tv Corp., recwlesting stay, rehear-
ing, etc., In connection with March 8 decision
which Frﬂnted Crosley Bestg. Corp. amc‘B for new

%vdstat on to operate on ch. 13 anapolis,
nd.

Commission on Oct. 18 directed preparations
of documents looking toward: Granting applica-

tion of Beaumont Bestg, Cerp. for new tv station

(KFDM-TV) to operate on ch. 8 in Beaumont,

Tex., and denying competlng application of The

Enterprise Co.; and granting application of

WGLI 1Inc, for new am station to operate on

1290 ke, 1 kw, DA-1, unl, in Babylon, N, Y.
ACTIONS ON MOTIONS

On petition bir Cherry & Webb Bestg. Co.
(WPRO-TV ch. 12), Providence, R. 1., Commis-
sion on Oct. 7 extended time from Oct. 10 to
Nov. 1 for filing comments and responses to the
orders to show cause and for fil reply com-
ments from Oct. 20 to Nov. 12 in tv proceeding
involving Providence; New Haven, Conn.; Port-

awil Congheny

NEGOTIATORS FOR THE PURCHASE AND SALE
OF RADIO AND TELEVISION STATIONS

EVALUATIONS
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land, Me. and Orono, Me.

On petition by Dispatch Inc. {(WICU ch. 12),
Erie, P&, Commission on Oct. 7 extended time
for filing reply comments from Oct. 15 to Nov.
§ In tv proceeding involving Erie, Pa.; AKron-
Cileveland, Ohio; Clarksburg and Weston, W. Va.;
Flint-Saginaw-Bay City, ch.

By Chief Hearing Examiner James D.
Cunningham on Oct. 4:

Ordered that hearing is scheduled to com-
mence on Dec. 9 In matters of tv proceeding in-
volving Evansville, Ind., and Louisville, Ky., and
order directing Evansville Television Ine. to
show cause why its authorization for WIVW
Evansville should not be modified to specify op-
eration on ch. 31 in lleu of ch. 7.

By Hearing Examiner Basil P, Cooper on Oct. 4:

Granted motion of Dispatch Ine, (WICU ch.
12), Erie, Pa. for continuance of prehearing
conference in proceeding on {ts application for
mod. of ¢p from Oct. 7 to Nov. 5 and date for
evidentiary hearing is continued from Oct. 16
o Nov. 14
By Hearing Examiner Hugh B. Hutchison on

the dates shown:

Granted petition of Department of Eduecation
of Puerto Rico, Mayaguez, P. R., for leave to
amend its appll'cation for cp for new tv station
to operate on ch. 3 In Mayaguez, to show ap-
pointment of new permanent Secretary of Edu-
cation of Puerto Rico and including certain bio-
graphical and other data respecting this indi-
vidual; hearing record in ch. 3 proceedin% i
reopened, solely for purpose of Incorporating
therein the described pulation; and that, upon
receipt into evidence of said stipulation, hearing
record is finally closed. (Action Qet. 1).

By Hearing Exalnir(n)er E;izaheth €. Smith on

ct. 4:

Issued order governing hearing in proceeding
on am application of Walter T. Gaines (WGAV)
Amsterdam, N, Y.; evidentiary hearing is ¢on-
tinued from Oct. 22 to Nov. 8.

By Hearing Examiner Charles J. Frederick on
the dates shown:

Ordered that prehearing conference will be
held Oct. 23 re mod. of cp of Capito]l Bestg, Co.
(WJTV ch. 12), Jackson, Miss. (Action Oct. 8).
By Commissioner Rosel H, Hyde gn October 9:

Dismissed petition for enlargement of issues
in proceeding on application of Greenwood
Bestg. Co. Inc.,, Greenwood, Miss., for cp for
new tv station to operate on ch. 6 in Green-
wood, Miss,, filed by Delta Television Corp., and
motion to strike gemlon of enlargement of is-
sues by Delta and petition for enlargement of
issues and other relief by Greenwood.

By Chief Hearing Examiner James D,
Cunningham on the dates shown:

Ordered that hearings are scheduled in fol-
lowing proceedings on dates shown: fm appli-
cations _of Hall Bestg. Co. Inc.,, Los Angeles;
Hogan Bestg. Corp., Long Beach, and Richard C.
Simonton, Los Angeles (all Calif.). (Dockets
12203-5; BPH-2175, 2180, 2239), on Dec. 17,
KOO0OS Inc. {KOOS-TV) to change from ch. 16
to ch. 11, and Pacific Television Inc¢. for cp for
new tv station to operate on ch. 11 in Coos
Bay, Ore. (Dockets 12199, 12200; BMPCT-4680,
BPCT-2309), on_Dec. 19, am applications of
South Norfolk Bestg. Co. Inc., Sguth Norfolk,
Va.,, and Denbigh Bestg. Co., Denbigh, Va., Dec.
20 (Actions Oct. 4).

By Chief Hearing Examiner James D.
Cunningham on the dates shown:

Ordered that hearings are scheduled on Dec.
20 in following am proceedings; Grady M. Sin-
i\;'artl, Fullerton, Ky., and Karl Kegley, Vance-

urg, ll(vly. (Dockets 12207-8; BP-11076, 11296):
David . Segal and Kenneth G. Prather an
lltflshn 8. Prather, Boulder, (Actions Oct.

).

Upon consideration of request of WCAU 1Inc.
to withdraw its petition to intervene and for
enlargement of issues in re fm application of
Independence Bestg. Co. Ine., Philadelphiz, Pa.,

Colo.

WASHINGTON
1625 Eye Skrest, MW
Washington &, D. C.
Mltionol B-1990

MNEW YOREK
&0 Eost d2nd Stropt
Mew York 17, M. Y,
MUrray Hill 7-4243
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ordered that said petition is dismissed (Action
Oct. 10).

Granted motion of Bayou Bestg. Corp. for dis-
missal of its application for mod. to
change from ch. 40 to ch. 18 in Baton Rouge,
La., and retained in hearing status application o
Port City Television Co. lne., for cp for new tv
station operate on ch. 18 in Baton Rouge
(Action Oct. 10). . .

Granted petition of Palm Springs Community
Television Corp. for authority to intervene in
proceeding on applications of Palm Springs
Translator Station Inc., Palm Springs, Calif., for
eps for new tv translator stations, for moci. of
cps to increase ERP and make changes in ant.
system and for licenses to cover K70AL and
K73AD Palm Springs, Calif. (Action Oct. 10).

By Hearing Examiner Basil P. Cooper on
Oct. 10:

Granted motion of WKNE Corp, Brattleboro,
Vt., for continuance of date for the exchange of
exhibits from Oct. 14 to Nov. 25 and for further
gearlngu contereftce from bﬁ)v.u4 to Dec. 18 in
roceeding on its am application and that
The KBR Stations Inc., Keene, N. H. of
Ordered that prehearing conference will be
held on Oct. 20 on am application of Basin
Bestg. Co., Durango, Colo.

By Hearing Examiner H. Gifford Irfon on Oct. 11:

Gave notice that prehearing conference will
be held on Oct. 25 re am applications of Radio
§t, Croix Inc., New Richmond, Wis., et al.

Gave notice that prehearing conference will pe
held on Oct. 22 re am applications of West-
brook Bestg. Co. Inc., estbrook, Me., and
Sherwood J, Tarlow, Saco, Me.

By Hearing Examiner Millard F. French on
Oct. 10:

Denied motion for continuance by Fernandina
Beach Bestrs. (WSIZ) Douglas, Ga.!.' in proceed-
ing on am application, and ordered that
gugother conference is scheduled for Oct. 30 at

00 p.m.

By Hearing Examiner Thomas H. Donahue on
the dates shown:

Issued order following prehearing conferen
Te am applications of Jefferson County B?:st'i;e.
Co., Pine Bluff, Ark., and Kermit F. Tracy,
Fordyce, Ark.; hearing will be held on Nov. 18;
no_ further prehearing conference will be held
unless requested by parties; by memorandum
opinion and order, denied petition for leave to
amend his am application filed by Kermit F.
Tracy to move his ant. site; unless objection is
made by parties to proceeding within fve days,
transcript of prehearing conference held on Oct.
:1’1 )m corrected In various respects (Actions Qet,

By Hearing Examiner Annie Neal Huntting on
Oct. 11:

Granted motion of Publie Service B A
Riviera Beach, Fla., and ordered that datecstvﬁf
exchange of applicants’ direct cases is con-
tinued from Oct. 15 to Nov. 8; that date for
glving notice as to witnesses desired for Cross-
tla:)!(antlhn?ti:nt is: continued from Oct, 22 to Nov.

i that date for commencemen 3
continued from Oct. 31 to Nov. zto.Ot B 8D

By Commisstoner Rosel H. Hyde on October 14:

Granted petition of Philip D, Jackso
Calif., for extension of thms to’ Ocx as i Yooty
tt’t;’ a#?dgaent to ’"ﬁ“g}‘ to enlarge issues ﬂ?ed
. C. jurance, Medford, Ore.
on_ theitredam aDplications, = DD [Tl
ran petition of Rev. Haldane J.
Seattle, wash., for extension of time ttl;le(s)e[t,.uﬂzs'
to flle excepilons to initial 'ilecisions in pro-
ceeding on his am application and thatp of
Northwest Bestrs. Ine., Bellevae, Wash.

By Chief Hearing Examiner James D.
Cunningham on dates shown:

Ordered that hearing is scheduled f
{g a:re)g};ccaeﬂ%n c}f e(éh.lno’git Television é)(i..Ngo‘;' ég
XPiT
Wash. Acton Oct. 11 ¢ fof e 2, Yakima,
Upon consideration of notification b
Broadcasting-Paramount Theatres m’f,%’?ﬁf’n"&’f
drawal of its petition to intervene in re mod. of
Miss. Colered thit Cine. "oy Shira), Jackson,
misséd. Action Oct. 141 o Petition s dis-

By Hearing Examiner Thomas H. Donahue
on October 14:

Granted petition of St. Charles County Boestg.
S ot i o it T S L
to another type, ete. e e

Issued order following first prehearing econ-
ference in proceeding on aEplicnIt,Ions of Beehive
'l‘elecnstlnf Corp. and Jack A. Burnett for eps
%(:'1(" vx;ev:] ta,l‘:' %tattelong hto operate on ch, 11 fn ’

; date of hearing no
Oct. 21 is continted to Nov- 14, Schcduled for

By Hearing Examiner Basil P. Cooper
on October 14:

Granted petition of American Colonial Bestg.
Corp. (WEBM-TV oh. 11), Caguas, P, R.,St'go
osipone prehearing conference and evidentiary
earing re its application for mod. of cp. Pre-
heaﬂnil conference scheduled for Oct. 16 and
evidentiary hearing scheduled for Nov. 6 are
continued to dates to be announced after Com-
mission has acted on the presently pending peti-
tion of Ponce de Leon Bestg. Co. Inc., to dismiss

its petition.
Continued on page 133
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CLASSIFIED ADVERTISEMENTS

Payable in advance. Checks and money orders only.
¢ DEADLINE: Undisplayed—Monday preceding publication date. Display—Tuesday preceding publication date.
® SITUATIONS WANTED 20¢ per word—§$2.00 minimum ® HELP WANTED 25¢ per word—$2.00 minimum.
® All other classifications 30¢ per word—$4.00 minimum. ® DISPLAY ads $20.00 per inch.

® No charge for blind box number. Send replies to Broadcasting, 1735 DeSales St., N.W., Washington 6, D. C.

AprLicaxts: If transeriptions or bulk patkages submitied, $1.00 charge for mailing (Forward remittance separately, please). All transcriptions, photes, etc., sent to
box numbers are sent at owner's risk. BroapcasTiNG expressly repudiates any liability or responsibility for their custody or return.

RADIO

RADIO

RADIO

Help Wanted

Help Wanted— (Cont’d)

Help Wanted-—(Cont’d)

New station requires almost entire staff. Must
be experienced. Need news man, dis¢ jockeys.
galesmen and continuity writer. News-men and
disc jockeys send tape with flrst letter. All tapes
returned. All replies confidential. Write Box
214B, BROADCASTING.

Management

Strong selling manager wanted for midwest
kilowatt! Good deal for right man. Part owner-
ship possible! Box 557B, BROADCASTING.

Sales

Announcers

Experienced salesman for progressive 250 watt
daytimer. Midwest. Guarantee against commis-
sion. Sales manager position presently open.
KLEX, Lexingion, Missouri.

Wanted, experienced radio time salesman for
top station in one of Mississippi's largest mar-
kets. Must have proven sales record. Send full
information to Ross Charles. General Manager,
WDDT, Greenville, Mississippi.

Expanding Florida stations. Desire station man-
ager with proven sales record. Send complete
detafis to Box 559B, BROADCASTING. All replies
confidential.

Immediate sales opening. regional thousand-
watter. Car a must. Large sales area. 26-Year-old
station. Apply letter only. WDEV, Waterbury,

Vermont.

Young, experienced.manager for well-eauinped
eastern Seaboard daytimer in rural market. Good
pay and 8ercentage of profits. Box 605B, BROAD-
CASTING.

We want a hungry goung fellow to take over our
sales department. Guarantee plus 15% commis-
sion. No limit to sales opportunity in this market.
Call or write WIRO. Ironton. Ohio.

Manager wanted is presently employed. Unusual
opportunity for right man. Brand new 500 watt
. daytimer, southern metropolitan competitive four
station market. Manager will practically be part-
ner. Only investment required {s your proven
record of success. Box 630B, BROADCASTING.

Manager wanted: Growing small station chain
wants manager for Alabama outlet who has
ideas for the future. This man must have a
{)roven sales record and be able to sell 85% of
ocal billing in friendly southern manner; be
able to become community leader. He must
have experience in management and working
peo?le. Can easily earn §12,000 to §$15,000 an-
nually. Good salary plus per cent of profits.
He must be married, have ecar, steady work rec-
ord. Send picture and complete resume of work
history. Apply Box 840B, BROADCASTING.

Announcers

Pennsylvania chaln needs experienced
nouncers. Good working conditions, 40-hour
week, paid vacation, time and half, $85 a week.
Minimum one-year eXperience nécessary. Excel-
lent opportunities for advancement to executive
postiion. Send tape, with news, commercials. and
sample music program, plus resumé and photo-
graph. Box 274B, BROADCASTING.

Florida top-pnot¢h pop DJ. $100 week to start.
Additional tncome by selling. Send tape, resume,
i‘&f&rences first letter. Box 441B, BROADCAST-

an-

Combination man for morning duty eastern North
Carolina network affillate. Please send full par-
tieulars and tape. Box 531B, BROADCASTING.

Commercial manager. Good Salary plus com-
mission for go-getter. Must be able to produce.
Enterprising station in Tidewater area. WDDY,
Gloucester, Va.

Sales

Needed. Well experienced salesman or sales
manager for eastern North Carolina regional.
Salary plus commission. Goed opportunity for
alert galesman. Send information including photo
and references to Box 533B, BROADCASTING.

Young man, for new, progressive station in dry,
healthy climate. Box 571B, BROADCASTING.

New owners in expanding midwest single sta-
tion market need complete new sales staff. Fast
paced, contemporary programming. Guarantee
against liberal commissions, protected account
lists, ne ceiling on earnings. Chance for ad-
vancement in fast growing organization. Full
resume and references first lefter. Box 649B,
BROADCASTING.

Radio sales manager desired for No. 1 station in
rich market. Midwest. Excellent opportunity.
Salary plus commission. Send complete info first
letter to Box 674B. BROADCASTING.

Good opportunity in Wilmingten, Delaware for
experiencéd man who can sell radio. Guaranteed
$125 per week against 15%. Personal interview
necessary. List age, education, experience, pres-
ent billing. Box 685B, BROADCASTING.

KAVE-AM-TV, Carlsbad, N. M., needs two time
salesmen. Good salary plus commission. Rush full
details immediately.

Live llke a millionaire, and start making éour
million while you're éuing it. Come to Cali-
fornia! . . . not just for the winter . . . but for
a permanent sales position with a young, ag-
gressive, expanding organization. We'll meet
your terms youre an experienced salesman
with a proven production record . . . 50 no
matter how well you're doing now, this is your
big chance to make the break to California , . .
to start striking it rich without any cut-back
from your present income. Apply Radio Station
KJO%.idlllotel Stockton, Stockton. You'll be glad
you

Need stlesman-announcer. Good guarantee plus
commission. Can make ideal money if you're

right man for job. Short on-the-air chores. Sell-
ing stressed. Sfate qualifications. Enclose photo—
General anager,

:laés. Contact John Hendry,
CO, Garden City, Kansas.

Good combo strong on announcing needed soon.
No maintenance. Audition tape and references
should be sent immediately. Box 532B, BROAD-
CASTING.

Top-rated thousand watt daytime indle in west-
ern New York college town wants top-rated
morning man. Goad volce, professional produc-
tion and commercial dellvery a must. No mal-
contents, no social misfits, no amateurs wanted.
A sharp outfit, we intend te stay that way. If
you think you qualify list salary requirements
and avallability. Rush tape, picture. backdround
and references. Box 552B, BROADCASTING.

MNlinois 1,000 watt indépendent daytimer wants
qualified announcer who is also an experienced
reporter. Staff announcing position with part-
time duties of newsman. Personal interview re-
quired. List age. education. experience in de-
tail. Box 560B, BROADCASTING.

Morning man. 50 kw eastern network station
needs man with personality and ideas for four-
hour :rncu"nmél record show. Not a top-40 opera-
tion. Send pe. complete backfround, recent
photo to Box 580B, BROADCASTING.

Immediate opening for experienced announcer.
Midwest. Send tape, resume and photograph.
Personal interview will be a necessity. Box
593B, BROADCASTING.

Announcer-engineers, first class ticket. Must be
ready to report on or about Oc¢tober 1, on short

notice. Northeastern Ohio area station. Rush
letter only; no ta now. Good pay. Medium
market. 5 kw am-im. Box 606B, BROADCAST-

ING.

Winter's coming on. Have immediate opening at
1000 watt independent in sunny Florida. Up to
one hundred forty if you can qualify. Send tape,
{?qcct; sheet and photo to Box 608B, BROADCAST-

Announcer, first phone; no maintenance. Must
have good veice, experience. Good pay and
fringe benefits. Eastern seaboard. Box 661B,
BROADCASTING.

Announcers wanted for am station in metropol-
itan market in Virginia. Salary between $5,000
and $10,000 depending on ability. Box 627B,
BROADCASTING.

Opening for announcer who sounds convincing
on news, commercials and reads without constant
?Nuf(t_;s. Rush resume 0 Box 643B, BROADCAST-

5150 for '"rhyming deejay.” Fast patter, bright,
clear voice. Not rhyvthm & blues. Midwest. Box
597B, BROADCASTING.

Pennsylvania independent wants man with some
experience for straight announcing. $70. Perma-
nent position. Box 660B, BROADCASTING.

Effective announcer familiar with continuitg.
ready for sales. Wages match ability. Box 663B,
BROADCASTING.

Immediately! Experienced announcer. Must be
a top air salesman. New England. Send tape,
i‘leqsgme. salary wanted. Box 693B. BROADCAST-

Announcer for early morning shift. Must be
sharp on reading weather, markets, news and
sports. At least 2 years station experience. First
application by letter only. Do not send tape.
Radio KCOL, Fort Collins, Celorado.

Opportunity for married staff announcer. Send
resume. ABN Network. KFRO, Longview, Texas.

Texas country and western, 10,000 watt, inde-
pendent going on 24 hours. Need two first-class
ticket coun dj's. Must be good. No floaters.
Send tape. picture, letter. Salary open. KHEY,
El Paso. 'Texas.

DJ for popular musie, local news station. Possi-
?éﬁnsales, good salary. KLEX, Lexington, Mis-

Excellent opportunity for anonuncer in a great
town. Prefer man from New MeXico or nearby
states, that personal interview may be easily
arranged. KRSN, Los Alamos, New Mexico.

WAHL, Hastings, Michigan needs one more first
rhone combo. Will consider beginner.

Announcer with approximately one year experi-
ence looking for permanency and a real future,
for morning show. Send tape, resume and pic-
tures to WARK, Hagerstown, Maryland.

$100.00 per week at fulltime network kilowatt
for experienced announcer to assume some PD
Woblcers. growing town or 15900 Carcs frwal
. own o /000. Contact Howe
Ashford, %JCRK, Morristown, Tennessee.

Announcer oppertunity: 1 kw daytime ABC Net-

work station. Resort community ideal living and

working conditions. Send resume. Experience not

r}yjacessar ACApply Jack Younts, WEEB, Southern
nes, N. C.

5000 watt Mutual Network station needs ex-
pe;mnced at;ln%mcel;i. thﬁ owgership. Tapes,
references, otc and de in first b

Berry, WEIBI, Fitchburg, Mgss. letter. Bob

Can you do a very fast-paced d; show? Can you
do an easy-going relaxed show? Can you sell—
air wise? Would you like to work with one of
Ohio's finest Independents in a city of 30.0007
If yes on every count. we should get together.
Go places with a progressive station. Send com-
plete resume, tape andp}?hotu to Clyde Johnson,
Program Director, WFIN, Findlay, QOhio. We will
hold your applicaticn in strict confidence.

Where are all the good announcers? Top salary
for announcer-dj with good voice for musi¢, news
and sports on In friendly, growing, com-
etitive market. Best working conditions. Must
e good. Rush tape and resume to John Garrison,
WFUN, Hun e, Alabama.

Staffer-sports man needed immediately for mid-
west station In metropolitan market. Play-by-
play ability not essential. Call WKMPF, Flint,
Michigan.

Florida station with 5000 watts needs experienced
announcer. Southern man preferred, Send sghort
tape, picture and complete history to S. O.
Ward, WLAK, Lakeland, Florida.

Annhouncer, monﬁton records and commercials
for afternoon ghift, Send tape and rticulars
grst letter to Program Director, WSBA, York,
enna.

Combo announcer-engineer with emphasis on
announcing, is_is a good,. permanent job.
E. H, Whitehead, Rusk, Texas.

BROADCASTING
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RADIO
Help Wanted— (Cont’d)

Technical

Chief engineer for Pennsylvania operation. Main-
tenance and repair experience essential. Con-
struction ence an advantage. Prefer mar-
ried man seeking permanem.g. Up to $123 weekly
to start. Car necessary. Send resume and photo.
Box 275B, BROADCASTING.

Engineer-announcer, with first class. Midwest
daytimer in city over 35,000. Programs accent
local news and gentle music., $110 for 42-hour
week. Box 554B, BROADCASTING.

Chief engineer for major midwestern market,
5,000 watt daytime station, RCA equipped, beau-
tiful facilities. Must be excellent on maintenance
and run meticulous operation. $100.00 plus. Box
584B, BROADCASTING.

Chief engineer-announcer for fulltime single
market network station. $100.00 Weekly for right
man with fair engineering ability and_strong
announcing. Contact KRTN, Raton, New Mexico.

1st clasgs engineer, WARF, Jasper, Ala.
Engineer—First class man who can either write

copy, sell or announce, Top salary commensurate
th ability. WBRV Boonville, N. Y, Phone 11.

Combination 1st class engineer-announcer. Maln-
tenance experience, good pay, references, photo
required. WKIN, Box 227, Kingsport, Tennessee.

Immediate opening, first phone operator. WSYB.
Rutland, Vermont.

Production-Programming, Others

Expanding and radio-tv news operation
nezds two new Mmbers . « . must he strong
on reporting and news knowhow, ability to do
alr work preferred, but not essential. Speed in
filling these positions is of primary importance.
Send complete and full information wi gic

n firgt letter. Include salary requirements. Box
5898, BROADCASTING.

Instructor radio-television, northeast liberal arts
college. 8. Send credentials. Box 613B,
BROADCASTING.

News editor for NBC station in midwest. Top
salary. Must report, write and alr news. Send
tape and background resume. Position available
now. Box 614B, BROADCASTING.

Women’s director-continuity chief. Capable of
handling alr work, with bajance of time in con-
tinulty. Top pay for professional at daytime
one kw statlon in central Illinois. Box 638B.
BROADCASTING.

Leading independent in southeast has immediate
openin;i for top-flight news director. Must be
adept in local news coverage. air work and
newscasting. Excellent salary. Send photo, tape
and backgreund to Box 645B, BROADCASTING.

Continuity man or woman who can write good
selling copy and be in charge of continuity de-
artment. gend ecomplete qualifications st let-
?er. Box 659B, BROADCASTING.

Middle U.S. 5 kw radio station Interested in
securing topnotch sharp tdea man as radio pro-
gram director. Unusual opportunity. Top salarg.
end audition tape an info to Box 6758,
BROADCASTING.

Newsman. Radio-television, capable leg and air
man with small market station experience who
can gather. write, and air news; journalism
education background preferred: married; vet-
eran; stable and dependable with good refer-
ences; one who wants a permanent berth in a
news department which has twice received na-
tional recognition. Scale starts at $85 for 40

hours. Salar%v commensurate with experience
and ability. Write or phone W. P. Willlamson,
WKEBN, Youngstown, Ohio. Sterling 2-1145.

RADIO
Situations Wanted

Management

Station manager—Thirty years in all phases of
radio and television. Strong on sales, economical
operation and ratings. Solid, dependable. Per-
sonal, business and financial references available.
Prefer medium sized market. Box 610B, BROAD-
CASTING. :

Sales manager—Twenty years radio, three years
television both regional and national. Good or-
ganizer, hard worker. Dependable. Full refer-
ences. Available for iInterview. Box 6l1B,
BROADCASTING.

RADIO
Situations Wanted——(Cont’d)

RADIO
Situgtions Wanted— (Cont’d)

Management

Announcers

Manager, Sales, program, announce. 36, Prefer
Michigan, Wisconsin, northern Minnesota. Box
644B, BROADCASTING.

Overseas situation required. Engineer, an-
nouncer. writer. musician. Steady, reliable. Box
672B., BROADCASTING.

Eleven years sales, inciuding three sales man-
ager. 31, family, stable, active in community af-
fairs. Good references will stand clese check.
Fine record. Want sales, general manager. Box
658B, BROADCASTING.

Announcers

Sports announcer. Football. basketball, baseball.
7 ¥Years experience. Finest references. Box 9744,
BROADCASTING.

Young, blind street musician, born in Vermont
24 tslears ago, seeks position with radlo station
as disc jockey, Two years high school educatien
in addition t6 Perking School for the Blind and
Cambridge School of Radio and Television.
American Foundation for the Blind has supplied
reading glasses which %We sufficient independ-
ence to stand at mike. Interested mainly in do-
lcng country dise jockey show. Box 359B, BROAD-
STING.

Seeking Job as staff announcer radio-tv. Thor-
oughly trained. Live commercial experience.
Pleasing volce, personality. Tape available. Box
369B. BROADCASTING.

Deejay, personality, Run board, restr. ticket.
Likes work. Looking for spot to grow in. Go
anywhere. Tape and resume, Box 468B, BROAD-
CASTING.

Negro deejay. Good board man, fast patter,
smooth production. I'm_the one you're locking
§0Nr(.; Tape and resume. Box 469B, BROADCAST-

Gal deejay, run board, double as recep. i
needed. Plenty of ideas to grab audience. Tape
and resume. Box 470B, BROADCASTING.

Attention Florida, Arizona, New Mexico, and
California stations. Versatile e&’-‘m IRAT-

ried, sober, reliable, experienced, -?loye? seeks
gkag eN(f;or more change. Box 510B, BROAD-

2 years experience. Strong music, Basie to
Beethoven. News, write continuity and copy.
Tops on board. Box 525B, BROADCASTING.

Newscaster-announcer. 15 years experience with
50 kw o&o stations, plus live tv. 35, pleasing
appearance. Recorc}ﬂ?roves top news audience
builder. Now in C, but wants permanent
location in west. Box 556B, BROADCASTING.

Top-rated country and western deejay. First
phone. No maintenance. Box 575B. BROAD-
CASTING.

T'm looking ahead, are you? Desire play-by-play
of basketball and baseball. Presently sports di-
rector in southwest. Box 618B, BROADCASTING.

Excellent announcer, honest, conscientious, 10
years experience a)l phases. Desires permanent
position with good, well-liked station southeast.

IGNo&d salary required. Box 621B. BROADCAST-

If you’re looking for an experienced announcer
who can operate a console, and is not "run of
the mill"” and can capably handle and breach in
station operation when occasion demands, then
write to Box 633B, BROADCASTING, for all in-
formation, resume and tape.

Announcer: Versatile, pleasing appearance. good
voice. Valuable experience tv. years radio.
College degree in radio-tv. Married. 26. Tape.
photo available. Box 636B., BROADCASTING.

Experienced combo announcer-dj, all phases in-
cluding tv, play-by-ﬁlaz’ all sports, fiexible
style. Two vears wit p flight independent.
proven abilitv to build audience, reached satu-
ration point present market, ready to move up.
3rd phone, good commercial dellvery, prefer
northeast, will consider other offers, vet. 29,
married. Box 648B. BROADCAST.

Girl dj-anhouncer, willing to learn all phases
radio, part-time or week-end work near Chi-
cago, car. Box 650B, BROADCASTING.

DJ have tape, will travel. N. Y. state, eastern
seaboard area. Box 886B, BROADCASTING.

Announcer-sportscaster, experienced, prefers
east coast; good tape and references. Box 669B.
BROADCASTING.

Manager-—~college degree, first phone license, a%e
32, desires larger- market in south. Box 615B,
BROADCAS' G.

Versatile announcer. 2 _years staff experience,
;ll:TnG board. Car, travel. Box 671B, BROADCAST-

Announcer. First phone. Three years experience.
Box 681B. BROADCASTING.

Baseball announcer-PD, desires more minor
league experience in good market. Currently
employed in midwest market of 500,000. Uni-
versity graduate. Box 682B, BROADCASTING.

Attention fast-moving station. Sports announcer,

lay-by-play, recaps, dj work, and news. Col-
ege graduate. Beginner; willing to work hard;
willing to learn. Radic and tv work in college.
Draft deferred, available. immediately. Wil
travel. Box 686B. BROADCASTING.

Sports and staff announcer, emphasis on play-
by-play, want o&portunfty in tv-radio operation.
College graduate, age 23, 5 years experience,
want permanence. Presently employed. Box
889B, BROADCASTING.

Experienced staff announcer. 2% years experi-
ence. Family man. Position must steady.
Prefer east. Peter J. Ward, WRIC, Richlands,
Virginia.

Like work, love good radlo. Experienced dj de-
sires Fermanqnt job in eastern metropolitan
market. Wife and Sputnik II. Minimum .
Have great potential, many PD’s agree. Wish one
would hire me! Ted Eldredge, Garden 8-3715,
Osterville, Mass.

Combination man, all staff duties. 1st ticket.
Married. Have car, Kirby, 503 71st Street, Seat
Pleasant, Maryland. Redwood 6-8368.

Experienced in play-by-play, also music. news.
26, single, veteran. Travel anywhere. Peter
Kohler, Box 403, New Canaan, Connecticut.

Graduate. Hardworking, college. Know music.

Tape, photo on request. Wil t. 1. Si
1511 N. Bell, Chicago. 1l trave e

Announcer with over 10 {eears experience look-

for a change of climate. News, play-by-play,
hot and smooth disc shows experience. Sales ex-
perience also. Reply to B. Stamper, WKDN,
Camden 4, N, J.

Adaptable, versatile announcer with restricted
licen]sle. tHaeme:ﬁ:elllext otv?rntial. I repeat, has
excellent potential. A. J. Waran, 1628 E. O

Blvd., Long Beach, California. Hemlock 1-5552".

Chief-combo five years experience, well qualified,
fine voice and first phone. Dale Woodbine,
Newton. Iowa, phone 971 W.

Technical

Seeking Job as radio_or tv engineer
class tfcket. Can handle any job plus v:irts‘:.mgresﬁ
Best of references. Box 574B, BROADCASTING.

6 years experience as engineer. No announcing.
Prefers New York. Box 626B, BROADCASTING.

Chief engineer-announcer. Lots of experience
both fields. Family man. Locate i o
month. Box MlB,yBROADCAcS’IEIN?}. south. $500

Young, sober, married, reliable combination man
éd’e(:i::i.z rfcl?n : to northeaster:rsi U'SEZIB TWO Years

. Can you use 5
e ¥ me? Box » BROAD

Southwest only. Engineer—experienced radio-tv.
Some announcing and selling, with references.
Jack F. Sims, Breckenridge, Texas.

Production-Programming, Others

Announcer-salesman; can write copy. program,
do sports play-by-play, dj all types og mdc,
4 ye , married, naible, sober,
29, th future. Box

ars
, employed, seeki position
509B, EROADCASTII‘%G.

Ambitlous buginess lady, 28. Position as assistant
continuity editor, typing supervisor, or recep-
tionist-typist. 10 vyears experience. Box 617B,
BROADCASTING.

Trained, experienced male copywriter will go
anywhere for reasonable wage. Have car, best

erences. Good knowledge of radio. Can record
either straight or production spots. Available im-
mediately. Small fown station preferred. Written
samples on request. Box 628B, BROADCASTING.
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RADIO

TELEVISION

TELEVISION

Situations Wanted—(Cont’d)

Help Wanted-— (Cont’d)

Situations Wanted— (Cont’d)

Production-Programming, Others

Technical

Technical

Director news, special events. Ouistanding ex-
erience television and radlo over fifteen years.
groducer award winning news, public affairs
frams Aggressive, competitive op fAight or-
zer and alr personality for agﬁressive inde-
pendent operation oftering real challenge. Box
634B, BROADCASTING

Continuity director available _immediately.
Twelve years experience radlo-tv. Excellent ref-
erences. Box 647TB, BROADCASTING.

9 years experience, all phases. First phone. Pre-
fer ogram director-spertscaster or salesman-
sporgcaster duties. Am looking for o (gortumty
to advance. Box 855B, BROADCASTI

Unusual opportunity for inexperienced man who
wants on-the-job training in tv transmitter op-
eration. First phone required. Box 691B, BROAD-
CASTING.

Chief engineer, experienced, reliable, sober, fam-
ily—construction, maintenance, operation. Excel-
lent references. New owners—I move, Box 620B,
BROADCASTING

First phone engineer, Salary dependent on ex-
enlcie. CCuntlct Chiet Engineer, WTVD, Dur-
am, N. C.

Transmitter engineer, 5 years experience with
vhf desires osmon in Florida. Box 832B,
BROADCAS

Television engineer. Immediate opening for ex-
erienced engineer with frst phone. Contact
Barg, 1015 N. Sixth Street, Milwaukee,

Wisconsin.

Film technician and cameraman with experiénce.
Will relocate, resume on request. Also advertis-
ill‘lqg agency experience. Box 6‘795 BROADCAST-

Production-Programming, Others

Seeking good staff or pr_?‘ﬁrarn director position.
Midwest to west coast. ree years experience.
University graduate, married. veteran. Refer-
ences. Box 673B., BROADCASTING.

TELEVISION
Help Wanted

Management

Sales manager for tv; middle west, middle range
metropolitan market; basic network affillation;

rugged com g:ﬂtion Offers complete sales author-
ity over network, regioneal and local sales with a
staff of four. Age preference, 35 to 45; must have
at least 3 years tv experlence. Gilve current ac-
tual income status. Box 622B, BROADCASTING.

Sales

Small market local television time salesman whe
seeks greater op ortunit%ln larger New Enéland
market contact Box 619B, BROADCASTING.

NBC fullpower station in central U. S. has im-
mediate opening for man % ualifled to act as
asgistant tv sales manager. Opportunity unlim-
ited as to salary and future. Important
gﬁ\nSdT complete details to Box 671B,

osition.
ROAD-

Announcers

Disc Jockey for on-camera tv teenage dance pro-
gram. Program on air over 1 year, successfut
sold out, Present talent forced fo leave because
of health problem. Opportunity for good base
pay scale and talent fees. Some announce board
work required. Must have drive and be mature
enough to handle tee e guests, Preferred age
span, 25-35. Location, midwest metropolitan mar-
ket, basic network affiliate station. Please give
current Income status In replfrlng. also send
photograph and ta or film if possible. Box
623B, BROADCASTING.

KAVE-TV, Carlshad, N. M., needs one on~-camera
announcer. Will train rndio man. Send tape,
picture, details immediate:

Two experienced announcers with control room

exgerience for top refional am and full power

Minimum of iwo years experience re-

uired. Send full {information, audio tape

labeled with return g&s{u ge, and recent picture,

to Merritt Milligan QA-TV, WCU Building.
Quincy, Nlinois

Midwest station needs a versatile, experienced

announcer and disc Jockey. Will be given an

opportunit; to work into tv production. Send

gﬁfalls to Program Director, WGEM-TV, Quincy.
nols

Technical

TV studio engineers, first class license, Large
southeastern market vhf station. Full celor and
EeAmsgrtf 1éac!ilitlezz. Please write Box 547B, BROAD-

Chief engineer for outstanding scuthwest tele-
vision station with network affiliatien. Ideal
climate and Uving conditions. Box 653B, BROAD-
CASTING.

Arizona tv statlon needs engineers due to ex-
panding schedule. First class license required.
Box 654B, BROADCASTING

Assistant supervisor well established tv station
in northeast with transmitter staff of 6, reguires
assistant transmitter supervisor. Must be tech-
nically ?uauﬂed in measurement and mainte-
nance of tv transmission equipment Character

and technical references required with applica-
tion. Box 680B, BROADCAS qI‘IN ! ppie

BROADCASTING

Artist-photographer combination. Must have let-

tering and cartooning and general art back-

ground, also knowledge of Bolex 16mm, Lika

and Polaroid cameras. Give background and

salary requirements to Box 637B. BROADCAST-
G, southeastern NBC affillate.

Here's a real opportunity for a director of opera-
tlons for NBC full power tv station in central

U. 8., unlimited opportunities. Send complete
background, experience. salary to Box 676B,
BRO DCASTIN

Promotion manager needed for 5 kw radio and
NBC-TV station in rich market. Central U, S.
Box 678B, BROADCASTING.

TELEVISION

Situations Wanted

Announcers

Top-rated sportscaster, two v\&ears with nationally
known vhf in northeast. Wants livelier sports
area. News, commercials. Radio

5. too. Resume.
SOF. Box 624B, BROADCASTING.

Canadian, 7?7 years radio-tv experience wishes
American tv-radic market. Primarily commer-
cial announcer-newscaster-writer. ox 646B,
BROADCASTING.

Production-Programming, Others

Program director-producer-director, Live televi-
sion nnd fllms. Twelve Years all phases program-
roduction. Stations and ad agen-
i1l relocate. To credlh and references.
Bux 414B, BROADCAS b

Production manager with programming experi-
ence desires to relocate in or out of the coun

7 years tv experience; top references. Box 6078,
BROADCASTING.

Progressive young producer/director seeks cre-
ative outiet with challenging statlen. Experi-
enced . . . unencumbered, Write, run . . . wire.
Box GlGB BROADCASTING,

Two years varied tv experience, presently em-

ployed, seekinf greener flelds. Columbia grad-
uate, 28, single, willing to travel. Box 665B.
BROADCASTING

Tell children’s stories. Woman college and tele-
vision school graduate. Write and give com-
mercials. Experienced dramatic roductions.
Solo soprano or quartet. Picture and resume on
request. Box 667TB, BROADCASTING.

Director, producer, writer, Versatile young man,
interested in rNg!'owth possibilities. Box 670B,
BROADCAST

Producer-director. 114 years commercial experi-
ence background in live theatre. B.S, in Adver-
tising. Box 683B, BROADCASTING.

FOR SALE

Stations

Eureka, youw've found it! Top tv announcer in
medium market. Proven on-air salesman in both
radlo and tv with references to prove it. Tape,
picture, resume. Box 6528, BROADCASTIN

Young, married tv man with two years on-
camera experience, commercials, news, weather,
8] cln'i'.s.f desires majcl:r market spot in N, E. Avail~
e for personmal interview use. B 6848,
BROADCASTING o

500 watt daytime lndependent station in mid-
Atlantic state. Twenty thousand down, Balance
terms. Must sell. Box 529B, BROADCASTIN

0il country station. $15,000 down, pay balance 0!
$30,000 cver 5 to 10 years. Paul H. Chapman
Company, 84 Peachtree, Atlanta or 17 East 48th,
New York.

gs%mii metropolitan market, central eastern states,

0; $20,000 down will handle, Paul H. Chap-
man Company. 17 East 48th, New

York.

Grantham Training Prepares You

Grantham School of Electronics specialices in
preparing students to pass FCC examinations.
We train_you quickly and well. All courses begin
with basic fundamentals—NO previous training
required. Begmnerl get 1st class commereial (not
amateur) license in 12 wi 1

Learn by Mail or in Residence

You ean train either by correspondence or in
regidence at either division of Grantham School
of Eleccromc&—l-lollywood Calif., or Washing-
ton, D. C. Send for free booklet.

1AIL COon

D

GRANTHAM SBHUULS Dept. 14-D

821 19th St., N.W.. Washisgton 5, D. C.

will call.

Make your RADIO and TV future secure

with a

First Class F. C. C. License

Douglas Moore, 5102 Flambeau Rd.,

Madison, WIuc ....................... lat 11
Richard Meehan. 186 Jerome 8t..

Brooklyn, N. Y. .....0uiininnrinnnanns 1st 10
A. C. Stone, 3080 - 44th 8t., N. W,

Iashington, {¢] opcooooeoCoooooabas 1st 22

Leo Bishon a7 Calla Contenta. Flagstaff,

Plaase send me your fres booklet, telling how 1 can get my FIRST CLASS
FCC license quickly. I understand there is no and n

2 ! Recent graduates, the
Heres Proof. license they got, and

how tong it took.them:
License Weeks

12
11
Go00C00a voeelat 11

NEANEST YOoU

1505 N. Western Ave., Hoflyweod 27, Cafif.

Address

City. State

I am interested in: [J Home S8tudy [J Resident Classes
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FOR SALE—(Cont’d)

WANTED TO BUY—(Cont'd)

Stations

Stations

Facility engineer states Eosslble to move into one
of nation's major markets from closeby small
market. $55,000 total price. Paul H. Chapman
Company, 84 Peachtree, Atlanta or 17 East 48th,
New York.

Maryland secondary market station. $21,000 cash
down on 30% formula. Paul H. Chapman Com-
pany, 17 East 48th, New York.

Two Florida single station markets. Down pay-
ments respectively 4.000 and $15,000; payoff
under $800 per month each. Paul H. Chapman
Company, 84 Peachtree, Atlanta.

Nerman & Norman, Ine, 510 Security Bldg.,
Davenport, Iowa. Sales, purchases, appraisals,
handled with care and discretion. Experienced.
Former radio and television owners and opera-
tors.

Radio station in medium or small market in
California, Arizona, New Mexico or Florida by
three experienced, financially responsible, active
radio men. Box 609B, BROADCASTING.

RADIO
Help Wanted—(Cont’d)

Announcers

Interested in purchase or control of radlo station
in western Pennsylvania. Preferably northeast or
west of Pittsburgh. R’elzglies confidential. Write
Box 62¢B, BROADCASTING.

General manager znd sales engineer want own
station. Cash or down payment plus. All replies
confidential. No brokers please. Box 656B,
BRCOADCASTING.

Stations wanted. New Mexico, Colorado., Texas,
Oklahoma, Louisiana, Arkansas, Missouri, Kansas.
grll\srate service. Ralph Erwin, Broker. Box 811,
ulsa.

Equipment

Write now for our free bhulletin of outstanding
radio and tv buys throughout the United States.
Jack L. Stoll & Associates, 6381 Hollywood Blvd.,
Los Angeles, Calif.

Equipment

UHF equipment, used. 1 kw GE transmitter. GE
TY-24-B helical 4-bay antenna and all studio
and transmitter equipment necessary for live,
film and network operation. Very reasonable.
Box 946A, BROADCASTING.

One RCA uhf transmitter—TTU-1B in excellent
anGdltlon. For details: Box 631B, BROADCAST-

Mobil unit,
Motorola two-way radio. complete. Best cash
offer. Box 635B, BROADCASTING.

WE+23A console, suitable for small operation or
museum piece. $200.00 FOB, KABR, Aberdeen,
South Dakota.

§ kw Western Electric transmitter. This is the
latest xmitter Western built, has air cooled tubes
and is in topnotch operatin,
voltage rectifier tubes and sockets are converted
00 spare tubes and parts included. Power
reduction switch and two erystals on 1070 kes.
Placed in service September 1948 and available
about middle of November, Price $5000.00 crating
extra if desired. KIIMO, Hannibal, Missouri.

Dage model 701-A (convertible to color) fim
camera chain complete with vidicon tube,
power su&)plies, master moniter and _housing,
cables and Instructien manuals. Best offer. Dave
Green, KXLY-TV, Spokane, Washington.

1956 Ford Country Sedan with

condition. High .

Wanted to buy, 10 kw fm transmitter, other fm
accessories. Reply Box 467B, BROADCASTING.

Wanted—1 kw fm and monitor. Box 570B,
BROADCASTING.

IENléw fm transmitter. Box 612B, BROADCAST-

10 kw fm _transmitter and frequency monitor.
Also, small station console, turntables, tape-
recorders, etc. Box 625B, BROADCASTING.

Want to buy tv mobile remote unit completely
equipped. Also microwave. Box 639B, BROAD-
CASTING.

1 to 3 kw fm transmitter plus monitors and
rings. Advise best price. KOSI, Denver, Colorado.

Wanted: 3 kw fm transmitter. modulation moni-
ter. frequency deviator, etc, All equipment, turn-
tables, console, Write, phone or wire Dick
Drury. Audio Recording Co., Cleveland, Ohio.

FM transmitter 6 to 10 kw and accessories in-
cluding monitor and studie equipment. Contact
George Voron & Co., 835 N, 19th St., Philadel-
phia 30, Pa. )

INSTRUCTION

FCC first phone preparation by correspondence
or in resident classes. Our schools are located in
Hollywood, California and Washington, D. C.
For free booklet, write Grantham School, Desk
B2, 821-19th Street, N. W.. Washington, D. C.

FCC first phone license in six weeks. Guaranteed
instruction by master teacher. Phone Fleetwood
2-2733. Elkins Radio License School, 3605 Regent
Drive, Dallas, Texas.

Western Electric am transmitter—1 kw—now in
use, but can deliver anytime. First $2000.00 cash
gets it. Phone WETO, Gadsden. Alabama.

Gates_yard conscle. One year old. New condi-
tion. Ex nndln%voperatlons make sale necessary.
Price $750.00. ire or phone WPDQ, Jackson-
ville, Florida.

2 Fairchild model 202 turnet head transeription
arms-viscous camplng, includes 3 cartridges, ;90
each; 2 Fairchild model 205 passive equallzer $50
each; Clarkston model 212 G transcription arm
15; Livingston transeription arm $15, WWBZ
ne., Vineland, New Jersey.

Available immediately—200 foot selt-supportirﬁg
CN Blaw-Knox tower. Six years old. WWIN,
Baltimore, Maryland.

RCA. ¢6A modulation monitor. Perfect. Make
offer. Har Boone, 200 Brightside Ave., Pikes-
ville, Maryland.

North Detroit, 1 LWS. Former WCAR studio,
transmitter, completely equipped on 36 acres in
fast growing area. Miracle mile shopping center
nearby. Unusual opportunity for future apprecia-
tion. High elevation. Call or write, Max Broock
Inc., Woodward, Birmingham, Mich. MId-
west 4-6700.

1 kw fm transmitter, monitors, co-ax feed line,
antenna and spare tubes $2.000.00. I. K. Corkern,
960 E. River QOaks Drive. Baton Rouge 6, La,

For sale: Ampex 350 full track portable recorder,
with four channel mixer. Practically new, used
only 4 times. Cost $1568. Sell for $1200. H. White,
2123 Kenmore Ave., Bethlehem, Pa,

WANTED TO BUY

Stations

2 executives of highly competitive market desire
established station in medium sized expan(c!fing
Eqmé.ket + » » N0 brokers. Box 583B, BROADCAST-
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F.C.C. license residence or correspondence, The
Pathfinder method-short-thorough-inexpensive.
For bonus offer write Pathfinder Radio Services,
737 11th St, N. W., Washington, D. C,

RADIO
Help Wanted
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WANTED—IMMEDIATELY

2 Announcer Salesmen (Hillbilly
and Popular)

1 Announcer Engineer

1 Announcer Copywriter

by six-year-old 1,000 daytimer, in-

dependent. In one station market

located Southwest Virginia; new

station manager. New policy. Com-

plete change of personnel and pro-

grams. $75.00 per week for an-

nouncer. Other duties—extra pay.

Send resume and tape with first

reply. Box 6518, BROADCASTING.

0000000000000 0000000 0000000

000000000000 000000¢000000000

08000000 ¢0000 00000000

Management

FLORIDA
DJ - ANNOUNCER 3

Aggressive Independent looking 53
for top-flight popular music DJ- %
Announcer. Beautiful South ¥
Florida City on Coast. Not a ¥
major market but you can tnake X
major market money if youre X
willing to work. Air mail tape X
)
3
3
o3
o
t
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of DJ, News, Commercials and
include resume and references.
Give minimum starting salary.

Box 662B, BROADCASTING
ek Ak dde Aok Atk Aokt ok ook 4o
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Production-Programming, Others

NEWS DIRECTOR

Man with drive. Must be willing
to work. Fulltime position at a
fine, small market radio station in
the east. Must have experience,
and be a top-flight newscaster
thoroughly experienced in local
reporting and able to direct other
news personnel. Salary open.

Box 664B, BROADCASTING
RIENENENENENERENEESEEEEEEENE

RADIO

Situations Wanted

Management

S AL AL AL LALLM LLLLL LA L LA LR R R RR R RS

PRESIDENT AND MANAG-
ER of 1,000 watt fulltime indie
in midwest must leave present
position because of small daugh-
ter’s health. Wish to re-locate in
Florida or west coast preferably.
Eleven years proven experience,
several in major market in man«
agement, news, special events
and public relations, both radio
and tv. 32 years old. Bachelor of
Science Degree, excellent refer-
ences and background. Resume
and tape on request. Will also
consider position as announcer
if offer is right.

Box 657B, BROADCASTING
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Production-Programming, Others

Experienced in sales and sales
direction. Eastern metropolitan

market. Independent operation.
Box 880B, BROADCASTING.

SALARY OPEN

PROGRAM-SPORTS DIRECTOR
11 years all play-by-play. 5 years
PD and Sales, Top DJ, News.
TV Sports. Family. Now East
Coast. Will relocate.

Box 6688, BROADCASTING

BROADCASTING



FOR SALE

Equipment

Transmitter, VHF Dumeont 25
kw for any low band VHF
needing maximum power. Like
new but has had one year’s
shakedown operation. No bugs.
(Now on Channel 5)
Transmitter, console, terminal
| equipment—Dumont, Console
includes audie and video
switching and monitoring. Pre-
wired audio racks,

Box 688B, BROADCASTING

TAPE RECORDERS
All Professional Makes
New—Used—Trades
Bupplies—Parts—Accessories

STEFFEN ELECTRO ART CO.

Hilltop 4-2'115
America’s Tape Recorder Specialists

EMPLOYMENT SERVICE

BROADCASTERS EXECUTIVE
PLACEMENT SERVICE

CONFIDENTIAL CONTACT
NATIONWIDE SERVICE
HOWARD 8. FRAZIER, INC.

1736 Wisconsin Ave.. N. W,
WASHINGTON 7, D. C.

Facts About People and Jobs
Weo refer s to stat only eafter
listening to audltlon tapes and checking
backgrounds. For sales and production per-
sonnel for radio or television, we require
personal interviews.

HENRY SCHAPPER AGENCY
Personnel for the Communication Arts
18 East 40th Street, New York 16, N. Y.

Murray Hill 3-8626
PAUL BARON
Director for Radio-TV-Film, Advertising
No advance registration [ees

MISCELLANEOUS

RADIO STATIONS
Having Sales Problems?

GBA has had the answer for 13 years. We
will sell our programs or yours.

Special programs for sale

Sales clinic for your staff

Will lease your station

Box 5308, BROADCASTING

NO
MATTER
HOwW

you look at it,
a classified ad on
this page is your
best bet in getting
top-flight personnel.

2
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FOR THE RECORD Continued from page 128

BROADCAST ACTIONS
By the Broadcast Bureau
Actions of October 11

KBMI Henderson, Nev.—Granted assignment
of license to KBMI Inc.

KXLJ-TV Helena, Mont—Granted assignment
of cp to Capital City Television 1Inc.

WHJIY Orlando, Fla.—Granted acquisition of
negative control by each Gordon Sherman and
Melvin Feldman, through purchase of stock
gliom lEm:ll J. Arnold, Robert Wasdon and Jack

egel.

WDSM-TV Superior, Wis.—Granted cp to re-
place expired cp for changes in tv station.

KYW-FM Cleveland, Ohio—Granted ep to in-
crease ERP to 27 kw, move trans. to Parma,
Ohio, and make changes in ant, systém; ant.
height 900 ft.

KSTF Scottshluff, Neb.—Granted ¢
tain ant. system inCorporated in B
aux. facilities.

WFLN Philadelphiz, Pa—Granted mod. of cp
to change ant. system (move ant. 183 ft. east of
location originally proposed} and correct co-
ordinates; conditions.

WAMM Flint, Mich—Granted mod. of ¢p to
change directional ant. pattern.

WPVA Colonial Heights, Petersburg, Va.—
Granted mod. of cp to change type trans » make
changes in ground stem and ant. System
(decrease height); conditions.

The following were granted extension of ecom-
letion dates as shown: WANE-TV Fort Wayne,
nd., to 1-15-58; KIEM-TV Eureka, Calif., to 3-1-
8; WORA-TV Mayaguez, P, K., to 4-13-58;
WNOW-TV York, Pa., to 11-30.

WCKR-FM Mlaml, Fla —Granted authority to
suspend operation of station for a period of 6
months during which time licensee will in-
vestigate and obtain new trans. site. (Period to
start Oct. 12, 1957.)

Actions of October 10

Granted licenses for the following am stations:
EQTY Snohomish County Bestrs.,, Everett,
Wash., conditions; KEEPS Uvalde Bcstrs,, Eagle
Pass, Tex.; KLVI, Joel Ellis Wharton, Vivian,
La.; KWIV Douglas Bestg. Inc., Dou;las Wyo.

]{SPR Casper, Wyo. —Granted license covering
change in studio location and increase in height
of ant. by adding tv ant.

WMHE Toledo, Ohle—Granted license covering
cp for new fm station.

WGFS Covington, Ga.—Granted ¢p to change
studio and ant.-trans. location and make changes
in ant. and ground system.

The following stations were granted extension
of completion dates as shown: WA Ware,
Mass., io 12-1; WALT Tampa, l-‘ln. to 12-17
Hlvll;Gc Mornin;slde, Md., to 12-20 (conditions on
a

KUVR Holdrege, Neb.—Granted change of re-
mote control authority.

KDWT Stamford, Tex.—Granted permission teo
sign-off at T p.m., daily, local time, except for
gpecial nighttime hruadcasﬂn events, for period
of 180 days, due to considerable financial distress.

HALV Alva, Okla—Granted extension of
authority to si%n-off at 7:30 p.m. local time, for
period ending 1.

KAVE  Carlsbad, N. M—Granted permission
to si%n-oﬂ‘ at 7 pamn,, daily. local time, effective

to main-
CT-4162 as

“;RI.QC Oakland, Md.—Granted exXtension of
STA to remain silent until Jan. 1, 1958.

Actions of October 9

KOWN Escondido, Callf.—Granted assignment
of cp to Paiomar Bestg. Co.; member of assignor
i assigning his interest to cp to assighee with-
out consideration.

KRTU Tucson, Ariz.—Granted assignment of
cp to Associated Bestrs. of Tucson Inc.

KWEB Rochester, Minn.—Granted assignment
of cp te Rochester Music City Inc.

KPIG Cedar Rapids, lowa—Granted acquisi-
tion of positive control by John C. Kelly, et al.,
through purchase of shares of stock from Dakota
County Realty Corp.

Granted licenses for the following am stations:
WOURB Ohic University, Athens, Ohio, condi-
tions; WTIG Massillon Bcstg. Co., Massilion,
Ohio, conditions; KTLQ Tahlequah Bestg Co.,
Tahlequah, Okla.; KNOT Thunderbird Besig.
Co., Prescott, Ariz.; KRB] Gateland Bestg. Corp.,
St. Peter, Minn., and specify studio location
{trans. location redescribed), conditions; KBCS
Three Cities Radio Inc., Grand Pralrie, Tex.,
conditions.

KBHS Hot Springs, Ark.—Granted license
covering Increase in power and installation of
new trans.

WKIS Orlando, Fla—Granted license covering
change from employing DA-N and D to DA-N
only (DA-2 to DA-N); and installation of new
trans.

WBL Springfield, Tenn.—Granted license cov-
ering change in fregquency from 1430 kc to
1590 ko.

WFRX West Frankfort, JllL.—Granted license
covering installation of new broadcasting trans.

KGLA Los Angeles, Calif.—Granted license for
fm station; condition.

WHFM Rochester, N. Y.—Granted ¢p to re-
activate fm station in Rochester, N. Y. and
move trans. to am site (Brook & Ballatyne Rds.,

Chili, N. Y.), reduce ERP to 8.7 kw and make
changes in ant. systern; ant. height 240 f£t;
condition.

‘The following were granted extension of com-
pletion dates as shown: KWJB-FM Globe, Ariz,
to 10-30; KLON Long Beach Board of Education
Governing Body for Long Beach Unified School,
District of Los Angeles, County, Long Beach,

.Calif., to 10-30.

Actions of October 8

WHYY-TV Philadelphia, Pa.—Granted license
for noncommercial educational tv station.

WSM-TV Nashville, Tenn.—Granted license
covering installation of aux. aur. fm med. and
frequency control unit.

KOOL-TV Phoenix, Ariz.—Granted cp to
change ERP to vis. 316 kw, aur. 158 kw and
change type ant.

KRE-FM Berkeley, Calif—Granted cp to de-
crease ERP to 9.7 kw, ant. height to -15 ft, and
increase overall helght above ground to 41’ 5",

WAGN Menominee, Mich.—Granted authority
to sign-off at T p.m. local time. from 10-1-57 to
3-31-58, except on evenings when there are
special events.

WBEV Beaver Dam, Wis.—Granted change of
remote control authority.

Actions of October 7

KETX Livingston, Tex—Granted assignment
of license to Harold J. Haley tr/as Polk County
Bestg. Co. (change from partnership to gsole
owner).

KTHYV Little Rock, Ark.—Granted licetise cov-
erin)g installation of aux. ant. {(near main trans.
site).

KFWEB Los Angeles, Calif.—Granted cp to
change ant. trans. location utilizing common
radiator with KLAC.

KDWT Stamford, Tex.—Granted cp to replace
expired cp for change of frequency, increase
power, change hours of operation and install
new trans.

KRSI Park, Minn.—Granted cp to replace ex-
pired cd for new am station; condition.

WVUE Wilmington, Del—Granted mod. of
cp to change studio location of tv station.

WDCL Tarpon Springs, Fla.—Granted mod. of
license to change name to Clearwater Bestg Corp.

KESBW 8alinas, Calif.—Granted extension of
completion date to 4-25-58; conditions.

WMFD-TV Wilmington, N. C.—Granted exten-
tion of completion date to 2-1-58.

UPCOMING
October
Oct. 21: Texas Assn. of Broadcasters, Baker
Hotel, Dallas.

Oct. 21-22: Central Canada Broadcasters Assn.,
annual meeting, King Edward Hotel, Toronto.

Oct, 23: 16th annual luncheon, Pulse, Hotel
Plaza, New York.

Oct, 25-28: Indiana Broadeasters Assn., fall meet-
ing, French Lick Springs.

Oct. 25-26: Sales conference, U. of Mississippi
and Mississippi Broadcasters Assn., University.

Oct. 26-27: American Women in Radio & ‘Televi-
sion, Pennsylvania Chapter, Sixth annual cen-
ference, Bedford Springs Hotel, Pa.

Oct. 27 Missouri AP Radio & Television Assn.,
.Teﬂ‘erson City.

Oct. 29: Convention, National Assn, of Educa-
tional Broadcasters, St. Louis.

Oct. 31-Nov. 1: North Carolina Assn. of Broad-
casters, Robert E. Lee Hotel, Winston-Salem.

November

Nov. 1-2; Broadcasters Promotion Assn., annual
convention, Hotel Sheraton, Chicago.

Noy. 4: Radio-television clinic, University of
Illinois.

Nov. 5-7: 1ith National Conference, Public Rela-
tions Society of America, Waldorf Astoria,
New York City,

Nov. 6-9: International eonvention, Radio Tele-
vision News Directors Assn., Balmoral Hotel,
Miami Beach, Fla.

Nov. 13-15: First annual exhibition, Industrial
Audio-Visual Assn.,, New York Trade Center.

Nov. 13-16: 43th Convention, Sigma Delta Chi,
Shamrock Hotel, Houston.

Nov. 15-16; New England radio-electronics meet-
ing, by IRE, Mechanies Hall, Boston

Nowv. 17-20: Tenth Annual Conference, Public Re-
lations Society of America, Sheraton, Phila.

NARTDR CONFERENCES

Region 6 (Kan., Okla, Oct. Baker Hotel
Texas) 22-23 Dallas
Region 3 (Fla., Ga., 0Oct. Peabody Hotel
., Miss,, La., Ark., 24-25 Memph!
Tenn., P. R
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PROGRAMS & PROMOTIONS

COMMUNITY SALUTES WIN FANS,
BUILDS CLIENT SALES FOR KLAC

The scene opens with Inglewood, Calif.,
Chamber of Commerce Manager Bud Neu-
harth talking on the phone with Felix D.
Adams, operations vice president at KLAC
Los Angeles.

Mr. Neuharth speaks: “You mean KLAC
will broadcast over 2,000 plugs for Ingle-
wood in newscasts, interviews, taglines and
station breaks on programs of the Big Five
disc jockeys? AND promote our Dollar
Days sale? Sounds great . . . but . . . well,
we can’t afford it. We've got Christmas
decorations to consider this month. What?
You must be kidding. It’s free? Let’s talk.”

And so went a conversation that's been
repeated 21 times during the past 15 months
in the KLAC-Southern California area.
After this particular chat the machinery
for KLAC’s Salute to Inglewood got under-
way. KLAC was about to pay a big tribute
to this city, a Los Angeles suburb of 55,000
people. The salute would consume six days
and last around the clock. The station of-
fered to promote the stores, dollar days,
schoals, churches, clubs, youth and veteran
groups, the history, growth and future of
the town and the virtues of living, shop-
ping and working in Inglewood.
| Phase one in KLAC's “Operation Ingle-
wood” had chamber man Bud Neuharth
call a meeting of key officials of the com-
munity, businessmen and social leaders to
view a 10-minute KLAC 16 mm sound
color film prepared by KLAC to demon-
strate the preparation and execution of the
salute. The key committee agreed to a start-
ing date and organized the next step. Mer-
chants meetings were set up in four sep-
arate shopping sections of Inglewood and
business people viewed the film, checked
KLAC’s advertiser list and agreed to erect
merchandising stack displays of food and
drug items and build window displays of
other advertised products.

A total of 145 product displays in 49
Inglewood stores were set up for the salute
week. These point of sale displays quali-
fied each store for up to 15 free tagline
announcements after the product’s com-

[F7¥ | BROADCASTING
THE BUSINESSWEEKLY OF TELEYISION AND RADIO
1735 DeSales St., N. W., Washington 6, D. C,
PLEASE START MY SUBSCRIPTION WITH THE NEXT ISSUE
[0 52 weekly issues of BROADCASTING $7.00
11.00
[ Enclossd 0 silk

mercial. The tags read, for example: “See
the Van Camps Pork and Bean display at
Food Giant Market, Imperial and Cren-
shaw, during KLAC's weeklong salute to
Inglewood.”

To KLAC clients stacks mean orders.
Orders were made. The busy Sav-on Drug
Store in downtown Inglewood ordered two
gross of Halo for a stack. Fifty cases of
Pabst and Schlitz were requested. The big
Sears retail store built a window display for
Pall Mall. TWA provided material for a
giant window display in the Penney’s store.
Seven-Up built a 40-case stack in the
Thrifty Drug Store, a busy, well-trafficked
jumbo merchandising center, The Food
Giant, one of the nation’s largest super-
markets, put up 50 KLAC Inglewood week
banners and built an enormous selling-end
display that incorporated 34 food and bev-
erage items advertised on the station.
Among them: B&M baked beans, Beechnut
gum, Rath's meats, Stokely products, Cop-
pertone, Halo, St. Joseph aspirin, Canada
Dry, Pabst, Schlitz, Camels, Hit Parade,
Old Gold, Newports, Pall Mall, Flit and
Coca-Cola. Lynn’s Market installed a huge
50-case stack of Schlitz beer in addition to
33 other special stacks and displays.

At the beginning of planning for the
salute the three local newspapers were con-
sulted and they agreed to help promote
KLAC's promotion. Twenty stories and
pictures appeared in the Inglewood Daily
News, The Citizen and the Inglewood News
Advertiser,

Mr. Neuharth worked with KLAC mer-
chandising and publicity people Armand La
Pointe and Betty Hudson in organizing a
team of junior college students from a mer-
chandising class to distribute and post one
thousand large “KLAC Goes to Town in
Inglewood” banners for store windows.

In addition to the merchandising displays
involving products, many stores not carry-
ing KLAC-advertised items cooperated by
installing special window displays in honor
of the KLAC Big Five disc jockeys, Peter
Potter, Dick Haymes, Smiling Jack Smith,
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Earl McDaniel and Gene Norman. Special
thank-you tags were aired by the disc
jockeys.

On the heavy plus side for Inglewcod
were announcements promoting shopping,
living and working there in 156 KLAC
newscasts, in 312 station breaks and on
1,700 product tags during the six days. Big
wheels and key businessmen are interviewed
by the disc jockeys on tape and 10 of the
sessions are released that week. All the
promotional plugs and mentions of growth,
history, etc., are kept extremely brief.

The salute to Inglewood took place July
15-20. Business boomed on dollar days as
never before. The city fathers already have
pitched a repeat request at KLAC to time
in with their 50th anniversary celebration
next year.

KLAC President M. W. Hall sums up the
duo-purpose public relations and mer-

chandising promotion as follows: “We've
found that the tens of thousands of new

POINT OF SALE TIE-IN: Just one of
the many displays in Inglewood that
identified the station with the product.

Southern Californians know little of the
background and advantages shopping-wise
of the very communities in which they now
live. Our salute plan has made many friends.
From a merchandising standpoint, we’ve
built nearly 3,000 point-of-sale selling dis-
plays in over 500 stores of Southern Cali-
fornia for our clients, While the station
underwrites the entire cost, the long range
result has been gratifying as national, re-
gional and local accounts come to know
KLAC as an active merchandiser.”

While KLAC ordinarily doesn’t solicit
advertising from the merchants of the com-
munity being saluted, one such promotion
did evoke an unexpected windfall. Alham-
bra, Calif., liked the idea so well it came
back to KLAC with an order for 424 spots
to be broadcast during the ensuing year
[PROGRAMS & PROMOTIONS, Aug. 5].

Ziv Tv to Offer ‘Sea Hunt

Ziv Television Programs, New York,
has announced that its new adventure
series, Sea Hunt, is being offered for syndi-
cation with the air date set for January 1958,
The series stars Lloyd Bridges as a former
Navy frogman. Ivan Tors is producer.

BROADCASTING




Nev., is using Mr.
Kolo, a life-size mannikin dressed in |
top hat and tails as the key figure in
a point of sales merchandise campaign
to sell Burgermeister beer. The dummy
rotates from market to market each
week. In the base of the platform on
which Mr. Kolo stands is a recording
device which plays a message inviting
shoppers to visit the store’s depart-
ments—including produce, meats and
groceries—and to pay special attention |
to the products he is merchandising. |

| Inaddition, a contest to guess the num-

ber of times a Burgermeister commer-
cial appears each day on KOLO is be-

ing held. Above, George Edwards (1),

advertising manager, and KOLO Gen-

eral Manager Richard W. Colon in-
spects the mannikin.

Submarine Heroes to be Cited

Gold-embossed personalized cases will be
presented to 11 of the most decorated men
in the U. S. submarine service this Friday
in Washington ceremonies preceding Navy
Day. The cases contain films which recreate
submarine warfare exploits and are episodes
featured in California National Production’s
tv series The Silent Service. Each recipient
has been portrayed in an episode and was
interviewed at the close of the film. The
presentations will be made by Rear Admiral
Lawson P. Ramage, U. S. N, Similar pre-
sentations have been made by CNP in San
Diego, Norfolk, Va., and Cincinnati, Ohio.
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SG Plans Frightening Results
With New Horror Films Package

Screen Gems Inc., which has master-
minded a group of eerie promotions for its
“shock!” package of horror feature films
produced by Universal pictures, hopes a few
spines will tingle and some blood will
curdle when its “shock!” demonstration is
presented this week for executives attending
two regional meetings of the NARTB. Dur-
ing the Dallas meeting, opening today (Mon-
day) and continuing through Wednesday,
and the Memphis meeting on Thursday and
Friday, Screen Gems will provide station
executives with a glimpse of its promotion,
including ad reprints, giveaways and in-per-
son appearance of several live “monsters.”

The “shock!” package, which has been
sold in more than 30 markets, was launched
this month on 15 stations in the U. S., sup-
ported by some ghastly and ghostly touches.
Screen Gems blueprinted a series of promo-
tions and suggested that local stations tailor
them to local tastes and needs. Tips for sta-
tions included: A “shock!” party to be held
in a *haunted” house, a contest for viewers
for the most suitable menu for a monster, a
most-shocking photo contest, tour of the
city by a “monster” and a pretty girl, a find-
the-skeleton contest, plus other “grisly
games.”

Screen Gems last week reported it was
“highly pleased” with both the sales and
rating results achieved by the horror films
for the two weeks they have been on the air
in 15 markets. A spokesman said that sta-
tions carrying the films were at least 70%
sold out for their time periods and special
Trendex ratings showed an audience in-
crease for the time period over the previous
rating check.

WINE ‘Goes to Your Head’

Agency personnel received bottles of tali-
an wine from WINE Buffalo, N. Y., with
signs reading: “From an old vintage to a
new one . . . WINE—the freshest sound in
town.” The occasion was the changing of
WXRA and WXRC (FM) call letters to
WINE and WILY (FM). Teaser ads were
run in the local papers for several days pre-
ceding the event advising: “WINE goes to
your head” and Andy Williams distributed
thousands of autographed copies of his hit
record “Lips of Wine" which the station also
played from sign-on to sign-off. Thousands
of WINE fan books and pieces of grape-
flavored bubble gum reportedly were handed
out and local night clubs presented bottles of
champagne and wine, courtesy of the sta-
tion, to patrons. Bottles were also awarded
to winners at the weekly wrestling matches.
All personnel carried signs on their cars
and 5,000 bumper strips were given away.

WAYS ‘Ain‘t Apple Polishing’

To make known the results of a Hooper
survey, WAYS Charlotte, N. C., sent out
150 baskets of apples to admen and sponsors
with a card saying: “We ain't apple polish-
ing . . . But . .. Have you seen our latest
Hooper?* WAYS reports the survey placed
it in the lead “with top honors” and that it
is the only 24-hour operating independent in
Carolina.
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PROGRAMS & PROMOTIONS cowminuep

WMAR-TV's 10th Anniversary

The occasion of WMAR-TV's tenth an-
niversary {Oct. 27) will be marked with a
week-long celebration, highlight of which
is a CBS-TV salute to its affiliate (report-
edly the second to join its network) by
originating The Big Payoff, Monday-Friday,
from Baltimore’s Fifth Regiment Armory.
The show will present vignettes from his-
toric Baltimore and its stars will visit patients
at the local veterans hospital and Johns Hop-
kins. They also will be interviewed on the
air and be guests at the Community Fund
United Appeal luncheon before 700 prom-
inent Baltimoreans. The local Advertising

Club will salute the tv station with a lunch-

eon to be attended by 800 industry, national,
state and city leaders at which ten tv sets
wil! be presented to members of the audi-
ence. Members of the tv press also will be
entertained at a reception and cocktail
party. Continuous entertainment from the
Armory includes Ann Mar's Women’s Angle
and WMAR-TV personalities will award
over 100 products to quiz contestants. In
its ten year history, WMAR-TV reportedly
has been the first Maryland commercial sta-
tion and the first in the state to broadcast
in color, produce its own tv newsreel, sched-
ule religious education, outstrip radio and
the first to cooperate in stratovision ex-
periments.

I

THE “Maverick Calf Scramble,” spon-
sored by WFAA-AM-TV Dallas this
month was reportedly the featured youth
attraction at the State Fair of Texas. It
was a merchandising tie-in with the local
sponsor (Grennan Bakery) of ABC-TV’s
Maverick and climaxed a five-week cam-
paign. The promotion was organized by
Murray Cox, farm director of WFAA,
and Fred Pass, farm editor of stations’
owner the Dallas Morning News. WFAA
carried a commentary of the event and
WFAA-TV telecast it. Maverick star,
James Garner, reportedly made his first
personal appearance to open the scram-
ble and was lassoed by Miss Dallas for
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IN a parade sponsored by the Cham- |

ber of Commerce, Nampa, Idaho, to

kick off a sales promotion for the town,

KFXD there was represented by the
: above entry.

Bartell ‘Toots Own Horn’

“We are tooting our horn!” claims the
Bartell Group in a mailing to promote its
WILD Boston. The mailing includes a horn
which can be used on “scooters, bicycles,
tricycles, boats or what have you.” It goes
on to say, “The Bartell Group, always in the
lead everywhere . . . first, WOKY Milwau-
kee, KCBQ San Diego, KRUX Phoenix and
WAKE Atlanta . . . now begins the beat in

Boston as radio goes WILD . . .” It con-
cludes, “Bartell it and sell it.”

the State Fair Parade. The stations report
that 30 boys participated in the contest.
They lined up, carrying a rope halter, be-
hind a chalk line in the arena and 15
calves were turned loose. One calf, val-
ued at $2,000 was secretly marked and
the boy that got the halter on and pulled
it across the line won it. Gov, Price Dan-
iel presented the calf to the winner and
Grennan Bakery wheeled in a 50-lb.
Texas-shaped Maverick Spice Cake for
the contestants. Pictured at the fair are
(I to 1) Mr. Garner; Larry McAnally,
winner of the contest; WFAA-AM-TV
President Ted Dealy; Gov. Daniel; O. B.
Edmundson, teacher, and Mr. Cox.
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KBIG Offers Trip to Paris

A trip “over the North Pole to Paris” is
the prize being offered in a new “secret
sound” contest being held by KBIG Santa
Catalina, Calif. A “mystery sound” is be-
ing played daily by the station’s disc jockeys
and listeners are asked to send in cards
identifying it. A new contest begins every
two weeks and if a sound isn't identified
within the two week period, the prizes will
be held over and additional ones offered. The
station will award 25 prizes every two weeks
for correct answers in the order of post-
marks. In addition to the Paris trip for two, ~
prizes will include Western Holly gas ranges,
vacation for two at the Las Vegas Desert
Inn and Santa Barbara Mar Monte Hotel,
dinner dancing at the Hollywood Moulin
Rouge and Coty perfume.

WTVJ (TV) Sponsors Contest

Popeye Playhouse over WIVI (TV) Mi-
ami is taxing South Florida children’s im-
agination by inviting them to enter its “I
like to go to school because . . .” contest.
Answers are to be in 25 words or more.
At the halfway mark of the five-week con-
test 2,500 entries are reported to have been
received. School-loving children can win
their mothers a $200 wardrebe and, for
themselves, a 17-inch portable tv set. Other
winners will receive a $300 swimming pool,
a three-speed phonograph or have a 24-inch
tv set presented to their school.

Another feature of Popeye Playhouse is
a series of miniature boxing bouts originat-
ing from the station’s open air “Sunshine
Studio.” The mayor of Miami will referee
young fighters from the local Police Athletic
league in a live telecast each Thursday after-
noon.

WPIX (TV) Mails Brochure

WPIX (TV) New York is mailing out a
32-page, 13-by-13-inch brochure headed,
“New! On WPIX 11—Some More Big New
Additions to New York's Most Exciting
Station.” In line with its policy of presenting
“the best and most half-hour film shows . . .
in the country,” the book features drawings
and stills from some of the 60 shows to be
offered during the coming season. This pol-
icy, the brochure proclaims, is responsible
for “the greatest audience increases of any
tv station in New York™ during a three year
period.

KFAB Seeks ‘Eleven-Ten Baby’

To promote its 1110 frequency, KFAB
Omaha, Neb., is sponsoring a contest for the
“Eleven-Ten Baby” of the year. The first
baby reported and documented to KFAB as
being born on Nov. 10 (eleventh month,
tenth day) at 11:10 a.m. or p.m. will qualify
as “Miss or Mister Eleven-Ten.” If a child
is not born at the appointed time, the first
one being born closest to it will receive the
award. The station will open an educational
fund for the child and will donate the
equivalent of 'a one-year university scholar-
ship.
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A daily five-minute program of stock
market and business news sponsored by
a Chicago headquartered investment firm
has been so satisfactory on WMAQ there
that it was extended to seven other mid-
west cities Oct. 1.

Titled Today's Stock Market and Busi-
ness News, the series represents the ef-
fort of a pioneer and consistent radio ad-
vertiser—A. C. Allyn & Co. The script is
prepared under the supervision of Allyn’s
research department and now is being
teletyped to stations in KFAB Omaha,
KMBC Kansas City, KWWL Waterloo,
Iowa, WSBT South Bend, Ind., WISC
Madison, Wis.,, WOC Davenport, Iowa,
and WMD Peoria, Ill. Agency is J. R.

ALLYN TAKES STOCK OF RADIO, ADDS MORE

- informative brochure or report on a

Pershall Co., Chicago. The program
started on WMAQ in September 1955.

Says A. C. Allyn, board chairman of
the investment firm:

“Qur radio advertising has been so
successful out of Chicago, in producing
leads and in institutional value, that we
have decided to use the same pattern in
these additional midwest cities where we
have offices.

The program consists of a summary of
each day’s stock market action and high-
lights of business news, plus offers of an

general aspect of investing, a group of
companies or a specific stock.

NBC Plugs ‘Life and World’

To promote its Life and the World (Mon.-
Fri., 7:45-8 p.m. NYT), NBC is mailing out
a 26-by-22-inch brochure entitled, “There’s
More than Meets the Eye . . .” It contains
a picture of several mountain climbers
reaching the peak of a mountain and says
“behind every picture there’s dramatic living
sound . . .” It then goes into an explanation
of the sounds involved in the picture, saying
“could you but hear . . . Hear the picture
come alive on Life and the World . . . NBC
Radio Network.”

KAFY Gives Disc 60-Hour Spin

In a marathon spin of Skinnay Ennis’
recording of “Got a Date With an Angel,”
KAFY Bakersfield played the disc 1,100
times continuously from Saturday evening
until 6 a.m. Tuesday morning. The 60-hour
record promotion was handled by Ben Jen-
kins, program director-disc jockey, who re-
ported the station’s switchboard was jammed
the whole time with calls from puzzled lis-
teners. Calls came in from buying-minded
clients the next day, according to Ben Pas-
chall, owner-manager of KAFY.

KGW Holds Jaywalker Contest
The dangers of jaywalking were pointed

out by KGW Portland, Ore,, in a ten-day

“spot the jaywalker” contest. Station em-
ployes deliberately opposed this traffic of-
fense until they were spotted by alert lis-
teners who received $20 merchandise cer-
tificates as prizes. One of the winners
turned out to be a police officer who caught
the employe acting out his violation. Result:
The officer got his prize—KGW staffer got
a ticket to traffic school.

Buys Bumberger Parade Again

The annual Bamberger’s Thanksgiving
Eve Parade of Light in Newark, N. J.,, will

Miarrime Divar
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be telecast again this year Nov. 27 by ABC-
TV that network has announced. The half-
hour program with commentator John Daly
will be sponsored by the housewares and
radio receiver division of General Electric
Co. through Young & Rubicam, New York.

WQXR Releases Smoking Survey

The seventh qualitative survey of smoking
habits in the 17-county New York metro-
politan area was released last week by
WOQXR New York. Made by Pulse Inc., the
1957 study shows a drop in the number of
smokers over 1956 (reversing a trend)} and
discloses a “significant reshuffling in brand
popularity ranking.” A five-year compari-
son chart of the brands smoked also is in-
cluded.

WMCA to Carry UN Series
WMCA New York will broadcast United
Nations Radio Review (Mon.-Fri. 9:50-
10 p.m.) throughout the duration of the
General Assembly sessions, according to
United Nations Radio. The program will
present the day’s selected highlights of hap-
penings direct from the UN headquarters
in New York, as well as significant on-the-
spot excerpts from General Assembly meet-
ings.

Ralston Purina Plugs Series

To promote its sponsorship of ABC-TV’s
Broken Arrow on 138 stations, Ralston
Purina Co. is mailing out a scroll which
tells about the series- and also lists the sta-
tions in the various cities carrying it and
the time it’s available. An arrow, broken in
two, serves as the rollers on the scroll.

NBC’s Network Tv Presentation

“The Picture of Network Television:
1957-58,” a presentation previously shown
in New York and Chicago, was presented
by NBC-TV last Monday at a luncheon for
more than 200 advertising executives at the
Detroit Athletic Club. Network officers who
gave the presentation included Robert W.
Sarnoff, president; Robert E. Kintner, ex-
ecutive vice president in charge of programs
and sales, and Don Durgin, vice president
in charge of television sales planning. Walter
W. Gross, manager of television sales in
Detroit, was host of the meeting.
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OPINION

IS RADIO-TV A POLITICAL EUNUCH?

Oregon's Gov. Robert D. Holmes, a former broadcaster, is unhappy about the way
radio and tv stations are accepting their responsibility as news media. Gov. Holmes
voiced his views, based on a decade-and-a-haif in radio as general manager of KAST
Astoria, Ore., and his experience in public Life, at the Monday luncheon of NARTB
Region 8 meeting at Portiand, Ore. (see TRADE AsSNS.). Here is a condensed version of

the talk by the governor-broadcaster:

I consider myself a fellow broadcaster,
even though I am at present carrying out
an assignment away from the broadcasting
area, When it is completed I hope to return
again to the field of broadcasting. My 15
years in radio, all in the small market field,
were very pleasant ones. During eight of
those years, I served my district in the
Oregon State Senate. Today I'd like to
share with you my appraisal of some of
the public responsibilities of radio and tele-
vision broadcasters in the light of my ex-
perience in radio and as a public official.

The time is long overdue for broadcasters
to face-up to the fact that we do not, can-
not and 1 think should not seek to operate
in a political vacuum, Broadcasters exerted
mighty unified efforts several years ago for
the right to editorialize. The Mayflower
decision was hailed publicly in speeches
as broadcasting’s Magna Carta. And vyet
today only a small percentage of broad-
casters in radio or television are facing up
to this responsibility.

Legislative committees of the Oregon
Assn. of Broadcasters have indicated that
state legislators treated radio and televi-
sion as poor relations to be entertained
in the kitchen, while newspapers were im-
portant guests, And I agree. What can be
expected? Newspapers have historically
editorialized on issues, local, state and na-
tional—on candidates, local, state and na-
tional. Broadcasters, in the main, have
chosen to hide behind the snug safety of:

“The following does not necessarily repre--

sent the views of this station.” They have
become pious and self-satisfied with such
an attitude.

YOU BREED CONTEMPT

Political eunuchs are scorned—scorned
by legislators at the local, state and national
level, scorned by your listeners and viewers,
People love politics. They have a feeling
for what the word really means. Politics—
the science of government—is the method
by which we govern ourselves.

Listeners and viewers want to know and
have a right to know where a station stands.
How can they know when in reality the
station doesn’t stand? All of us have watched
stations outdo one another in the past few
years trying to develop what we might call
a personality. We have stations that sing . . .
stations that swing . . . stations with a happy
sound . . . stations that are hot spots on
the dial, top spots on the dial . . . sports
spots on the dial . . . stations where you're
only 5 minutes, 10 minutes, 20 minutes,
30 minutes away from news.
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Such attempts to develop individuality for
a radio or television station are little short
of insulting to intelligent listeners and view-
ers. I think they would be far more re-
sponsive to a station that told them how
it feels about power—or the satellite pro-
gram—or the suggested city manager system
for Portland, or about the governor’s call
of a special session.

To achieve great stature with its listeners
and viewers, broadcasting must itself first
achieve such stature. Station ownership and
management must face this challenge and
let listeners and viewers know what the sta-
tion stands for. Relegating such responsi-
bility to panel discussions, and to com-
mentators will not, I think, ever do the job
that the people want and have a right to
expect. And to the degree that broadcasting
answers this challenge will it prove that
it cares just as much about public respon-
sibility as it does about profit.

COMPLACENCY IS DANGEROUS

Some of us who have seen the dramatic
development of both radio and television
in less than three decades, have become
settled in the mood of “why change”—
smug and complacent in financial success.
What we need is what the teenager calls
£0-g0-g0.

Radio had a great opportunity to rise
to new heights when television forced a
change in established pattern, And just about
the only thing it has come up with is the
music, news and sports routine. My heart
bleeds, not in criticism of the announcer
who is doing his level best to read in an
intelligible, pleasant fashion, but in criticism
of the management of that station.

News and news reporting is a profession
and a highly skilled one. Either through
education or on-the-job training, people
learn this complicated business of what is
news, how it should be presented and what
is most important. Radio or television can-
not circumvent good reporting by simply
subscribing to another wire service and then
letting a good or sometimes not-so-good
anpouncer read whatever strikes his fancy.

Television had a golden opportunity to
take advantage of the mistakes of radio
and do a real job in the field of news dis-
semination, Unfortunately, and again with
major exceptions, the television industry
entirely missed the boat and simply com-
pounded radio’s mistakes by letting the
public watch a good announcer, perhaps,
read news that means absolutely nothing to
him.

All of us know that newspapers cannot

compete with radio and television in news
coverage because of the greater flexibility
of radio and television. But we fail when
we refuse to view news and its reporting
as a highly specialized profession. Radio and
television must hire top reporters, editors
and writers and begin to do a real job
in the news department, putting public
responsibility ahead of profit.

If the format of music, news and sports is
to mean anything, broadcasting must stop
relying solely on the top 20, 30 or 50
popular tunes as measured by juke boxes,
music sales and the other means of measure-
ment they are now following. Let’s exert
some musical leadership from our posi-
tion as the greatest avenue of music that our
world has ever known so that our listeners
have the opportunity to hear everything
from Bach to boogie woogie. Let's staff
our broadcasting stations with musical di-
rectors who are musicians with an under-
standing and background in all types of
music.

With all of the shortcomings, I think that
our American free broadcasting system
stands like a beacon for the rest of the world.
State systems, where the state controls, have
been proven the enemies of a free people.
They have failed not only in their eventual
use by tyrants, but by any yardstick of
quality of news and entertainment. Our
American system of free broadcasting brings
hope, information, inspiration and enter-
tainment daily to millions of people, not
only in this country, but all over the world,
It is perhaps the most potent force in the
world today,

SECONDARY MARKETS
ARE IMPORTANT, TOO!

Sydney E. Byrnes, president-general
manager of WADS Ansonia, Conn,,
feels that the national advertiser on
occasion concentrates too mich on
buying major market stations. It di-
lutes effectiveness, he charges, and
offers these reasons why:

The praises of radio are sung so much
these days that I am prompted to ask the
experts: “When do you believe the second-
ary markets will become primary markets
to the national advertising agencies?” Let
me follow that one up with “Why do the
advertising agencies buy three radio stations
in one city, and skip over 40 or 50 miles to
the next major market stations and do the
same thing?”’ Does the advertiser know that
much money is going down the drain?
Much of this money is being poured
into areas time and time again with no
thought of how much more could be ob-
tained with less money.

Take the case of a 50 kw station which
claims a primary area radius of 75 miles.
The charge for class A time is $55 for
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a one-minute announcement. At the local
station in what is termed ‘“the secondary
market”, the price is $7 for one minute
of class A time. The national advertiser
can get over seven times the number of
announcements on the secondary station
than he can on the 50,000-watter.

But can he get the coverage, you ask? The
answer to that one comes from the agencies
themselves. They admit that the secondary
stations have excellent ratings. Granted, you
might have to buy three stations to the
powerhouses one, but you will get a bigger
audience for much less money.

The powerhouse stations in the major
markets cannot possibly give what the people
outside the city limits want to hear, and
that is local news, local public service pro-
grams and local advertisers.

If 1 were a national advertiser, I would
want to be next to a local newscast on a
good local radio station, well operated and
well received whether it is a major market
or not.

There is no doubt that the major market

must be adequately covered, but not without
some consideration as to whether the adver-
tiser is getting the most coverage for the
money he is spending.

Look at the map of the state of Connecti-
cut, check your major markets and then
check the secondary markets. The number
of potential customers not being reached
would make millions of dollars for some
advertiser. Add what you find in our state
to the other 47 and you have some idea of
the amount of business that is being passed
by because of an old wives’ tale about pri-
mary and secondary markets.

It was not too many years ago that the
independent broadcaster was the forgotten
man. Today, he takes top place in the pur-
chasing of radio time if he is in a metro-
politan market.

I have no doubt that one day, the national
advertiser is going to ask the account execu-
tive: Don’t the people in the secondary areas
use soap, drive cars, smoke cigarettes? On
that day, the secondary markets shall inherit
the national accounts!

DODGE’S COUNSEL TO STATIONS:
GET OUT AND SELL OUR DEALERS

A suggestion that broadcasters both prod and assist local Dodge dealers was made

by Arnold C. Thomson, advertising manager, Dodge Div.,

Chrysler Corp. It was

part of his overall review of Dodge advertising, presented Oct. 11 at the Ohio Assn.
of Radio & Television Broadcasters’ meeting in Columbus (see story, TRADE ASSNS.).
Portions of Mr. Thomson’s remarks follow:

Despite this [Dodge’s] tremendous adver-
tising expenditure, despite this access to all
national media, despite the availability of
the finest advertising
talent, we cannot ac-
tually sell one single
solitary Dodge car
by ourselves.

That's where the
dealers come in. You
can lead a horse to
water but you can’t
make him drink. We
can make a million
people want to buy
Dodge yet we can't
sell them even one.

Sc creating a new car is not enough. The
dealer must -assume the responsibility of
turning this desire into action. He simply
cannot afford to sit back and wait for busi-
ness to walk in through the front door. Not
these days he can’t. He must go out and
bring business in. And there’s no better,
more effective way of bringing in business
than by retail advertising.

And here he must do the job alone; we
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cannot do it for him. As an independent
businessman, he has the obligation of pro-
moting his own business. Consequently, he
should set aside a definite percentage of his
sales for advertising purposes—not to build
desire for Dodge cars, but to build up his
own dealership as a good place to do busi-
ness.

He can do this in a dozen different ways.
He can sell convenience of location . . .
excellent service facilities . . . price and deal

. terms and guarantee. He can hold special
promotions of all kinds. He can make his
dealership a veritable hotbed of activity,
where something exciting is happening every
day.

But these are the things he must do on
his own. We know from our own personal
experience that the biggest, most successful
dealers who sell the most cars and make the
most money are the ones with a consistent
local advertising program that promotes
their own place of business.

And here is where local media enters
the picture. Here is where television and
particularly radio can do a great service
to the dealer and themselves. They can go
to the dealer for the advertising dollars that
promote his business on the level that really
pays off for him—the local retail level.

One of the basic fundamentals of success-
ful selling is asking for the order. No sales-
man worth his salt ever walks out without
asking for the order. You can never do it
too often. Most businesses don’t do it
enough. And here is where radio, particu-
larly, has a distinct advantage and a definite
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selling point. With radio, a dealer can ask
for the order every day, several times a day.
right in his own selling area. And he can
do it at far less cost than any other medium.

It is true that our more successful dealers
do have a definite advertising program
working for them in their local markets,
and it shows up in their operation. . . .
But the fact remains that the biggest majority
of dealers, Dodge and competitive dealers

TV TO LEGITIMATE DRAMA

Does a “hit” on Madison Avenue
guarantee success on Broadway? While
some tv scriptwriters, such as Arnold
Shulman, Paddy Chayefsky and Gore
Vidal, have made the transition happily
with hits in both media, most broadcast
dramatists fail. In his new book, out
this month, New York playwright-drama
critic-author Walter (How Not to Write
a Play) Kerr, tells why. The book is titled
Pieces at Eight (Simon & Schuster, N. Y.,
244 pp., $3.95).

. . . A television play is normally at
its most active, the camera at its most
mobile, during the early stages of the
game. As the story moves forward, it
tends to narrow in focus. The first
thing you know you're dealing only with
a face or two, and you’re watching closely
for the bat of an eyelash, the twist of
a lip, the significant quiver that suggests
an otherwise unelaborated change of
heart. When the moment of crisis does
come, it’s not much more than a shadow
across a man’s face. From a theatrical
point of view, the best television plays
seem to shrink to a climax. The theatre,
of course, works the other way around.
An audience doesn’t resist a lazy opening:
that familiar maid ambling slowly 1o
that familiar telephone won't be dialed
out. . . . The stage is normally at its most
expansive, its most full-bodied, in the last
20 minutes, and anyone whose responses
are theatrically trained is apt to feel
decidedly cheated by the closing mo-
ments of a regulation television play.

In other words, the man who writes
for television is building to a grace note
at the same time that the traditional
dramatist is trying to strike a chord. The
two forms tend to move in precisely
contrary directions, the one dropping to
a sigh while the other is taking its biggest
breath, the one diminishing to a pin-
pointed epilogue while the other is wind-
ing up for an all-out Act 1lI. (If I had
to boil this down to a phrase, I guess I'd
just say that television writers don’t write
third acts.)

The playwright who wants to live in
both worlds, then, is obviously going to
have to equip himself with reversible
gears. It should be possible. The biggest
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alike, do little or nothing in the way of
retail advertising.

. . .« You are the advertising expert—
not the dealer. You must conceive the basic
selling idea, create the copy platform, plan
the overall strategy. If you wait for the
dealer to do it, you may have a long wait.

And remember, if there is anything we
can do from the factory end to make your
selling job to dealers easier and more effec-

: PLAYBACK .
QUOTES WORTH REPEATING

mistakes to date haven't come from the
grinding clatter of gears being stripped
but from the failure to try for any real
change of course; too many tv men have
simply placed their habitual, quietly “un-
theatrical” formula on the stage.

A COSTLY PUBLIC FUTILITY

Citing the deficit and debt reported in
the current annual financial statement of
the Canadian Broadcasting Corp., the
trade publication Canadian Broadcaster
& Telescreen suggests, “Let’s close up
this government circus.’

. . . A plan could be easily evolved
under which the CBC could step out of
the business of physical broadcasting, turn
over its facilities to private interests at
their depreciated value or more, and, in
return be given, or sold at a reasonable
price, air time for the broadcasting on
private radio and television stations of
those of its programs which cannot be
supplied by the private broadcasters and
which are of truly national value.

This phase of broadcasting comes un-
der the heading of public utility and we
believe it might well continue as public
enterprise. But the light entertainment,
the news and the music of a popular
nature are well dispensed by the private
stations, and the entry of the government
into this field is in no sense a public utility.
In fact, it is nothing short of a highly
costly public futility.

RIPPLES FROM TV NEWS

Describing the unique impact of tv
news lo an Air Force Seminar in New
York Oct. 1] [AT DEADLINE, Oct. 14],
CBS News Director John F. Day cited
recent instances of the medium'’s effec-
tiveness.

Impact is the word lo be most asso-
ciated with television reporting, One can
use hundreds of words to describe the ex-
pressions on the faces of the members of
a mob kicking a Negro reporter in front
of Central High School in Little Rock,
but a one-minute film story—properly
scripted, properly narrated and properly
integrated into the show—projects the
viewer into the very section and tells the
story with impact no other medium can
muster.

Nothing I can think of demonstrated

tive don’t hesitate to let us know, We
realize how important local advertising is
to us and to our dealers.

We recognize the role radio and television
played in Dodge’s success last year—both
on the national and the local level. And,
as we once again re-evaluate our money,
our markets and our media for the coming
year, we expect radio and tv to again as-
sume leading roles.

the impact of tv, and particularly that of
tv news, more forcefully than did the
Khrushchev interview last June. The
Russian leader had been interviewed be-
fore. Turner Catledge of the New York
Times had interviewed him only a few
weeks prior to our telecast. But this in-
terview, printed in the New York Times
and carried in lesser detail by all the wire
services, caused hardly a ripple in the
country. On the other hand, when
Khrushchev appeared before a panel of
reporters on screens in homes across the
country, his words and actions became an
international incident.

Newspapers blazoned the story the
next day. Members of Congress had com-
ments. The President devoted time to it
in his next news conference. The tele-
cast was repeated in countries throughout
the world. And in every one of them, it
caused the same sort of excitement.

Why? Because words describing this
man could not carry the impact of the
man himself—and on television people
saw the man himself.

MISPLACED SENSE OF GUILT

The New York Times in its “Topic of
the Times” column has this to say of
the steady television viewer.

Watching television hour after hour is
by now a well established habit, not in-
frequently accompanied by a guilty feel-
ing. Many a viewer considers television
a waste of time, yet keeps on watching
it. Why should there be such a feeling?
Is it not that television introduces us to
many interesting people, interesting be-
cause of their actions or utterances?

Would anyone on either side of the
Atlantic dispute the fact that television
could and should be, and often is, an
oppertunity to extend our knowledge
and experience? What youngster, and
adult too, should not have the oppor-
tunity to watch the United Nations Gen-
eral Assembly, or see and hear some of
the foremost men of culture and science,
politics and the arts in the comfort of his
home? None, the way we see it.
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%"&8 Model 667 Cardioid Microphone Gives

You a Choice of 40 Response Curves! and Presence Control*®

THERE'S NOTHING MORE VERSATILE ON THE MARKET!

e

MUDEL 567 PREAMPLIFIER

™ Electho Yorce ™

ELECTRO-VOICE, INC.

DB -GAIN

Seale: 5 Decibels pee divition
A — 300 ¢ps B — 5,000 ¢
€ — 10000 cps

BUCHANLN MICHIGAN

MADE tN U S A SElH-lE

Maodel 667 does everything well! This new
E-V Variable “D’ cardioid incorporates
an in-line transistor preamplifier which
can be located near the microphone or in
control room. Individual Bass, Treble and
Presence controls select any one of 40
frequency response characteristics for ex-
acting operations.

*Unique new Prasence Control (see response
curves on preamplifier) provides 6.5 db
boost, at 3500 cps. Switch is located on
back of preamplifier.

Model 667
Microphone
List $600.00

Increased frani-to-back ratio means better
discrimination against unwanted sounds.
There ia no boominess from close talking.
Performers can work 2 to 3 times further
from the 667 than from conventional mi-
crophones—there is no loss of presence.
Simplifies boom operation, saves time,
eliminates crowding performer. Micro-
phone is small—7 »4 inches long, 13{.inches
in diameter at maximum—and weighs just
11 ounces. Helps correct for studio acous-
tic deficiencies, minimizes the problem of
flats, performs exceptionally well on loca-
tion and open-air remotes.

Here's How it Works
Lew frequancy 30vnd snlrance
Wra. Liegueacy 1ound entrance
Inerianca ul an!‘ k1 l MIGI
ot mig wnd Migh hegqu

Hy ne. nirancs
& Cow Weaonnercsy oh Ireguencs Lound e 3
a Draoheagn

Fron wound entiance

804 3th iaxt @nd wiod 3

Fromal iesanatar

ELECTRO-VOICE, INC., BUCHANAN, MICH.

Export; 13 East 40th Street, New York 16, U. 5. A,
Cables: ARLAB

See your avthorized E-V Distributor. Gef
all the facts on Electro-Voice professional
microphones. Wrife for Bulletin 120-B7710.

Eleto Yorce

BROADCASTING October 21, 1957 o Page 141



WKZO-TV is first in 267% more quarter
hours than the next-best station—
327 for WKZO-TV, 89 for Station B!

T 4,«"’
“'\.\\‘_'\. ’:17{‘/

e %é;ez Hlations

WKZO.TV — GRAND RAPIDS-KALAMAZOO
WKZO RADIO — KALAMAZOO-BATTLE CREEK
WJEF RADIO — GRAND RAPIDS

WJEF-FM — GRAND RAPIDS-KALAMAZOQ
KOLN-TY — LINCOLN, NEBRASK A

Agsociated with
‘WHMBD RADIC — PEORIA, ILLINOIS
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But ARB proves you're right

about WKZO-TV
in KALAMAZOO- -
GRAND RAPIDS

AMERICAN RESEARCH BUREAU

MARCH 1957 REPORT
GRAND RAPIDS-KALAMAZOO

You may have problems
with a fly rod—

TIME PERIODS

Number of Quarter Hour

With Higher Rotings

n

WKZO-TV Station B

. MONDAY THRU FRIDAY

SATURDAY

SUNDAY

. 8:00 g.m. to  6:00 p.m.
6:00 p.m. to 11:00 p.m.

8:00 g.m. to 11:00 p.m.

9:00 g.m. to 11:00 p.m.

143
94

50

40

57
6

10

16

NOTE: Survey based on sampling in the following prapor-
tions—Grand Rapids (42.8%}, Kalamazoo (18.9%},
Muskegon (19.8%}, Battle Creek (18.5%).

WKZ0-TV

100,000 WATTS ¢ CHANNEL 3 »

Studios in Both Kalamazoo and Grand Rapids
For Greater Western Michigan

Avery-Knodel, Inc., Exclusive National Representatives

1000’ TOWER
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MONDAY MEMO =

We had just screened a mood tv commercial—a good ex-
ample of emotional persuasion on film. Even after three
showings, it still left a lump in my throat. There was a murmur
of favorable comment from the agency executives.

Then suddenly a heavy voice boomed, “Yeah, but there’s
no sell in it!” My jaw dropped. What did he mean, “No sell
in it?” Do you suppose he had not felt the same emotion . . .
experienced the samc favorable impression of the product as
I had? Yet I am not so sure that our difference in understand-
ing was simply a problem in semantics.

No doubt this agency executive in using the word, “sell,”
meant what is popularly referred to in the trade as ‘“hard
sell”—a direct, unabashed appeal to the viewer to purchase
the product. But I cannot accept this executive’s inference
that any approach other than the direct pitch is void of sell,
or even of hard sell.

Our friend undoubtedly prefers the direct pitch, so he uses
sell, interchangeably with hard sell. But when the terms
hard sell and soft sell are used, I think it must be clear
whether reference is to the degree of persuasion, or to the
directness of the sales pitch. If hard sell is mcant to refer
only to the directness of the sales message, then the term
merely describes the nature of the advertising presentation.
But 1 believe hard sell can also be used to describe the
degree of persuasion, and, therefore, refers to presentations
of all types, including the direct sales pitch. It does not follow
that indirectness of presentation automatically rules out hard
sell. It is quite possible to sell hard indirectly—without making
the viewer conscious of the hard sell.

True, examples of such presentations are infrequent be-
cause their creation requires a great deal of thought, skill and
finesse. They are, nevertheless, in their sales effectiveness,
well worth the effort, and should be standards for tv com-
mercial production.

THE LITERAL DEFINITION DOES NOT APPLY

Let’s define sell and selling in an effort to clarify our
language. Literally, to sell is “to give up or make over to
another for consideration: dispose of to a purchaser for a
price.” Literally, then, it is impossible to sell via television;
or, in other words, to conclude an exchange of goods for
coin, or a promise to pay.

Since the physical exchange required in the sale process
is missing, what does this medium do.for us as advertisers?
That’s right. It advertises our goods, products or services.
When we talk about sell on television, we are talking about
advertising. Therefore, we are more properly concerned with
the latter definition.

Our aim in tv—as in all advertising—is to create a desire
to buy. This is done by giving information, making public
announcement, praising the good qualities of, in order to
induce the public to buy. In other words, advertising con-
ditions the consumer to buy. The best way to prompt a pur-
chase is to first provoke an ‘emotional response to your com-
mercial. Already our research experts are becoming dis-
enchanted with the value of recall, and its relationship to
sales. So let’s relate our products to the consumers’ emotions;
let us appeal to their appetites, loves, needs, greed, self-
preservation, and pride.

Bob Foreman at BBDO put it: “A product which con-
tains advantages that fulfill a basic need, or can whet appetites
to create a need—that product’s exposure on tv should be

BROADCASTING

from SUMNER J. LYON, director of radio-tv, Morse International

DON'T LET THE ADJECTIVE
IN HARD SELL DERAIL YOU

sensational.” It is the job of those in commercial tv to sc
present the advertised products as to produce consumer ac-
ceptance—a favorable state of mind toward the advertised
goods. The prejudice crystallizes into buying when the con-
sumer happens to want such articles.

The compelling influence of the tv advertisement may come
as a direct pitch from a persuasive personality. It may result
from the projection of a desirable atmosphere or mood which
has been created by, or around, the advertised product. It
may come from product association which appeals to the
viewers’ pride, greed or need. It may be the effect of a stated
“reason why” whose logic is irresistible.

Advertisers agree, however, that a promise, and the reason
why a given product will fulfill that promise, are basic in-
gredients for a successful ad. However, there is no rule that
these must be explicitly stated. There are many situations in
which the implied promise and the inferred reason why of
romance, adventure, and clever humor related to the product,
may be far more sales-effective.

WHY DIiD PROF. HIGGINS BUY THE VIOLETS?

“Who'll buy my violets?” is an advertising pitch, however
weak. And it is doubtful that Prof. Higgins was persuaded
by that headline to buy a bunch from Liza Doolittie. Or even
because of the persuasive personality of the vendor. He
bought the violets because of the intriguing quality of her
speech. And few advertisers would count on a very large
volume of sales with that angle.

_The smart agency man would have had Liza give an im-
passioned description of the loveliness of the flowers, the
intoxication of their scent, the beauty they would bring into
their purchasers’ lives. The Camera would HOLD on her,
then END on product closeup with Supered Title: “LIZA’S
VIOLETS, Only a Shilling.” Perhaps an even smarter agency
man would leave the persen of Liza in faver of the appeal
of a stream-bank strewn with violets, with love and romance
rampant. Then he would DISSOLVE BACK te LIZA, now
the beautiful Pygmalion, thanks to her violets, not Higgins
(Shaw to the contrary).

Both these treatments for the sale of violets fall within
my definition of the term, hard sell. Certainly, though, the
second treatment would not fall within the hard sell definition
preferred by the agency executive who said there was no sell
in the mood commercial. The mood spot, in my opinion, had
plenty of sell in it, although I grant it was not hard within
his definition.

All in advertising have a similar objective: moving goods.
I prefer to think that the selling which advertising effects is
the causing of acceptance or the conditioning of the con-
sumer to buy. This can be effectively accomplished with a
variety of presentations, depending upon the product and its
problems, variously classified by the trade as hard sell and
soft sell.

Sumner J. Lyon, b. June 18, 1909, North
Daketa. BA Stanford U. Was with Office of
Strategic Service during World War 11, Be-
fore joining Morse International he was a
writer with Warner Bros., Pathe and Prince-
ton Film center and in the tv department
of Lennen & Newell.
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EDITORIALS
The Ten Percenters

OR MORE than two months BrRoaDCASTING editors have been
exploring the world of the talent agent.

It is a murky world where figures are indistinct and the line be-
tween reality and fantasy sometimes imperceptible.

Most of its inhabitants prefer it that way. Talent agents, as a
class, seek the shadows for themselves as they seek the limelight
for their clients.

Some of them will go to fantastic extremes to avoid personal
publicity. One major agency refused to release a picture of its late
founder unless its present management could read and approve our
story, a condition we were unwilling to grant. A BROADCASTING
photographer was ejected from three big agencies when he at-
tempted to take pictures of the company names on their entrance
doors.

Only a few of the bigger talent agents were willing to talk freely
to our editors. Others talked, but only in exchange for a promise of
anonymity. Still others refused to disclose any information of sig-
nificance about their businesses, obliging us to go to other sources
for the material we sought,

We recite these experiences not to illustrate the difficulty of the
research that went into the story in this issue but to lead up to this
question: What are agents trying to hide?

It is tempting, but it would be inaccurate, to assume that talent
agents prefer personal obscurity for the same reasons that thieves
work in the night. As far as our editors could determine, this is
not the case. The passion for anonymity comes from other causes,

One is the intense competition which prevails among agents. Pre-
sumably agents feel they can protect themselves from client raids
by other agents if they can keep their client lists from being known.

Another reason for agent secrecy is tradition. In its early forms,
the agent business was conducted in ways that would have
aroused the intense interest of moralists, if not the police. Standards
have improved since then, but the urge for secrecy persists. This
urge, we suggest, is outmoded.

As our careful research clearly shows, the talent agent has become
an influential force in television. In sum, agents account for a $50
million piece of the television economy. By various devices they

" exert a strong measure of contrel over many of the most important

programs on the air. Their position has become too important to be
ignored—or concealed.

The talent agent has developed to a point at which it becomes the
duty of the television advertiser, advertising agency and broad-
caster to determine if the talent agent is making a contribution
equal to his revenue.

At the moment, there are divergent views on that question—
mainly, we suspect, because few people fully understand the talent
agent’s business. It is a business which, like other parts of broad-

casting, ought to stand up to scrutiny.
|

The Way to Equality

THE slow progress made in many areas by broadcast journalism
has provided newspapers with a favorable atmosphere for their
efforts to keep radio-tv reporters away from public events. In the
past year they have kept broadcast newsmen out of public pro-
ceedings at Los Angeles, and just recently print reporters in New
York forced Idlewild airport to grant them separate interviews with
newsworthy travelers.

Reluctance of some stations to accept their journalistic responsi-
bilities recently led Charles Shaw, WCAU-AM-TV Philadelphia, to
call for coverage of news by trained professionals. And Gov. Robert
D. Holmes, of Oregon, a former broadcaster, told last week’s
NARTB Portland meeting that broadcasters by and large are “fail-
ing to do a good job of news reporting” and refusing to assume
editorial positions in community and national affairs.

Except in Colorado, where a favorable Supreme Court decision
has been obtained, broadcasters are running into frequent resistance
in coverage of court proceedings and other public events. The
problem s becoming increasingly critical, and the Radio-Televi-
sion News Directors Assn. considers it one of the top issues coming
before its Nov. 6-9 conference at Miami Beach, Fla.

The advanced technology of modern broadcasting gives large
and small stations alike the chance to record history as it happens—
vividly, completely and accurately. Many are doing so. Others are
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not. Without professionals at microphone and camera these devices
are as useless as a fast newspaper press in a poorly staffed plant.

RTNDA is leading the way to improved broadcast reporting. Its
four-day program at Miami is built around a series of how-to-do
sessions, with top newsmen swapping ideas and techniques. The
more progressive news stations have found they can combine able
reporting with audience expansion and sponsor response.

But something more is needed before the equality with the print
media will come to broadcast journalism. Complete, imaginative
and professional coverage of the news is essential, but it is not
enough. Until the broadcast media undertake the counterpart of an
editorial page on the air, particularly in community affairs, they
will not command the respect public officials accord the printed
media which do editorialize. -

Editorializing is no assignment for the timid station owner. It
requires fortitude and the willingness to take a few lumps. In no
other way, however, can he become a force in his community. He
will then become an electronic newspaper, with a mechanism that
can fight back. That is the language the politician understands.

The Count That Counts

NE of these ulcerated days a self-sacrificing business scientist

may assign himself to the job of developing a method of orbit-
ing the harried life of a businessman—a way of office life that will
produce maximum achievement and money out of a 9-5:30-or-later
routine.

Pending arrival of that happy era, the best interim procedure is
to utilize available ways of getting the most out of every minute—
especially the minutes devoted to acquisition of commercial informa-
tion.

Luckily there’s a way of getting information efficiently and of
communicating effectively with others engaged in broadcasting’s
facets. It's simple—the use of an accepted business device, Audit
Bureau of Circulations.

October is ABC Month. This method of showing who buys a
publication—newspaper, magazine or business—has gained uni-
versal acceptance among those who spend money to buy space in
publications. There’s a good reason for this esteem: ABC shows how
many people think enough of a publication to pay for its delivery
to their offices and homes.

BroaDCASTING joins the ABC celebration by observing its first
anniversary as a member of the exclusive group—the only member
in the radio-tv publication field. It commends ABC as an important
aid to those who use publications in their work as a means of
knowing what is happening, and what's going to happen.

BROADCASTING
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O YOU, WE SAY THANKS...

To 582 advertisers and their 141 advertising agencies. For investing $2,195,693.33
gross in advertising on KCRA-TV since its birthday September 2, 1955. To sponsors
of KCRA-TV’s fifteen national spot programs for placing more than three times
the number of national spot programs of the second Sacramento station as of

September 20:

Casey Jones Annie Oakley

Gray Ghost State Trooper

Mickey Spillane Death Valley Days

26 Men Silent Service |
Sheriff of Cochise Vagabond 1
Sky King Rin Tin Tin

Cisco Kid Susie

! Search for Adventure

Our staff. Whose hard work, intelligent planning and smooth,
professional handling of routine television station operations
has réesulted in the creation of outstanding popular local
programming. Such as “Captain Sacto,” “Valley Playhouse,”
“Romper Room,"” "Sacramento 8 a.m.,” Sacramento’s high-
est rated television news program and award winning public
service programs. A nod to the technical staff, which has
lost only .3 hours of airtime in two years.

The National Broadcasting Company. Robert Sarnoff, Robert
Kintner, Emanuel Sacks, Harry Bannister, Tom Knode,
Don Mercer. The hundreds of people who have created
brilliant programs to entertain mitlions and invite KCRA-TV
into the homes of hundreds of thousands. We look forward
to the impressive fall schedule on NBC.

Edward Petry & Company, Inc. Doug Carruth, A. Gifford
Eager, Jr., Ben H. Holmes, Richard Hughes, Mike James,
Paul Kennedy, Hugh O. Kerwin, Bob Kochenthal, Roger
LaReau, Bill Larimer, George Ledell, Keith Lewis, Al
Masini, Bruce Mayer, Lloyd McGovern, Jack McWeeny,
Martin Nierman, Ted Page, Edwin Pfeiffer, LeGrand
Redfield, William Rohn, Louis A. Smith, Richard Trapp,
Franklin M. Walker, Junius J. Zolp. A cigar for Uncle Ed.
For straight selling, quick action and enthusiastic services to
agencies and advertisers.

American Home Products
Bekins Van & Storage Co,
Burgermeister Brewing Corp.
Continental Baking Co.

Corn Products

Falstaff Brewing Corp.

Interstate Baking Corp.
Mother's Cake & Cookie Co.
National Biscuit Co.

Pacific Coast Borax

Welch Grape Juice Co.
White King Soap Co.

The feature film suppliers. Associated Artists Productions
for its massive supply of Warner Brothers features. National
Telefilm Associates for the exciting 20th Century Fox
package. Screen Gems for the famous motion pictures from
Columbia and Universal International. The alphabetical
syndicated flm distributors. NBC Film, ABC Film, CBS
Film, MCA, NTA, TPA and Screen Gems. All of whose
product teams with KCRA-TV's local creations to deliver
more audience in local option time than the other two
stations combined.

The people of the 31 county Sacramento television market.
Inside and outside. Whose steady stream of mail to Milly
Sullivan, Captain Sacto, Skipper Stu, Miss Nancy and
KCRA-TV in general shows their interest in and approvai
of the programs they see on KCRA-TV. Whose loyalty
results in consistently and virtually 50 per cent of the sign-on
to sign-off Share of Audience. Whose support of KCRA-TV
advertisers makes all of this possible.

To all of you. Thanks. Your combined investment, effort,
creativity and enthusiasm make KCRA-TV the Highest
Rated NBC Station in the West and the dominant leader in
Sacramento television today.

EwING C. KELLY, President and General Manager

HowARD J. SMILEY, Assistant General Manager

RoBERT E. KELLY, Station Manager 7}

Serving 31 Northern California and Nevada Counties

SACRAMENTO,

CALIFORNIA




