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0\}" Radio Station W-I-T-H “pin point power” is tailor-made to blanket

QQ, b* > Baltimore’s 15-mile radius at low, low rates—with no waste coverage.
(35\ 63‘ \Oq& W-I-T-H reaches 74% * of all Baltimore homes every week—delivers
ﬁ\ \,\‘b <4 more listeners per dollar than any competitor. That’s why we have
R & twice as many advertisers as any competitor. That’s why we’re sure

g\o to hit the sales **bull’s-eye” for you, too.
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TEN'S ON TOP — Right! On top of 1,453,800 peopT,?,
representing 581,520 families;

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

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

TEN’S ON TOP — Right! On top of more than 3 1/2 million

fourists who visit Southeast Florida and Miami every year
(more than 75 per cent of whont view TV during their stay)

PUBLIC SERYICE
TELEVISION
MIAMI,

FLA.

A

ABC NETWOQRK. REPRESENTED NATIONALLY BY EDWARD PETRY & CO. INC.



vqu Dot Wotnas Telowision!

KRNT-TV SCORE
244 FIRSTS

in 481 Quarter Hours

(The Sept'5-11 AR.B)

ONE Top Ten Multi-Weekly

does it SKRNT-TV Seven Firsts..............cooooooooeeee Average Rating
in *I. Russ Van Dyke News. .. ... 10:00P.M. 406
*2. Al Couppes Sports ...... 10:20P.M. 284
’ *3. Don Soliday News ....... 12:30 P.M. 14.8
IOWA s 4. Early Show ............. 4:30 P.M. i2.9
: *5, Paul Rhoades News ... ... 6:00 P.M. 12.7
LARGEST 6 News ...ooooovvennn.. 10:00PM. 115
*7. Gany Moore . .. coo. 8:00 AM. 1.3
MARKET! *8, Bill Riley Time ..........[2:00Noon 109
9. News, Weather tie [ 6:15P.M. 10.6
Sports ... ... ...l (10:20 P.M. 10.6
*10. Gordon Gammack ........ 6:15 P.M. 2.9

Top Ten Once-A-Week

A C OW L E S O P E RAT I O N *KRNT.TY Six Firsts........oooviiin, Average Rating
¥, BEdSulliven ... 41.7
*¥2. What'sMyline? ..................... 40.7
*¥3, Gunsmoke . ... 39.0
4. WyattBarp ... o 354
5. Cheyenne ... ...l 33.8
*6. Playhouse 90 .......... ... ...l 33.7
7. Lawrence Welk ............... ... .. 333
*8, Climax ... 33.0
9. HitParade ...............covin... 326

- .

. Full POWer (hannel 8 In Iowu 10 Robert Cummmss ................... 3.8
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KRLD

CBS
Radio-Dallas

delivers
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More Listeners
More Coverage

than any other full-time station
in the entire state of Texas . . . 4

oo,
KRLD is the Only Full-Time 50,000
.~ Watt Station in Dallas-Ft. Worth Area

< ’ o £
KRLD does not share time and frequency with any & B : ’

: other station. One station—one order means greater 2
frequency discounts — full. accurate coverage at 3
minimum cost. KRLD is centrally located in Texas’ More liste”ers
richest and most progressive area. Few natural bar- ;,,g,x . i
riers impede its full-time 50,000 Watt signal, giving vy oK

2 e you adequafe coverage of the West and Southwest i Mﬂr ¢ [over age
o at a lower cost per 1,000 listeners. For the best buy, ° )
. better buy KRLD, Check with a Branham man. less (05! per ’,000 ol
- = ke
& COMBINED MAKE >
ES g@

KRLD Radio CBS the biggest buy %

The radio station of The Dallas Times Herald, owners and operators . ]
of KRLD-TV, telecasting with maximum power from the top of in tbe b’gyest ﬂWfI(Et
Texas' tallest tower. Herald Square, Dallas 2, The Branham Com-
pany, exclusive representatives. ] ]
in the biggest state
JOHN W. RUNYON CLYDE W, REMB‘ERT
Chairman of the Board President
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$160 MILLION UP » Tight race is de-
veloping for win, place and show in an-
nual agency radio-tv billings race as
contest approaches year end. Top con-
tenders at this point—in alphabetical order
—are Ted Bates & Co. BBDO, Benton
& Bowles, McCann-Erickson, J. Walter
Thompson and Young & Rubicam. Fore-
cast: winpner will be at or over $100
million mark in broadcast billings for year,
compared to $82 million for 1956 front
runner (Y&R).

Harold E. Fellows, NARTB president,
has been told by doctors to slow down.
Strain of frequent travel plus heavy ad-
ministrative load reportedly has Mr. Fel-
lows on verge of exhaustion. While no
reorganization in NARTB top echelon is
indicated, ir's reported Mr. Fellows will
delegate more routine duties to key aides.

.

FACILITIES SHORTAGE ¢ Unless
AT&T comes up with facilities it now
claims it can’t produce, NBC-TV's ambi-
tious plan to lick daylight saving time
problem. may not work for all affiliates.
Network nceds one more circuit than
AT&T says it can supply to feed video-
recorded repeats to stations in Eastern
Standard Time zone. This area includes
Detroit, Cincinnati, Huntington-Charles-
ton, Indianapolis and other major markets
in Michigan and Ohio.

*

Committee of uffiliaies in Eastern Stand-
ard Time zone is now irying to persuade
AT&T of importance of providing ap-
propriate facilities for NBC-TV repeats.
EST stations are pointing out that there
are more than 5 million tv homes that
would be affected if EST stations can't
take advantage of NBC-TV tape schedul-
ing to keep programs on schedule at ac-
customed local times during summer.

[ ]

WHA’D HE SAY? ¢ WCCO-AM Min-
neapolis has developed audio version of
subliminal perception. Station is experi-
menting with what it calls “phantom
spots”—short phrases of no more than
five syllables each—which are dropped into
music and even into pauses in dialogue.
In few days of use, new technique re-
portedly shows promise as aided recall
device.
L]

Boys at FCC have heen viewing Lili
St. Cyr movie—bul no stug party implica-
tions are to be inferred. Commission re-
ceived couple of letters protesting (but not
vigorously) exotic’s remarks about mar-
riage in Oct. 5 Mike Wallace interview
(she didn't think ceremony was important
if you loved the guy), so Commission got
kine of show, viewed it, decided it wasn’t

BROADCASTING

closed circuit:

censorable—although individual commis-
sioners expressed distaste for Miss St
Cyr's casual views on love and marriage.

GOING NORTH? ¢ Key ABC executives,
including Frank Marx, vice president in
charge of enginecring, are studying pos-
sibility of moving west coast network
operations from Los Angeles to San
Francisco. It’s believed there might be
savings in communications charges and
other advantages to be gained in moving
headquarters to financial capital of West
Coast. Program originations would con-
tinue to be concentrated in Hollywood.
L ]

Radio showed up so strongly in recent
farm radio survey that Radio Advertising
Bureau is going back for another look in
greater depth. Survey in three states
showed more than half of farm families
have three or more radio sets in working
order and virtually eight out of ten (78.8%)
reported they “listened todup.” RAB is so
impressed it plans new survey in twice
as inany states and with even larger
samples.

.

THE BENCH e There’s reserve FCC ready
to step in and regulate country’s communi-
cations in case of war or other disaster
which might incapacitate current com-
missioners. Last week in Washington re-
servists had first opportunity to get to-
gether. Meeting at executive reserve con-
ference was “substitute” ¥FCC—former
FCC Chairman Paul A. Porter; former
Comrs. E. K. Jett, George E. Sterling,
Robert F. Jones; Maj. Gen. Willard S.
Paul (USA, ret.), president of Gettysburg
College, Gettysburg, Pa., former ODM
assistant director in charge of plans and
readiness, and Joseph E. Baudino, West-
inghouse Broadcasting Co., Washington
vice president. Comr. Robert E. Lee is
present FCC defense commissioner.
[ ]

Use of Conelrad for disaster warnings
is next slep in defense program. Arrange-
ments are being made by Weather Bureau,
Civil Defense authorities and FCC to per-
mit government agencies lo alert whole
populations regionally to oncoming storms,
hurricanes, tornados, etc., via 640 kc and
1240 ke Conelrad frequencies. FCC Comr.
Robert E. Lee virtually promised FCC
cooperation in talk to state civil defense
directors meeting in Washington last week.

[ ]

A SLEEPER * WCBS-TV New York's
early-morning (6:30-7 a.m.) Sunrise Se-
mester great books college course, pro-
duced in conjunction with New York U,
may be syndicated nationally by CBS Tele-
vision Film Sales. Program surprised in-
dustry last month by garnering advertiser

in Barnes & Noble bookshop—first time
station got “‘sponsor’” that carly in day—
and it is understood that considerable
number of stations (and some advertisers)}
would like to import Sunrise Semester into
their markets.

[ ]

Marlboro cigareftes (Philip Morris Lid.)
is emerging as major network v sports
spounsor, its latest buy being one-third of
national leg of CBS-TV Saturday after-
noon hockey coverage. At same time, net-
work is inching closer to objeciive of tele-
casting sports events 52 weekends, year
around, with only few blank spois left.
Marlboro, which past year has bankrolled
haseball, pro fectball and now hockey, is
reportedly considering proposed CBS-TV
Sunday afternoon baseball schedule in
1958, though details remain to be worked
out.

[ ]

HOLIDAY SPECIALS ¢ NBC-TV under-
stood to be interested in new concept for
“specials” created by David Susskind, part-
ner of Talent Assoc., program-package or-
ganization. Mr. Susskind’s plan is to run
12 one-hour specials with “tie-in thread”
of continuity from one show to next with
holidays as theme. Each monthly show
would feature different holiday.
*

All day conferences in New York and
Detroit Friday by network, agency and ad-
veriiser officials pointed to sponsorship by
Plymmouth Motor Corp., Div. of Chrysier
Corp., of Bob Hope Show ore-hour spe-
cials, five more of which are set for this
yvear and spring of 1958 on NBC-TV.
Plymouth will pick up tab dropped by
Timex, which bowed out of programs after
M. Hope appeared on show sponsored in
part by competing watch firm. Johnson
Morors (Div. of OQutboard Marine & Mfg.
Co.} has signed for one-half of 1958 spe-
cial, and Plymouth is understood to have
signed for sponsorship of pertions still avail-
able. Agency: N. W. Ayer & Son, N. Y.

NEW DEAL, NO SALE o Negotiations
for MBS to acquire ownership of Don
l.ee Broadcasting System [NETWORKS,
Nov. 4] are virtually concluded with no
purchase, no sale, but completely revised
affiliation agreement beiween national and
regional networks is expected to be formal-
ized this week. New deal will allow Mutual
to expand its programming on West Coast
through curtailment, if not full elimina-
tion of Don Lee sustaining programming.
Don Lee, however, retains its independent
identity as regional network and will con-
tinue to originate jts own programs for
west coast listeners and advertisers. As
part of new arrangement, MBS is assum-
ing responsibility for all line charges.
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KCMO -Radio
WHEN -Radio
KPHO -Radio
WOW -Radio

Kansas City
Syracuse
Phoenix
Omaha

810 CBS
620 CBS
910 ABC
590 CBS

® <
ReoiTh sTA

Joe Hartenbower, General Mgr.
R. W. Evans, Commercial Mgr.

Represented nationally by Katz Agency

KCMO-Radio...cne of Meredith's
Big 4. .. All-Family Stations.

@

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

Page 6 ® November 18, 1957
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THE WEEK IN BRIEF

LEAD STORY

They Tell Us “No” on Pay Tv—Special survey by The Pulse
for BROADCASTING finds anti-subscription television sentiment
strong among 1,400 interviewees across the country. Study
also poses other questions about fee system. Page 31,

ADVERTISERS & AGENCIES

Sputniks, Science and (Common) Sense—Monsanto Chem-
tcal Co. and Gardner Adv. Co. executives detail reasons
why the fifth largest U. S. chemical concern goes into network
television Dec. 1. Page 33.

The Need for Radio Research-—Workshop speakers at
Advertising Research Foundation conference agree on the
reawakened interest in radio, say there’s a crying need for
more information. Page 34.

Network-Spot Tv 8.4% Ahead of ‘56—TvB-Rorabaugh
reports debunk reports of slackness in tv. Latest figures show
who is spending and how much. Page 46,

Another Advertiser Merger——Bristol-Myers Co. takes over
family-owned Grove Labs. in undisclosed cash and stock
agreement which will be approved at Grove stockholders
meeting early next year. Merger won’t affect multi-agency
structure of two broadcast advertisers. Page 40,

Agency Conference—Eastern meet of American Assn. of
Advertising Agencies starts Tuesday in New York. Panel on
media strategy and workshop on commercials among the
features slated. Page 44.

Edsel Studies—Commercial impact of a CBS-TV special
is researched by both Pulse and TvB (via Qualitative Research
Inc.). Both surveys point up imprint of Edsel's features as
stressed by commercials on show. Page 47,

D’Alesandreo’s Compromise—Baltimore mayor reduces pro-
posed taxes on local advertising media to a total of 6%, but
it gets cool reception from those that feel they’re facing a
discriminatory and “bad” tax, regardiess of amount. Page 50.

For later development, see At DEADLINE, page 10.

FILM

NTA Seeks Control of AAP—National Telefilm Assoc., New
York, agrees to purchase “more than 50%” of the stock in
Associated Artists Productions for estimated $7.5 million and
intends to negotiate for remaining stock. When moves are
completed, NTA will emerge as possibly the largest distrib-
utor of feature films to tv with both 20th Century-Fox and
Warner Bros. product. Page 59.

GOVERNMENT

Rounsaville Replies—Broadcaster answers implications of
“trafficking”; says he has never bought and sold stations for
profits, but only to upgrade his holdings. Emphasizes public
service operations in Negro-programmed stations. Page 99.

BROADCASTING

MANUFACTURING

RCA's Radio Planning Manual-—"Bible of knowledge” to
help educate equipment prospects is to be RCA's big gun in
1958 war for $10 million new-station market, backed up with
major barrage of other service-type missiles. Page 83.

NETWORKS

The Need for Networks in a Sputnik Era—CBS’ Stanton
says fast communication to the public has become more im-
perative than ever. He warns that proposals such as those in
Barrow report could hamper network system in fulfilling its
service. Page 88,

CBS Inc. Net Income Rises %4.5 Million—Annual report
shows gain for first nine months of 1957 to nearly $14 mil-
lion, ascribed to financial readjustments resulting from dis-
continuance of CBS-Columbia Div. Page 91.

OPINION

Discontent Breeds Better Commercials—
Paul C. Gumbinner says that the creative
man who is genuinely satisfied with his
finished product is to be pitied. The vice
president and radio-tv director of Lawrence
C. Gumbinner Agency writes on frustration
that inspires better creativity in the MoNDAY
MEMO series. Page 145.

MR. GUMBINNER

TRADE ASSNS.

Tv Code Board Warns—Subliminal perception on television
and horror films were targets of NARTB committee as it met
with film producers in Beverly Hills, Calif. last week. Page 8.

A New Fm Group—Seven stations in Southern California
unite in new association. Kiefer becomes permanent chair-
man. Page 74.

DEPARTMENTS

ADVERTISERS & AGENCIES .. 33 OPEN MIKE ................ 18
AT DEADLINE .............. % OUR RESPECTS ............. 26
BUSINESS BRIEFLY ......... 54 PEOPUE] furdevivierivie diiadviiln 120
CHANGING HANDS ........ 96 PERSONNEL RELATIONS ..... 102
CLOSED CIRCUIT ........... 5 PLAYBACK ................ 138
COLORCASTING ....... ... 92 PROFESSIONAL SERVICES .... 80
EDITORIAL ..........c...... 142 PROGRAMS & PROMOTIONS .106
FTUMAL 4/ a8 s M 808 5 59 PROGRAM SERVICES ........ &6
FOR THE RECORD . ......... 127 STATIONS ................. 94
GOVERNMENT ............. 99 TRADE ASSNS. ............. 68
IN REVIEW ..........o.o0u. 14 UPCOMING ................ 136
INTERNATIONAL ............ ns
LEAD STORY ........ ..... Nn e, .ss

& e L Oy
MANUFACTURING .......... 83 . % g' .
MONDAY MEMO ........... 145 o x ¥ A
NETWORKS . ..ovnennnenn.. 88 L U o 4
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"Nice looking case
you have there.
What’s in it for us?”

"Plenty —if you're

buying New Orleans.

I've got a brand-new Pulse that
puts WTIX further ahead.”

The very latest Pulse shows WTIX with an even bigger lead over the next station in
11-station New Orleans—first in the morning, first in the afternoon, and first all
day with 21.1%. Hooper continues to give WTIX top audience share in every time
period, with a first place 24.1% all-day average.

First place Hooper quarter hours: 200 out of 220.
First place Pulse quarter hours: 281 out of 288,

Storz Station programming ideas and excitement have created a new New Orleans
listening habit, which in turn is producing a new New Orleans time-buying habit.
Next time the Young man calls, make him tell you the WTIX story. Better still,
give him a call—or talk to WTIX General Manager Fred Berthelson.

WTIX

first and getting firster in
11 station

NEW ORLEANS

WDGY Minneapolis St. Paul

REPRESENTED BY JOHN BLA[R & CO,

WHRB Kansas City

REPRESENTED BY JOHN BLAIR & CO.

WTIX New Orleans

REPRESENTED BY ADAM YOUNG INC.

WQAM Miami

REPRESENTED BY JOHN BLAIR & CO,

Page 8 ® November 18, 1957 BROADCASTING



at deadline

‘K. C. Star’ Signs Decree
To Sell Its WDAF-AM-TV

Kansas City Star Co. signed consent de-
cree Friday in civil antitrust suit agreeing
to divest itself of WDAF-AM-TV Kansas
City in reasonable time, as well as to end
enforced combination subscription and ad-
vertising rates for its morning Star and eve-
ning Times editions. .

Decree, filed in Kansas City district court,
also bars defendants from acquiring any in-
terest in any commercial radio or tv station
in Kansas City area except with court ap-
proval.

Newspaper firm was found guilty of mo-
nopoly and attempted monopoly in February
1955, with company being fined $5,000, and
Emil A. Sees, advertising manager, $2.500.
Supreme Court refused to review criminal
case last summer [GOVERNME'NT, June 24].

Generally understood Star was asking $10
million for stations. which have been ob-
ject of negotiations, it .has been reported.
by Harold F. Gross (WJIM-AM-TV Lans-
ing, Mich.), Time Inc., J. H. Whitney Co.
and Cox interests among others.

KRCT Sells for $175,000

Filed Friday for FCC approval was $175,-
000 sale of 93% of KRCT Pasadena (near
Houston), Tex., by W. D. Christmas to John
H. Touchstone and Leroy J. Glager. Mr.
Touchstone, vice president-general manager
of station, already owned 7%, and will be-
come equal-owner with Mr. Glager. KRCT,
on 650 kc with 250 watts daytime, listed
Sept. 30 balance sheet showing current
assets of $24,630, total assets $54.868, cur-
rent liabilities $3,680, retained earnings from
previous years $54,828 and deficit for
first nine months of 1957 of $639.

WZOK Is 315th ABN Affiliate

Addition of WZOK Jacksonville, Fla., as
affiliate of American Broadcasting Network
announced Friday by Carmen Marci, presi-
dent of Radio Jax Inc., licensee of station,
and Edward J. DeGray. ABN vice president
in charge of station relations. ABN affiliates
now total 315, WZOK uses 5 kw on 1320
ke. Larey Glick is vice president and gen-
eral manager.

G-T to Buy Newspaper Today

Acquisition of Pawrucket {R.1.) Tinwes by
Goodson-Todman Productions for $3 mil-
lion [PROGRAM SERVICES, Nov. 11], sched-
uled to take place today (Monday) after
80% of newspapers’ stockholders approved
sale last Friday. Goodson-Todman plans
additional acquisitions through New Eng-
land Newspapers Inc.. which radio-tv firm
controls, including entry into radio-tv sta-
tion ownership. Mark Goodson and William
S. Todman began radio production firm in
1945, went into tv in 1947,

BROADCASTING

NARTB Becomes NAB Jan. 1;
Vote: 1,227 to 35 in Favor

Name of National Assn. of Radio & Tele-
vision Broadcasters reverts to National Assn.
of Broadcasters on Jan. 1, it was announced
Friday following count of mail referendum
among members. Total of 1,227 favored
shorter name, 35 opposed it.

Founded in 1922 as NAB, organization
changed to NARTB in 1951 following merg-
er with Television Broadcasters Assn.
NARTB board of directors last June unani-
mously approved change back to NAB, sub-
ject to membership vote. Change was dis-
cussed at series of eight regional conferences
which concluded last month.

NARTB is composed of 1,727 radio sta-
tions, 319 tv outlets, four national radio
networks and three tv networks along with
117 members from allied fields.

U. S., Mexico in Tv Talks

U. 8. and Mexican officials scheduled to
meet today (Mon.) to begin discussions on
allocation of uhf tv channels along border.
Meetings. expected to last several days,
will be at FCC, with Comr. Rosel H. Hyde
for FCC, and Sr. Carlos Nunes for Mexican
Ministry of Cemmunications and Public
Works. Agreement between U. S. and
Mexico on vhf channel spacing along border
was reached in 1951 and amended in 1952,
In existence is agreement with Canada con-
cerning both vhf and uhf allocations along
northern border.

NBC Changes Pittsburgh Calls

Change of call letters, effective today
(Mon.), for NBC’s newly acquired WJAS-
AM-FM Pittsburgh, station General Man-
ager H. W. Shepard announced Friday. New
calls are WAMP and WFMP (FM), letters
representing “am” and “fm” outlets with
“P™ signifying city. NBC acquired outlets
Nov. I.

CAMPAIGNS FOR AUTO FM

WRFM (FM) New York, to en-
courage auto manufacturers to install
fm receivers in new car models, has
begun daily spot campaign urging
listeners to write to presidents of
major auto makers on subject of fm
radio as standard car equipment. Sta-
tion is seeking aid of all other fm sta-
tions by distributing sample spots.
Selvin Donneson, station sales man-
ager, points out that if each fm out-
let could stimulate ten letters weekly
“the campaign would produce more
than a quarter of a million letters in
a single year.” Spots give specific auto
manufacturers' addresses on rotation
basis.

. BUSINESS BRIEFLY

Late-breaking items about broadcast
business; for earlier news, see ADVER-
TISERs & AGENCIES, page 33. )

HOLDOUT TO END e Sterling Silver-
smiths Guild, N. Y., statewide association
of leading silverware companies, in its first
use of consumer advertising since the 1920%,
understood to have chosen radio as its sole
consumer medium and will invest $400,000
in spot radio throughout country and’on
NBC Radic’s Monitor on Saturdays. Cam-
paign to last 13 weeks and set to break short-
ly. Copy will be slanted toward young people
and promote silverware in general, tying in
with print media used by individual compa-
nies. Agency: Fuller Smith & Ross, N. Y.

REYNOLDS LOOKING # R. J, Reynolds
Tobacco Co., Winston-Salem, N. C., under-
stood seeking availabilities for spot tv cam-
paign to break in major markets beginning
of year for 26 weeks. Client considering
sponsorship of half-hour programs on alter-
nate week basis, seeking nighttime periods.
Ageney: Wm. Esty Co., N. Y.

MULLS RADIO SPOT e Penick & Ford
(My-T-Fine desserts), N. Y., considering
radio spot schedule which, if approved, will
break in January. BBDO, N. Y. is agency.

ACCENT ON NEWSCASTS ¢ Lever Bros.,
N. Y., buying all available five-minute
newscasts on MBS starting this past week-
end and running through Dec. 31 for Pepso-
dent toothpaste and Dove hand soap. Mini-
mum of 150 newscasts being cleared. About
$100,000 will be spent through Foote, Cone
& Belding (Pepsodent) and Ogilvy, Benson
& Mather (Dove), both N. Y,

RIBBON SPOTTING e Burlington Narrow
Fabrics Div. of Burlington Industries Inc.,
N. Y., for Christimas ribbons, will begin
spot schedules Dec. 9 for five days in 68
tv markets and 27 radio markets. Chain
breaks on women’s daytime shows and late
evening minutes will be used in tv and
morning spots in radio. Ben Sackheim Inc.,
N. Y., is agency.

AIMS AT FARMS o Keadall Mills,
Walpole, Mass., for Tobacco Plant bed
covers, beginning 8-10 week radio spot
schedule in 34 markets Dec. 1 on morning
farm programs. H. B. Humphrey, Alley &
Richards, Roston, is agency.

MORE FOR ASPIRIN e National Brands
Div. of Sterling Drugs {(Bayer aspirin), N, Y.,
reportedly adding tv spots in undisclosed
number of markets, starting later this month
for balance of contract year {ends next Oc-
tober). Agency is Dancer-Fitzgerald-Sample.
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at deadline

CBS-TV Plons 23 Ampex VTR's
To Overcome Time Differentials

CBS-TV will use 23 Ampex videotape
machines, some of them modified to handle
color, to enable virtually all affiliates to
receive network programs at their accus-
tomed clock hours during next year’s day-
light saving time period. Network also will
use videotape to handle west coast repeats
year-round.

Details, filling in plans sketched to Af-
filiates Advisory Board last September, were
given officially to CBS-TV affiliates Thurs-
day by closed circuit, it was learned Friday.
Plan calls for tape centers in New York
(14 Ampex machines) and Hollywood
(nine machines}. New York center will op-
erate during DST period, feeding delayed
broadcasts to both eastern and central zone
stations remaining on standard time. Holly-
wood center will service west coast stations
and also, year-round, replace kinescopes in
handling of west coast repeats. Owing to
shortage of transcontinental circuits, moun-
tain zone stations during DST period will
get some west coast delayed feeds and some
live telecasts and accordingly will encounter
some program shuffling as in past DST
periods.

CBS-TV officials estimated cost of Am-
pex machines, additional circuits and op-
erating costs through 1958 would come to
more than $3 million. They anticipate ap-
proximately 600 hours of videotape opera-
tions per week (recording plus playback).
Use of videotape to replace kinescopes on
west coast repeats also will become effec-
tive with start of DST period, end of next
April,

Network officials appeared confident of
videotape recorders’ future adaptability to
color.

CBS-TV disclosure followed by week an-
nouncement of similar plans by NBC-TV,
using new RCA color videotape equipment
along with Ampex units [NETWORKS, Nov.,
11], but .CBS-TV authorities noted they
had briefed their Advisory Board on gen-
eral plan at Labor Day meeting but re-
frained from notifying on details till AT&T
had given reasonable assurance that cir-
cuits would be available.

Ampex Delivers Station Units

Ampex Corp. will deliver first production
model, VR-1000, of videotape recorder
Nov. 26 to KING-TV Seattle, second to
KGW-TV Portland, Ore. (under same own-
ership). Models in use at tv networks are
prototypes, not production models. More
than 100 videotape recorders will go to
stations as rapidly as Ampex can produce
them, company said, promising that before
end of 1958 new electronic device will be
available enabling VR-1000’s to record color
as well as black-and-white programs,
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First RCA Color Tape Recorder
For Local Use Sold WBTV (TV)

First RCA color tv tape recorder for use
in originating local color and black-and-
white programs purchased by WBTV (TV)
Charlotte, N. C., according to Friday an-
nouncement by Thomas E. Howard, engi-
neering vice president of Jefferson Standard
Broadcasting Co., and E. C. Tracy, man-
ager, broadcast and tv equipment depart-
ment, RCA,

Mr. Tracy said that unit, custom-built in
advance of production equipment, will be
delivered in September 1958 at cost of
$96,000. Pre-production unit is seventh en-
gineering prototype slated for delivery next
year. Six others were previously bought by
NBC for spring delivery at new “Tape Cen-
tral” being planned for Burbank, Calif,,
studios.

Asks Multiplexing Rule Change

Another request to FCC to revise multi-
plexing rule for fm stations specializing in
functional music programs filed—this by
Market-Casters Inc., franchise holder feed-
ing music, news, weather service to 149
Seattle, Wash., super markets via KING-
FM. Petition asked multiplexing require-
ment—which comes into force Jan. 1—be
amended to permit, but not require, mult-
plexing after that date. If required to multi-
plex, petition said, Seattle audience would
lose benefits of good music broadeasts. Same
request made by WPEN-FM Philadelphia
and KITE-FM San Antonio [GOVERNMENT,
Nov. 11, 4]. However, there has been some
opposition to this position (see page 102).

Allen Sworn in as USIA Head

Career diplomat George V. Allen sworn
in Friday as director, United States Informa-
tion Agency. Oath given by Sherman Adams
in early morning White House ceremony.

Mtr. Allen, retiring U. S. Ambassador to .

Greece, was chief of Voice of America when
overseas broadcast service was under State
Dept. He succeeds Arthur Larson, upped
to be Presidential assistant.

ADDS BERLIN TOUCH

Claimed to be a first for Irving
Berlin, composer’s music with specially
written lyrics will be offered for com-
mercials on Pontiac’s Annie Get Your
Gun on NBC-TV Nov. 27, MacManus,
John & Adams, N. Y., Pontiac agency,
announced Friday. Music for commer-
cials is from show score and will be
integrated with show, according to
agency Tv Vice President Mark
Lawrence.

PEOPLE

LOY HANNA, formerly account executive

- and director of new business of Erlich,

Neuwirth & Sobo, N, Y., to Gore Smith
Greenland Inc,, N. Y., as group account
supervisor and plans board member.

JOHN PEACE, with William Esty Co.,
N. Y., since 1941 and a vice president and
a director, appointed chairman of newly-
formed “operating committee” at agency.

KENNETH KELLER, formerly assistant
to executive vice president, Bristol-Myers,
to assistant vice president and director of
sales promotion, Pharmaceuticals Inc.,, N. Y .-

Total 6% Tax on Advertising
Adopted by Baltimore Council

Baltimore City Council late Friday
adopted twin proposals placing 4% gross
sales tax on advertising media and 2% levy
on gross*income of media (early story,
page 50).

Advertising Federation of American
board assailed adoption by Baltimore City
Council of advertising taxes, AFA board
charged this “ill-advised action can endanger
economy of entire nation,” affecting jobs
of many wage-earners employed in mass
production industries dependent upon ad-
vertising.

SAG Tv Residuals Set Record

Screen Actors Guild in year ending Oct.
31, 1957, collected and distributed to mem-
bers 39,601 checks totaling $2,576,491 in
residual payments on tv entertainment films.
This represented more checks and more
money than in three preceding years com-
bined, Kenneth Thomson, SAG tv adminis-
trator, reported Friday at annual member-
ship meeting. Since December 1953, SAG
members have received $4,790,618 in tv
residuals. Leon Ames was installed as pres-
ident.

Establishment of health, accident, welfare
and pension plan for SAG members will be
guild’s principal propesal when next negotia-
tions with theatrical and tv film producers
start in about two years.

Pay-Tv Showing Set

International Telemeter Corp. (Para-
mount Pictures subsidiary), after showing
its pay-tv system in Los Angeles and New
York, opens third set of demonstrations at
Miami Beach this Wednesday where Thea-
tre Owners of America and Theatre Equip-
ment & Supply Mfrs. Assn. are holding
trade show.

CBS-TV to Cut 7-8 A.M.

After three years of trying to program
7-8 a.m. Monday-Friday time successfully,
CBS-TV is going to abandon that effort.
Jimmy Dean Show, currently keystone pro-
gram in that slot, will be dropped after
Dec. 13 broadcast, and CBS-TV will start
networking at 8 a.m., effective Dec. 16,
according to announcement Friday by Presi-
dent Merle S. Jones. Capt. Kangaroo will
continue at 8-8:45 a.m. with CBS Morning
News at 8:45-% am. :
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Her memory

~ IS your headache




And the remedy for one is the remedy for both! Talk to her more often. Her memory’s
too short for once-or-twice-a-month messages alone to register. Every advertiser knows
this. The question is how to step up your advertising frequency today — at efficient costs.
The answer is with CBS Radio daytime drama. Where as little as $10,000 delivers 20.7
million commercial-minute impressions a week— 3.2 impressions on eqch of
6.4 million listeners. And, equally important, where your product story is delivered to

an audience tuned in on purpose...to listen. THE CBS RADIO NETWORK

That's why drug product advertisers like Carter Products Inc.,
The Mentholatum Company and Pharma-Craft Company buy
daytime dramatic serials on CBS Radio, ta delivet their selling
messages lo an attentive housewife audience, on shopping days.




T0 TURN RANDOM
TUNERS INTO
VETERAN VIEWERS

Now—in many markets—three
‘ great adventure-action series
combined into one great 5-day-
a-week show! Why pay a pretty
penny for programs when you
can get top-rated series in your
market and hold on to all of
your own cash! For complete
details about this new plan,
phone today. Or wire Michael
M. Sillerman at TPA for your
market’s availability.

Hurry! Markets are
being resarved
today! Wire or
phone for private
screening!

Television Programs of America, Inc.
488 Madison Ave., N. Y. 22 = PLaza 5-2100
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IN REVIEW

THE FABULOUS INFANT

The first decade of television came under
the scrutiny of NBC-TV’s Wide Wide World
a week ago yesterday (Sunday). Unfortu-
nately, WWW did not focus a really scruti-
nizing eye on “The Fabulous Infant” and it
is just this kind of quasi-journalistic en-
deavor—loose and uncertain—that hinders
the youngster’s potential growth.

The trouble with this particular entry—
as with other WWW treatments in the past—
is that Pat Weaver’s original brainchild just
cannot seem to make up its mind where it
wants to go and how it wants to get there.
Its very flexibility is its Achilles’ Heel; as
the mechanical age’s “roving correspond-
ent,” it is always roving, never stopping long
enough at one place to dig into the essentials
of the story. Here again, its intent was con-
tinually on “the big picture”; consequently,
it often missed the littler and far more
interesting shots.

In “The Fabulous Infant”™—a joint net-

work venture in that both CBS-TV and’

ABC-TV cooperated in providing old
kinescopes—WWW faced no shortage of
time or material, yet for some unfathomable
reason, it missed the point of its own story.

Yet, it ignored, to all intents and purposes,
the tv commercial; it said nothing about the
writers  introduced by television, the
sociological effects of television on the home,
on education and on science, nor of the
economic impact on Hollywood (in terms of
shuttered film palaces) and the baseball
diamond (as illustrated recently by the
transcontinental move of the Dodgers and
Giants to pay-tv land). It dismissed the
tavern whence tv staggered into millions of
living rooms, and missed the true signifi-
cance of the Kefauver, McCarthy and other
hearings shown by not explaining that, as a
result of the merciless glare of the klieg
light and the unrelenting stare of the camera
eye, public figures have had to adopt a new
code of conduct or reckon with a force
known as the national conscience.

Instead, it chose to dawdle backstage at
NBC’s Studio 6B where on June 8. 1949,
Milton Berle made himself an American
institution; a temporary one, at least, for
now the fading and no longer ebullient
comic talked about the “good old days”
when nothing went right and about the im-
Jsmediate need now for new talent. WWW
then whisked out to Las Vegas to let rising
comic Ernie Kovacs reminisce about his
ups and downs; then WWW hopped here
and there—KMTV (TV) Omaha, WBZ-TV
Boston and KYTV (TV) Jefferson City (all
NBC-TV affiliates)}—to look in on local
programming. Still later, it zoomed out to
Hollywood for a 90-second commercial by
Jack Webb for Jack Webb, hung around
long enough to transport viewers backstage
to Matinee and from there took them on a
whirlwind (montage) tour of the carpentry
shops, make-up rooms, master control, etc.

It was only toward the end that WWW
paused in its aimless resume of 10 years to
come up with some food for thought, Wisely
and commendably, producers Barry Wood
and Herb Sussan carried some no-holds-
barred comment from outstanding tv critics:

Harriet Van Horne of the New York World
Telegram & Sun who touched on the “vulgar
excesses” of both comics and commercials,
and Hal Humphreys of the Los Angeles
Mirror-News who contended that by allow-
ing advertisers to dictate program tastes and
tv standards, the fabulous infant has grown
some “barnacles” on its baby bottom.

Obviously, there was something to what
Mr. Humphreys said. It was just as obvious
that NBC (thanks to the cooperating rivals)
had on hand documentation to both prove
and challenge Mr. Humphreys’' statement;
it's a pity the network couldn’t have made
better use of it and, by having done so,
come up with a fair and balanced docu-
mentary on the first 10 years.

Production costs: $200,000.

Sponsored by General Motors Corp. through
MacManus, John & Adams on NBC-TV,
Sun. Nov. 10, 4-5:30 p.m. EST.

Executive producer: Barry Wood; producer:
Herbert Sussan; host: Dave Garroway;
director: Van Fox; writer: Lou Salaman;
technical supervisor: Cliff Paul.

-

HIGH ADVENTURE

With experienced traveller-movieman
Lowell (“Cinerama”) Thomas as guide,
the opener in this monthly one-hour CBS-
TV series was devoted to a thoroughly fas-
cinating excursion through the wilds of
“uncontrolled” New Guinea, up into the
May River area, “10,000 miles from New
York—10,000 years away in time.”

The five-week High Adventure expedi-

tion journeyed deep enough into the interior
for Australian authorities (who administer
the island with restraint and wisdom) to
warn that here the natives, upon but slight
provocation, would “kill one another, eat
one another and cut one another's heads
off.” Such unabashed violence is even more
of a threat to the white intruder.
. With his radio sponsor Delco as an un-
obtrusive host, Mr. Thomas and colleagues
managed to witness and film an ancient
native initiation rite, a patently unfair
crocodile hunt (numerous natives against a
single baby croc) and the quiet courage of
one Peter O’Sullivan, Australian district
officer, who constantly treads the edge of
danger, attempting to maintain peace among
a primitive people.

Although only the more imaginative view-
ers could have worried about Mr. Thomas'
safety (the broadcasting veteran looked
more unconcerned than frightened) the
program did have its share of exciting
sequences. If future High Adventures de-
velop as well, the series should easily cap-
ture season’s top honors in the network
travelogue category.

Production costs: Approximately $250.000.
Sponsored by Delco Div, of General Motors
Corp. through Campbell-Ewald on CBS-

TV, Tues. 9-10 p.m. EST. Started Nov.
12 on film from New York.

Star and narrator: Lowell Thomas
Executive producer: Gilbert A. Ralston; di-
rector: Lee Robinson; story editor: Tudith
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NEW YORK « CHICAGQ * DETROIT « SAN FRANCISCO « LOS ANGELES « HOLIYWOOD + MONTREAL + TORONTO

LONDQON * MEXICOQ CITY + FRANKFURT * SAN JUAN + CARACAS

Television wasn’t in the picture—back in 1923 —when Y& R
started in business with the basic idea of resisting the usual.
Tociay with TV commercials calling for more and more
ingenuity and imagination, it’s still a good principle to follow
—if you want your commercials to stand out above the rest,
and get the increased attention that leads to increased sales.
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Bublick; production associates: Milton A.
Fruchtman, James L. Caddigan, Jay Ca-
vill; produced by Odyssey Productions
Inc.

BOOKS

THE HARCOURT, BRACE AWARDS,
BEST TELEVISION PLAYS 1957,
Edited by William I. Kaufman; Har-
court, Brace & Co., New York. 303 pp.
$5.75.

Rod Serling’s “Requiem for a Heavy-
weight,” cited often as the most outstanding
tv play in 1956, was first prize winner of
the Harcourt, Brace Awards. The drama
leads off the collection Best Television Plays
1957, which is a volume of the Harcourt,
Brace award winning plays edited by NBC
sales representative William Kaufman and
published a fortnight ago. “Cracker Money,”
by Steven Gethers and “The Five-Dollar
Bill,” by Tad Mosel are the second and
third prize winning plays, appearing in the
volume along with four other complete
plays of the 1956-57 season. The editor has
included a television script market list and
a roster of literary agents specializing in
the tv market.

THE WRITERS GUILD OF AMERICA
PRESENTS: THE PRIZE PLAYS OF
TELEVISION AND RADIO 1956. Ran-
dom House 457 Madison Ave., New York
City; 309 pp. $5.

Not all television is as bad as one would
believe from reading tv review pages. And
while some may think that selections by
writers of the best of their colleagues’ work
is like the blind reading the blind, the fact
remains that (a) these plays are good and
(b) the guild did not rely only on script
writers as judges. Among them are director
John Frankenheimer, CBS script editor Ed
Roberts, former New York Post critic Jay
Nelson Tuck, tv comics Grouche Marx and
Jerry Lewis, social critic Gilbert Seldes, ABC
newscaster and Vice President John Daly,
playwright Clifford Odets, novelist A. B.
Guthrie Jr., and actors Jim Backus, Nina
Foch and Ronald Colman.

Plays included are Rod Serling’s “Requiem
for a Heavyweight” (CBS-TV’s Playhouse
90); J. Harvey Howell’s “Goodbye, Gray
Flannel” (NBC-TV’'s Robert Montgomery
Presents the Schick Television Theatre),
George Roy Hill’s and John Whedon’s “A
Night to Remember” (NBC-TV’s Kraft Tele-
vision Theatre); Allan Sloane’s “Bring on the
Angels” (CBS Radio Workshop); Leonard
Stern’s and Sydney Zelinka’s “The $99,000
Answer” (CBS-TV's The Honeymooners
with Jackie Gleason); Kenneth Kolb’s “She
Walks in Beauty” (NBC-TV’s Medic); James
Elward’s “Paper Foxhole” (NBC-TV’s Kraft
Television Theatre); Stanley Niss’ “The Pen-
ny (CBS Radio’s The 21st Precinct) ; Robert
S. Greene’s NBC Radio documentary Deci-
sion for Freedom; Si Rose’s sketch for the
Nov. 27, 1955, Edgar Bergen Show on CBS
Radio; Thelma Robinson’s “The Visitor”
{CBS-TV’s Lassie) and the contributions of
gag writers Hal Kanter, Howard Leeds,
Harry Winkler and Everett Greenbaum to
the Nov. 12, 1955, George Gobel Show on
NBC-TV.
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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 our 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).
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OPEN MIKE

‘Read by the Maijority’
EDITOR:

In the short week that has elapsed since
my MoNpay MEMo was published Nov. 4,
I have had innumerable comments, letters
and phone calls referring to it. This large
response proves what I have always felt—
that BROADCASTING mMmagazine is not only
seen but read by the majority of those con-
cerned with broadcast advertising.

Jeremy D. Sprague
Timebuying Supervisor
Cunningham & Walsh Inc.
New York

The South Will Rise Again
EDITOR.

The United Daughters of the Confed-
eracy, meeting in Richmond, Va., the capital
city of the Confederacy, for their annual
national convention and for the dedication
of their new National Headquarters Bldg.,
attended a screening of a tv series based on
the life and exploits of one of the Confed-
eracy’s greatest heroes, Col. John S. Mosby.

The dear old ladies, about 500 of them,
cheered themselves hoarse and several times
attempted a quavering version of the rebel
yell.

Vic Bikel of CBS Film Sales awarded the
President General a framed scroll appoint-
ing her an Honorary Colonel of Mosby’s
Raiders. She nearly fainted from the ex-
citement and several of the ladies present
offered her a whiff of their smelling salts.
Oh, it was a great time for the South, suh!

Do you think The Gray Ghost will have
any trouble garnering a real rating on
WRVA-TV, ch. 12, Richmond?

John L. Stone Jr.

Promotion Manager
WRVA-TV Richmond, Va.

News Reporting Is a Trust

EDITOR:

Re “The Way to Equality” [EDITORIAL,
Oct. 21], there should be no concern by
broadcast newsmen because print reporters
requested separate interviews with travelers
at Idlewild airport. . . . The very fact that
broadcast newsmen can interview on this
semi-exclusive basis should give them an
additional incentive to provide on-the-air
scoops, not only by the immediacy of their
medium but in subject matter as well.

Prohibiting broadcast newsmen from pub-
lic events is quite another matter, Any in-
fringement on the people’s right to know is
contrary to the public welfare and should
be so appraised by all newsmen. The relative
qualifications of the reporters covering the
public events have no bearing whatsoever
on the principle involved.

The slow progress you speak of by some
stations to accept their “journalistic respon-
sibility” is because they do not realize what
good journalism is, why good journalism is

BROADCASTING
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Sau Frranciscans are sobd o KRON- TV

HI-RATED MINUTES

mn
NBC NEWS
Availuble 6:15 P.M.@8 SAN FRANCISCO CHRONICLE - NBC AFFILIATE . CHANNEL 4 « PETERS, GRIFFIN, WOODWARD -
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necessary, nor even that good journalism is |
a public trust. It is of the utmost necessity
and importance to obtain trained newsmen |
and to have news broadcasting included as
a major subject in journalism schools. It is
of primary importance to establish news
seminars now for both current station news-
men and station management to help them
both understand that they must fulfill those
responsibilities to the public guaranteed by
the Constitution, and not merely fulfill those
responsibilities required by the FCC, . . . |

To editorialize merely to attempt to “com-
mand the respect of public officials,” or to
“become a force” in the community, or to
use the editorials only as a “mechanism
that can fight back,” would only indicate
a lack of understanding of the public trust
that makes editorializing necessary.

William J. Wiggins
Director of Promotion & Advertising
WTOP Washington, D. C. ]

Fm Tuners Via Tv

EDITOR:

It is a shame the way we (or somebody)
have let fm die. Fm radio that is.

Couldn't you or the broadcasters, or both,
petition Electronic Industries Assn. (again,
or somebody) to urge television receiver
manufacturers to incorporate fm in all new |
television sets? There is a lot of blank
spectrum (as far as commercial radio and
tv is concerned) between tv ch. 6 (82-88
mc) and ch. 7 (174-180 mc). Our fm broad-
cast band begins right where ch. 6 stops.
Why couldn't the fm band be added to tv
tuners right here? Fine tuning would be
used for “bandspread.” Tv antennas are
broad-banded enough to serve for fm as well
as normal tv reception. Switching to the
new “fm channel” could also kill the tv
horizontal oscillator section as well as other
not needed circuits, or a separate “‘tv-fm"
switch could be incorporated.

Actually, this fm feature incorporated in
new tv sets would cost the manufacturer less |
than a dollar. But look what a shot-in-the-
arm it would give fm radio. (And, too, mod-
ern television sets are “hotter” than the run-
of-the-mill fm sets and therefore reception |
should be excellent).

Ed Howell
| Technical Supervisor
| WMIX-AM-FM Mt. Vernon, L.

of
DENVER

Denver families buy the

products and services they

see advertised on KBTY

because KBTY ks the only

Denver station programmded
for the entire family ...
For the highest-rated
one-minute availabilities,
. . . Daytime or Mighttime in
Lads in Uniform Tuned in, Too 7 B

Denver, see Peters, Griffin,

Woodward, Inc. NOW!

KBTV
a W 9

Family
ot EJ-':*IuIl'u. “f"" JanHarold
Prepdnn) Shmilan Maonog

EDITOR:

Your article [INTERNATIONAL, Oct. 7]
| which deals with transmission of the World
Series to many parts of the world , . . is |
| far from complete.
| Armed Forces Radio & Television Serv-
ice, for the third year in a row shipped
kinescope recordings to all Armed Forces
Television Service outlets overseas (23 in
{all parts of the globe). All received the
| film within 24 to 48 hours after the game.
More than 100 radio stations are in the
| Armed Forces Radio Service. There are

-
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RCA-6474
RCA-TO37
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RCA-TO37

INCANDESCENT LIGHT

RCA-7037

CA-EAT4

EFFECTIVE SENSITIVITY (ARBITRARY UNITS}
AFTER 100 HQURS QR MORE DF QPERATION

STICKING ————»=

for Color

You are looking at the new RCA-T037, an improved image orthicon that has much higher
sensitivity—will outperform and outlast any other image orthicon—and retain high
sensitivity throughout life.

Here are afew of the outstanding advantages of this new tube: (1) Higher effective
sensitivity to red, green, and blue permits reduction in lighting level or lens aperture,
(2) Increased ratio of blue to red sensitivity provides better balance of the effective
sensitivity between color channels with incandescent lighting, (3) A new “stabilized”
target greatly reduces any tendency toward an increase in picture “sticking”
throughout the life span of the tube—and thus makes possible more hours of service

and lowered camera operating cost, (4) Super-Dynode design insures freedom from
dynode burn, (5) Micro-Mesh does away with defocusing to kill moiré

and mesh pattern, and allows full aperture correction to improve picture-detail contrast.

RCA-T7037 can be used in place of Type 6474 in all modern color-TV cameras—without changing
color filters. RCA-7037’s are available now—from your RCA Industrial Tube Distributor.
For a technical bulletin,write RCA Commercial Engineering, Sec.X-13-0, Harrison, N.J.

'RADIO CORPORATION OF AMERICA

® Electron Tube Division Harrison, N. J.

GREEN
CHANNEL

BLUE
CHANNEL

RCA-7037—The New Standard in
Color Camera Tubes. More than
twice the average sensitivity of
any previous color Imuge Orthi-
c¢on—in each channel of color-
camero systems

How RCA-7037 can improve
your Color Operations

® Reduces operating costs 3 ways—
—in lower studio lighting costs, both
initially and throughout tube life
—in lower air-conditioning costs in
station studios
~—in lower camera-operating costs

@ Gives you greater freedom in staging
and lighting techniques

® Delivers ionger tube life

® Provides “stabilized” target opera-
tion

® Extends tube pro-rata warranty from
350 to 500 hours

® Extends 100% tube warranty from
15 hours to 50 hours
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245,
#  of well placed power
7 to reach 'em all.
We have it! And if

The

$ Radio

Consider first
the 3 Pacific Coast
states. Their vast

,\ 323,000 square miles
contain almost 6
million radio homes.

sir, it takes
watts

you market

in the 8 other far
west states,

we offer you our
Mountain Network
to blanket that

That's why

we don’t miss

a thing

—and neither
does the advertiser
who depends

on us.

RETWOER

OPEN MIKE cowtinuep

many closed-circuit radio outlets as well as
_wired audio systems in service hospltals
everywhere, To these .the Series is carried |
via shortwave radio from both New York
and Hollywood (by transmitters ranging
from 50 kw to 200 kw).

Added to your article, [this] indicates
true world coverage.

James H. Rose

Lt. Col., USAF
Officer in Charge
AFRTS, Los Angeles

| Orienting an American’s Views
| eprTOR:

Pacific Network |
- doesn’t miss
a thing!

1 would like to correct Steve Parker [IN-
TERNATIONAL, Sept. 2] about tv business in
Japan. ’

First, Fuji cigarettes is not an advertiser
but a brand name. So, if he speaks of “big
advertisers,” it should be Japan Monopoly
Corp. [tobacco industry in Japan is a monop-
olyl.

Second, he maintains titling is impractical
since it requires vertical insertion and is done
only on Ziv's Cisco Kid or CBS-TV Film
Sales’ reruns of I Love Lucy. On the con-
trary, titling here is either vertical or hori-
zontal and, in fact, is done horizontally for
I Love Lucy.

Third, Mr. Parker said, “rare are the
times when a tv show gets on or off on time.”
There is absolutely no such thing happening
as a 7:30 show getting underway at 7:55
[as Mr. Parker reports].

Also he doubts that the industry will ever
match the home. impact of U.S. tv. It sure
doest The first commercial tv station in
Japan, Nihon Tv Network, came up with the
idea of installing [public] tv sets to attract
people and popularize tv and build up audi-
ence. Seeing the results, bars, restaurants
and beer gardens started installing tv sets.
Once the people can afford a tv set, they
come straight back home to watch tv.

Bunji Nagakiyo
Producer, News Section

Nihon Tampa Hoso
Japan

Maverick Was in Omaha

EDITOR:

Aware of your addiction to accuracy, 1
am prompted to report that the statement
that James Garner “reportedly made his
first personal appearance” at the Maverick
calf scramble in Dallas [PROGRAMS & ProO-
MOTIONS, Oct. 21] is obscured by the facts.

KETV (TV) hosted Garner more than a
month ago in a daylong Maverick celebra-
tion Sept. 21. He made numerous personal
appearances, including those as the star
of a two-mile-long parade, was honored
guest at Boys Town, and participated in a
“Meet Maverick” get-together with hun-
dreds of local youngsters.

Robert F. Coats
Promotion Manager
KETV (TV) Omaha, Neb.
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ABC-TYV has added a live, full-time affiliate in Boston—WHDH-TV (Channel 5) !
Now all Boston can see all ABC-TV shows, as scheduled and programmed. And
ABC-TV coverage of U.S. TV homes takes another jump—right up to 94.2%*.

Already this year, ABC-TV has added live, competitive affiliates in San
Antonio, Tucson, St. Louis, Miami, Norfolk, Peoria, Omaha, Ft. Wayne, Indian-
apolis and Youngstown. Now WHDH-TV in Boston (the nation’s sixth market)
raises ABC-TV’s live coverage to 82.3% of all U.S. TV homes. This season’s
further additions—Amarillo and Chattanooga—will push that fizure to a whack-
ing 83.1%.

That’s the kind of news that sets a whole town buzzing. And an avenue, too
—Madison or Michigan!
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SOUTHERN
CALIFORNIA
: INTERURBIA

k'l "W BrAbana

| WAN HEAMASCIMO @

\ RIYIHRioE =

PALM BEEIHCE @

LOB AMGELES

IS COVERED BY

stations

IMPERIAL VALLEY [>

INTERURBIA . . . “a complex
of cities, towns, suburbias
which have grown together

. "is startlingly illustrated
in the solidly packed strip
from Santa Barbara through
Los Angeles and San Bernar-
dino-Riverside to San Diego.

NCS #2 CONFIRMS individ- -
val city ratings . . . only 3
radio stations are popular
and powerful enough to de-
liver complete this multi-mil-
lion super-market.

OF THIS TOP TRIO,
KBIG is

® the only independent

¢ the least expensive

® LOWEST in cost-per-
thousand by one yard-

stick, second by the
other.

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

_55
The Catalina Station
10.000 Watts

7 4 DH;::I-

JOHN POOLE BROADCASTING cO.
8840 Sunsat Bivd.. Los Angeles 28, Cellfornis
Telephone: HONywood 3-3205

Nat. Rep. WEED and Company
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OUR RESPECTS
to Edward Palmes Shurick

ANALYSIS: Ed Shurick can be expected to be resourceful and reliable—but not
always predictable. He underlined that fact only a few weeks ago by resigning
as a'CBS-TV vice president and director of station relations to become executive
vice president of Blair-Tv, station representative.

Mr. Shurick, a disarming fellow who speaks gently but wields enormous influence
through intimate and wide knowledge of the broadcast field, is as modern and active
as the Austin Healy 106 sports car he drives.

In making the change from CBS-TV to Blair-Tv, Mr. Shurick transfers his focus
from networking to spot selling. Physically speaking, however, the move meant
only a few New York blocks—from 485 to 415 Madison Ave. He made this short
hop by way of the Virgin Islands, where he vacationed for a short time.

As executive vice president at Blair-Tv, Mr. Shurick can be expected to provide
much of the spark that is necessary to ignite new sales and research development
in the spot field. He has always been one to burn the midnight oil—and is never
without an attache case going to and from his Weston, Conn., home.

Edwards Palmes Shurick was born in Duluth, Minn., on Dec. 15, 1912, son of
Edward P. Shurick Sr., who during his career was Minneapolis sales manager with
KSTP St. Paul. Mr. Shurick Jr. attended St. Paul central high school and spent
two years at the U. of Minnesota.

Among his colleagues was CBS" Eric Sevaried. (He later finished his university
study at night school at the U. of Kansas City majoring in economics.)

In Minneapolis, in 1935, Mr. Shurick joined Addison Lewis Assoc., an adver-
tising agency, after having served as a sports director and announcer (announcing
play-by-play sandwiched between such luminaries as Ted Husing and Bill Stern) at
WDGY Minneapolis. In 1933 he married Dolores Pipes of St. Joseph, Mo.—*getting
married young to the one | did was the best decision [ ever made.”

N 1938 he was local salesman for KLO Ogden, Utah (“where I really learned

about the radio business”), and where he did all the varied jobs which had to be
handled at a station in those years. By 1939 he was national sales manager for the
newspaper that owned the station. By 1941 he was back at KLO and one of the
founders of the Intermountain Network in Salt Lake City. Mr. Shurick served as
that network's first general sales manager.

From 1942-47, Mr. Shurick was advertising and promotion director of Arthur
B. Church’s KMBC Kansas City; was account executive in charge of promotion and
research for three years with Free & Peters (now Peters, Griffin, Woodward) and
joined CBS in March 1950 as market research counsel for CBS Radio. In 1951
he was made account executive in CBS-TV sales and, a year later, manager of
network sales development (he set up this new department).

During this period and his subsequent years in station relations—he became na-
tional director of CBS-TV’s station relations in 1954—he pioneered in the study
of pricing and standard affiliation practices, creating the network’s affiliation plans
committee. He also was the “father” of the Extended Market Plan at CBS-TV de-
signed to aid the small market tv station.

Mr. Shurick can discuss a wide range of experience in the broadcast field, from
agency to station, from network to representative. He recalls, for example, that
when he first joined CBS Radio he worked on presentations, helping to deliver some
“several hundred” to agencies. He also is a believer in research, an attitude he has
carried with him to his new job.

Aside from his sports car enthusiasm, Mr. Shurick is a golfing, fishing, hunting
and skeet shooting fan (he’s a member of the Weston Gun Club). His home is
adorned with antiques, a pursuit that he calls “an investment hobby.” He is a
member of the Ararat Temple Shrine in Kansas City (Harry Truman’s Temple), the
Broadcast Pioneers, the Society of Television Pioneers and the Radio & Television
Executives Society of New York.

Mr. Shurick also is an author—in 1946 he published a history of radio entitled
The First Quarter-Century of American Broadcasting.

The Shuricks have four children—Patricia Annette, 19, Sandra Sue, 15, Linda
Jean, 12, and a son, Edward P. Shurick III, 9.

BROADCASTING



IN THE PUBLIC SERVICE OF GREATER DETROIT*

“THE

WKMH TRAFFIC
COMMUNICATOR”

e

W —_—
/
/
/
/
/
/
/
/
/ i
/
Throughout the peak travel hours of the day the Traffic //
Communicator, a uniformed policeman broadcasting directly from // 7
Detroit Police Headquarters, supplies "The Man on Wheels™ /
/
with up-to-the-second reports on traffic conditions—accidents, /
tie-ups, routes to avoid. Special bulletins are rushed on the air // 7
seconds after news reaches Police Headquarters. In the City on //
Wheels, where over 81% of the fomilies own cors—where over //
65% use those cors as their principal means of transportation //
to and from work—this information is ¢ MUST! Here is news // 7
broadcasting at its highest level—true public service! //
/
/
/ *
/ First in @ series of aods
s 7 showing how WKMH
/ serves the Michigan Public
in Greoler Delroil.

DETROIT « DEARBORN \r
John Carroll, Managing Director H E M OTO R C‘

KNORR BROADCASTING CORP. o ot s
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{1E SPONSOR OF A ZIV SHOW HAS THE GREATEST OPPORTUNITY FOR TV SUCCESS! y
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TIME AFTER TIME IN CITY AFTER CITY!

From the top name in syndication come the top shows in continuing audience surveys!
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WKH .coeon

conquers CARTHAGE!

Carthage, Arkansas, is one of hundreds of towns and

villages in KWKH’s 140-county Nielsen

coverage area. KWKH’s weekly daytime pene-

tration is actually 221,600 radio families!

And right at home in Shreveport, KWKH is also a
family institution! In Caddo Parish, KWKH

reaches 509, more homes weekly than does

the second station.

KWKH is tops in Shreveport—tops outside Shreveport.
Gives you more audience than all other

Shreveport stations combined! The Henry
I. Christal Co., Inc. has the facts.

KWKH Nielsen coveroge mop (NCS Neo. 2, Nov,, 1956)
showing counties with daytime weekly oudience of
10% or more of total homes. Nielsen octuolly credits

KWKH with measurable avdiences as far distant as

Luna County, New Mexico!
A Shreveport Times Station
TEXAS
50,000 Watts « CBS Radio
i ARKANSAS

The Henry |. Christal Co., Inc. Henry Clay Fred Watkins
Representatives

Executive Vice President Assistont Manager
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PAY TV VETOED IN 10-CITY POLL

® Broadcasting-Pulse Inc. survey in major markets shows 2-1 against

® Yea's want it on cheaper basis, would prefer paying per-program fee

Viewers in 10 major markets representing
all sections of the U. S. are divided 2-to-1
against pay television.

This was revealed last week in a special
survey conducted for BROADCASTING by The
Pulse Inc. as this magazine sought to explore
more dzfinitively the public attitude on one
of the most controversial issues to grip tele-
vision since its emergence as a major
medium.

Two-thirds of the respondents voted that
they were “not intzrested” in having toll tv
in their homes cven though they were told
that “first-run movies, major Sports events,
Broadway shows, operas. balleis™ were
among the programs being held out to them
as a supplement to their free-tv fare.

in the Pulse poll for BROADCASTING, the
proportion of viewers “interested” in toll
television ran higher than in some other
recent but more localized studies—notably
one in the Salinas-Monterey and San Luis
Obispo areas of California where the tally

Of those who preferred per-program pay-
ments, the greatest preference was for $1
to $1.24 per program. A little less than
32% checked that price range. But an equal
number said they were willing to pay less
than a dollar per program, so that overall
some 63.5% came under $1.25 in their price
preferences. The second largest single pref-
erence was in the 50-74 cent range (17%)
and the third largest (8% ) checked the 25-
49 cent span. Almost one-fourth didn’t
know how much they would be willing to
pay.

Among those who preferred to pay by
the month and see all they wanted, almost
64% fell under the $6-a-month figure. The
number of those who voted for a monthly
price somewhere between $1 and $2.49 ex-
ceeded all those who would be willing to
pay $6 or more.

How would these figures stack up in
Bartlesville?

Officials of Video Independent Theatres,

S

Yes
No
Total

DO THEY WANT SUBSCRIPTION TV?
Number

470
939
1,409

now on free television. This was approxi-
mately the same number—a few less—than
those who would not be interested in pay tv
as a supplement to free tv. Whether the
similarity in these “nay” votes indicated a
bias against payment for any programs, or
whether it had other significance, could not
be pinpointed statistically.

The study did show that more than 93%
of the viewers regarded present free-tv fare
as satisfactory or better. Some 18% voted
it excellent, 44.2% thought it good, and
31.3% considered it satisfactory. Asked to
put a monetary value on these free pro-
grams, an even 50% chalked them down as
worth $1 a week, while 22.6% rated them
at $5 a week. One-fifth had no opinion.

Among those willing to pay for programs
now on the air, if they were not being dis-
tributed free, Playhouse 90 was the most
popular choice in the drama category; Father
Knows Best in the comedy and situation
comedy field; Perry Como Show among

Per Cent -

33.4
66.6
100.0

was 5,002-to-4 against pay television, and
one conducted by Sen. William Langer (R-
N. D.) i1 Bartlesville, Okla., where a wired-
subscription-tv is now underway and where
Sen. Langer’s returns at last report indi-
cated a 1,930-to-163 majority against [Pro-
GRAM SERVICES, Nov. 11].

Two-thirds of those “interested” in having
pay tv in their homes said they would
prefer to pay by the program, rather than
by the flat monthly fee. Their reasons for
this choice were not explored. But one
possibility advanced is the belief that on a
per-program basis they could keep a month’s
total expenditure below what they would be
charged on a flat monthly basis giving them
access to all pay-tv programming.

BROADCASTING

operators of the Bartlesville toll-tv test, have
estimated that in that town of 8,500 tv
homes they need 2,000 subscribers at §9.50
a month to break even. That comes to
$19,000 a month.

At $5 to $5.99 a month—the preferred
range in the BROADCASTING-Pulse study—
the Bartlesville operators would have to
boost their break-even point to a new level
of from about 3,170 to 3,800 homes.

The proportion of “don’t knows” was
about the same among those estimating pay-
ments on a monthly basis as among those
preferring a per-program payment.

The study also showed that almost two-
thirds of the respondents would not be will-
ing to pay for programs similar to those

AR

varieties and musicals; What's My Line? in
the quiz and audience participation category;
boxing in the sports line; Cheyenne among
westerns; Alfred Hitchcock Presents for
mystery and adventure; Wide Wide World
in the documentary-educational-forum inter-
views area. In the miscellaneous group Dis-
neyland was tops (Broadway shows got
only 0.6% in that group as against 4.3%
for Disneyland).

The survey was conducted in New York,
Seattle, Atlanta, Cleveland, Dallas, Milwau-
kee, New Orleans, St. Louis, San Francisco
and Chicago. Respondents totaled 1,409, of
whom 983 said they had and 426 said they.
had not previously heard of pay tv.

COMPLETE PULSE RESULTS ON PAGE 32
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BREAKDOWN OF PULSE-BROADCASTING PAY TV SURVEY

Table 1

KNOWLEDGE OF SUBSCRIPTION TV

Question: Have you heard of a toll or sub-
scription tv service which will al-
low you to see special programs
on tv (in addition to those you

now get free} by paying a fee?
Number Per Cent

983 69.8

426 30.2

Total respondents 1,409 106.

Table2

INTEREST IN SUBSCRIPTION TV SERVICE

Question: This subscription tv service might
include first-run movies, major
sports events, Broadway shows,
operas, ballets, etc. Would you be
interested in having this service in

your home?
470
939
1,409

334
66.6

Total respondents 100.

Table 3a

METHOD OF PAYING FOR SUBSCRIPTION
SERVICE ’

Question: If you took such a subscription
tv service would you rather pay
by the program, or pay a set
monthly fee?

Pay by program 312 66.4

Pay by set monthly fee 141 30.0

Don’t know 17 3.6

Total respondents 470 100.

Table 3b
AMOUNT WILLING TO PAY BY PROGRAM

Question: {If by program) how much would
you willing to spend for a
special program?

Under 25 cents

25-49 cents

50-74 cents

75-99 cents

$1.00-1.24

1.25- 1.49
1.99

[
R T sl o
AWWLA AR —=OOO

s

Don’t know 77
Total respondents 312

Table 3¢

AMOUNT WILLING TO PAY FOR SET
MONTHLY FEE

Question: (If set monthly fee) how much
would you be willing to spend
each month?

$1.00-$1.49 ) 5.0

1.50- 1.99

2.00- 2.49

2.50- 2.99

3.99
4.99
5.99
6.99

8.00-

9.00- 9.

10.00-10.99

11.00-12.99

13-16.99

17-19.99

20-25.00
Don't know 34
Total respondents 141

Table 4a

WILLINGNESS TO PAY FOR PRESENT
TV PROGRAMS
Question: Would you be willing to pay for
television programs similar to
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those now on the air if there were
no other way of getting them?
Number Per Cent
Yes 510 36.2
No 899 64.8
Total respondents 1,409 100.

Table 4b

Question: If yes, what programs now on the
air would you be willing to pay
for if they were not distributed
free?

Drama
Playhouse 90
Climax
Studio One
Kraft Theatre
Crossroads
G. E. Theatre
Jane Wyman
Loretta Young
Armstrong—Circle Hour
Dr. Hudson’s

Secret Journal
Unspecified
Misc.
Comedy & Sitouation
Comedy

Father Knows Best
Ozzie & Harriet
I Love Lucy
Bob Cummings
Red Skelton
George Gobel
lack Benny
Danny Thomas
Bob Hope
Private Secretary
Groucho Marx
Unspecified
Misc,

Varieties & Mousicals
Perry Como
Lawrence Welk
Steve Allen

Ed Sullivan

Nat King Cole
Tennessee Ernie
American Bandstand
Pat Boone

Voice of Firestone
Eddie Fisher

The Big Record
Operas

Edsel Show

Hit Parade
Unspecified

Misc.

Quiz & Audience
Participation

What's My Line

Twenty One

This Is Your Life

$64,000 Question

You Bet Your Life

The Price is Right

Queen For A Day

Tic Tac Dough

Art Linkletter

Name That Tune

I've Got A Secret

Unspecified

Misc

Sports

Boxing

Football

Baseball

World Series

Wrestling

Bowling 5
Sports events {unspecified) 117
Misc. 6
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Westerns
Cheyenne 53

Gunsmoke
Wyatt Earp
Wagon Train
Maverick
Broken Arrow
Sugarfoot
Unspecified
Misc.

Mystery & Adventure

Alfred Hitchcock
Highway Patrol
Dragnet

Bold Journey

Man Behind the Badge
Navy Log

I Search for Adventure
Lassie

Unspecified

Misc.

News & Weather

Documentary, Educational,
Forums, Interviews
Wide Wide World
Meet the Press
Person !o Person
Press Conference
Omnibus

Night Beat

Mike Wallace

The Big Picture
Unspecified

Misc.

Winneownia
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Movies

Mise

Disneyland
Mickey Mouse
Spectaculars &
special shows
Plays
Continued Stories
Cartoons
Children’s Stories
Verdict Is Yours
Captain Kangaroo
Broadway shows
Misc.
Total programs
mentioned 1,553
Total respondents 510

*Total over 100% because of multiple re-
sponses
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305.1*

Table S

OPINION OF PRESENT TV PROGRAMS
Question: What is your opinion of the pro-
gram service you are now getting
on free television?

Number Per Cent
Excellent :
Good
Satisfactory
Poor
No opinion
Total respendents

Table 6

VALUE OF PRESENT TV PROGRAMS
Question: If you had to place a monetary
value on the entertainment, news,
special events and other pro-
grams you now see at no cost on
your television set, how much
would you consider these are
worth to you on a weekly basis?
Number Per Cent
11 8

Less than $1.00
$1.00

$2.00-$4.00

$5.00

$10.00

More than $10.00
Deon't know
Total respondents
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$2 MILLION TO SELL A NAME

Monsanto

Science-minded chemical firm pins its hopes on a network documentary

With sputniks I and II beep-beeping
ominously through space, Monsanto Chem-
ical Co., fifth largest U. S. chemical con-
cern (1957 net sales: $600 million), which
claims to have a stake both in science and
in our national survival, is about to make
its corporate * plunge into network tele-
vision. Happily cashing in on front-page
news, Monsanto on Dec. 1, will premiere
Congquest, a new science series on 105 CBS-
TV affiliates; nine additional such “one-
shots” are scheduled before June 1959
[ADVERTISERS & AGENCIES, July 22].

Unlike its competitors, the St. Louis firm
has no consumer products to sell. Yet it has
allocated $2 million—representing one-third
of its total budget—for one program series
scheduled for prime Sunday afternoon time,

To get the answer to why it joined
the ever-growing ranks of corporate adver-
tisers and what it hopes to get out of
Conquest, BROADCASTING last week talked
with the five people most concerned with
the development and .execution of the new
CBS-TV series: Monsanto marketing vice
president John L. Gillis; his advertising di-
rector, William R. Farrell; CBS Public Af-
fairs director Irving Gitlin; Gardner Adv.
Co.’s vice president David P. Ferriss and
Roland (Chick) Martini. Mr. Ferriss is ac-
count supervisor in the agency’s St. Louis
headquarters; Mr. Martini is executive di-
rector of radio-tv and the man who initially
bought the show for Monsanto.

One reason behind Monsanto’s step: like
many other chemical concerns it is alarmed
at the science race between the U. S and
the U.S.S.R. Notes CBS’s Irv Gitlin: “Never
before has science interest run so high . ..
has the nation’s need for scientists been so
acute . . . has there been so pressing a need
to attract youngsters to science . . . and has
Soviet scientific research and education
aimed so dangerous a threat to national sur-
vival.” Adds Monsanto president Dr.
Charles Allen Thomas: “The events of re-
cent weeks have demonstrated dramatically
how science can affect the lives of us all.
At no time in our history has an understand-
ing of science been so important to our
progress—even our security.”

Altruism is only a part of the story. Be-
neath Monsanto’s concern for the national
welfare and its sincere efforts to stimulate
science recruitment, there also is a sound
business reason why Monsanto is putting
most of its broadcast chips into one basket,
According to Gardner executive Dave Fer-
riss: “We face a tremendously complicated
marketing problem.” Because of Monsanto’s
enormous product range—some 500 dif-
ferent items ranging from A-9 (phthalic
anhydride) to zinc benzoate, none in the
consumer product category—*‘we needed a
[* Corporate—more ¢ommionly known as insti-
tutional, a term now out of favor with adver-

tisers who claim “We aren’t Institutions but
corporations,”}
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means whereby we could detail the broad
sweep of our complex operations on a na-
tional scale, to illustrate our slogan, ‘Mon-
santo—where creative chemistry works for
yoU!l!’

Although Conguest represents the largest
outlay for a single tv series in Monsanto’s
history and while it is the firm’s first cor-
porate buy, Monsanto is no stranger to
television. Between 1955-56, Monsanto
shared sponsorship of ABC-TV’s Warner
Bros. Presents on behalf of its “all” deter-
gents and starches, spending $490,000 in
1955 and $723,000 in 1956. (Monsanto got
out of the consumer product business last
May when it sold complete marketing fran-
chises and trademark rights to “all” to Lever
Bros., thus trimming an estimated $4 mil-
lion from the total ad budget.)

And while its plastics division (serviced
by Needham, Louis & Brorby, Chicago) no
longer uses CBS-TV’s Morning Show (de-
funct), NBC-TV’s Home (also defunct) and
Today, tv consciousness still prevails in St.
Louis, Lion 0Oil Co. (through Ridgway Adv.

DISCUSSING the premiere performance of
Monsanto’s Conquest are Irv Gitlin (1), CBS
director of public affairs, and Dr. Charles
Allen Thomas, president of Monsanto.

St. Louis), which Monsanto purchased in
1956, currently sponsors Ziv Television Pro-
grams’ Highway Patrol in 26 central-south
markets. Monsanto’s success in spot-broad-

casting (radio and tv) for “all” ($500,000 -

in 1956) has prompted the firm to spend
some $50,000 in farm radio in six midwest
states on behalf of its fertilizers and an ad-

- ditional $10,000 in spot tv on the West Coast

for its Rez wood finishes. Furthermore,
though it does not participate in planning
advertising for Chemstrand Corp. (which
it jointly owns with American Viscose Co.),
it encouraged Chemstrand’s Acrilan this fall
to pick up alternate sponsorship on NBC-
TV’s Sally film series starring Joan Caul-

field. (Doyle Dane Bernbach, New York, is
Chemstrand’s agency.)

To justify Mr. Ferriss’ “terribly compli-
cated marketing problem,” one look at Mon-
santo’s sales breakdown ought to suffice.
Plastics, synthetic resins and coatings ac-
count for 31.5% of its net sales; phosphates
and detergents (it still manufactures *“all”
for Lever), 18.2%; plasticizers, 13%; agri-
cultural chemicals, 9.2%; petroleum prod-
ucts, 8.8%; rubber and oil chemicals, 6.8%;
heavy chemicals, 4.4% ; pharmaceuticals and
flavors, 3.7%, and “other” products, 4.4%.

Another factor behind Monsanto’s pur-
chase of Conguest was competition. E. I.
duPont de Nemours, ranking first among
U.S. chemical manufacturers (1957 sales: $2
billion), went into tv spectaculars for the
first time this year with CBS-TV’s duPont
Show of the Month after years of having
sponsored Cavalcade of America in radio-tv.
Union Carbide, No. 2 among the chemical
giants (1957 sales: $1.45 billion), has been
co-sponsoring Omnibus for two seasons on
two networks. And while Allied Chemical
& Dye Corp., No. 3 (1957 sales: $670 mil-
lion) hasn’t yet made its tv debut, Dow
Chemical Corp., No, 4 (1957 sales: $630
million) is again considering tv after having
backed NBC-TV’s Medic last year. (Shortly
before Monsanto picked up Conguest at
roughly $125,000 a show plus $80,000 for
time and commercials, Dow’s agency, Mac-
Manus, John & Adams, was reported in-
terested in the show; so were Shell Qil Co.
and Portland Cement Co.).

Monsanto doesn’t need tv to bolster its
sales as would, say, a food manufacturer. It
has happily been riding the crest of a gigan-
tic postwar chemical boom; witness its
growth in sales from $267. million in 1952 to
$542 million in 1956. For the first nine
months of this year, net sales jumped 7.2%
while earnings before taxes advanced 7.5%.

If it doesn't intend to “push” its prod-
ucts, what does Monsanto hope to gain from
television? Having recently embarked on
a $75 million capital expenditure program,
Monsanto, according to Marketing Vice
President Jack Gillis, intends to:

¢ Increase “favorable recognition” on a
corporate scale,

e Build its reputation as “a successful,
well-managed, diversified company.”

e Emphasize the fact that it makes top-
quality products and backs them with “the
finest technical service.”

e Sell its products indirectly by broad-
ening markets for its own products and
those of its jobbers,

¢ Expand general knowledge of the broad
range of products manufactured by Mon-
santo.

e Create a “selling climate” for its sales
force in order to assure that they’ll be seen
promptly and listened to closely.

Mr. Gitlin hit hard on the latter plank
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of Monsanto's platform, quoting a “satisfied
customer,” the Prudential Insurance Co. of
America, as having said that Air Power
and The Twentieth Century have opened
thousands of doors to its salesmen as no
other form of prestige advertising had been
able to do.

According to Monsanto advertising di-
rector Bill Farrell. the possibility of cor-
porate sponsorship first hit Monsanto in
1954 after it had distributed, free, to tv
stations throughout the country, a 15-min-
ute industrial color film showing how plastics
affect our daily lives. Local Monsanto deal-
ers and jobbers found the films of sufficient
interest to sponsor them locally. Recalls
Gardner’s Chick Martini: “We looked and
locked for three years. rejectinz ‘pure en-
tertainment’ offered us by the networks and
the talent agents. We warted ‘complete
scope.'” Mr. Martini passed over three of
Mr. Gitlin's prize projects. The Search, Ad-
venture and Odyssey before szttling for
Conquest. All three had been on the block
but failed to attract an advertiser; they are
now off the air.

Last Dec. 30, as part of-the network's
three-hour summary, At Year's End: 1956.
Mr. Gitlin and public affairs department
producer Michael Sklar teamed up with
the American Academy for the Advance-
ment of Science to present The New Fron-
tier, an hour-long show dealing with the
scientific achievements of the year. This,
it turned out later. was the seed from which
Conguest sprang. Critical reaction—most
of it favorable—led to further develop-
ment of a “science series” and by May 28,
Mr. Gitlin and staff had completed drawing
up a 57-page detailed presentation for Con-
quest,

Sight unseen, as it were—there never was
a pilot film—Gardner Adv. Co. bought the
show for two years at a price tag reported at
$2 million. Dr. Thomas, a member of the
National Academy of Sciences (which will
work with the AAAS on the show) went
along almost immediately, reasoning that
Conquest would reach “that special audience
of key men of industry who often don’t
watch the ordinary ‘amusement’ program;
thus they would be exposed not only to an
adult program but to our message as well.”

Behind the actual showing of Conquest
stands an intensive merchandising drive paid
for by Monsanto. Tie-in print ads are sched-
uled to run in Life, Time and Farm Journal.
Monsanto also will pre-sell its series in Tv
Guide, and is staging special sales meet-
ings with its key sales people in 10-12
cities. The salesmen will be sporting special
Conquest neckties and lapel buttons, and
lest the stockholders be alarmed that their
precious dividends are being funneled into
television, Monsanto last month kept its
thousands of “bosses” informed via special
Congquest stuffers enclosed with their divi-
dend.

“Five years ago,” Mr. Martini said Tues-
day, “we wouldn’t have been able to air
Conquest or any show like it. The climate of
public acceptance just wasn't there.” It is
today, he feels, and he credits to some degree
Omnibus and Wide Wide World, not to men-
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tion the impact of Soviet scientific achieve-
ment. Such shows as the Frank Capra-AT&T
series, claims Mr. Martini, have opened up
new tv vistas for corporate advertisers.
Five years ago, science was “for sissies
only.” Today, scientific explorers, be they

. named Salk or Hillary, working out of a

lab or on an Antarctic icecap in “Operation
Deep Freeze,” are American heroes. Such a
hero is 1J.§.A.F. Major David Simons, “star”
of the Dec. | Congutest. Monsznto and CBS
will present for the first time exclusive filmed
reports on Maj. Simons’ 33-hour solitary
confinement in a balloon 20 miles above

Minnesota last Aug. 18 in the Air Force's
“Operation Man High.”

Monsanto hopes to clear the air of the
mystery of science and stimulate interest in
science as a career, It will try to do so on
each show via its four 90-second commer-
cials—produced by MPO Films and featur-
ing announcer Nelson Case. Better vyet,
though, comments host Eric Sevareid, even
a sophisticated, 45-year-old reporter who
has literally been through hell and high
water, can stand to learn from Conguest's
myriad forays past the “forbidden” frontiers
of science.

RESEARCH NEEDED, ARF TOLD

® McCabe, Green, Goldberg address workshop on radio

® Well-attended session shows renewed interest in medium

Reawakened interest in radio as a sales-
man was amply evident in the radio work-
shop session at the Advertising Research
Foundation’s third annual all-day conference
in New York last Thursday.

Although two other workshops were in
progress at the same time, a roomful of some
75 advertiser, agency and media executives
met to hear “what we need to know about
radio” discussed from the standpoint of all
three—and then kept the speakers overtime
with questions and further discussion from
the floor.

The consensus of the three panelists was
that “what we need most to know about
radio” has to do with additional research—
especially as to the who, where, when of
listenership—that would permit more mean-
ingful use of radio by advertisers and agen-
cies and more knowledgeable selling by
broadcasters.

The panelists were Thomas B. McCabe
Jr., director of advertising for Scott Paper
Co.; Jack R. Green, associate media direc-
tor of J. Walter Thompson Co. (see con-
densed text page 36), and Melvin A. Gold-
berg, director of research for Westinghouse
Broadcasting Co.

Workshop Chairman Arthur A. Porter,
JWT vice president, noted at the outset that
there is “more interest” in radio today than
in many years, and that this renewed interest
is reaching into all areas of the advertising
business—marketing, copy, research, etc.

He also thought it possible that the next
big step in media research may lead to a
technique for “comparing apples and
oranges”—comparing different media on a
common basis—even though the generally
popular view has been that this could not
be done. After all, he said, “every time we
write a media plan, we have compared
them mentally.™

Mr. Goldberg said radio “has labored
under a severe handicap” in that “it is al-
most too good. For years, radio has been
used by advertisers to help sell their wares,
and apparently it has been quite successful.
But 1 would venture to say it has been suc-
cessful despite a serious lack of knowledge
about the medium.”

He told the group that radio “is too
effective to be afraid of research. We need
more of it, better done and on a more

qualitative basis, The truth can only help
us.”

Mr. Goldberg cited information which
the advertiser needs and which for the most
part generally is available—number of sets.
marketing data, station coverage, program-
ming, audience composition and station
“image” (how people feel about a station),
etc. But he pointed out that research along
these lines could be refined further to the
advantage of both advertiser and medium.

He also cited other research areas where
he thought “extremely valuable” information
might be developed:

“I would like to see some studies on the
problem of frequency and repetition. How
much repetition is necessary to get a given
message across—if the message is also being
presented on tv? How much if it is radio
alone? What are the communications dy-
namics, once a message is heard?

“Another intangible about which we do
not have hard data, but for which there is
a need, is the ability of radio to reach the
customers where the product is being used.
When a food packager can reach the woman
in the kitchen; when the company that sells
gasoline can reach the car owner in his
automobile; when the seller of any merchan-
dise can reach the woman in the car on the
way to the shopping center, or can reach her
just before she leaves to go shopping, this
is a substantial plus that radio does have.
Unfortunately, no research service offers
data on radio listening by location of set.

“As a corollary to this, I think it would
be valuable to the advertising industry and,
incidentally, to the Civil Defense Adminis-
tration, to know the number of radios in
business establishments and the degree to
which these radios are in use. This infor-
mation could be gathered in the 1958 Cen-
sus of Business, unless it is too late. Here,
ARF could take the lead.”

Mr. Goldberg said another area where
ARF might help is in connection with the
decennial census. He thought it “a great
error” that radio questions are to be omit-
ted from the 1960 census, because such
information “would again be of aid not
only to the industry but to civil defense
as well.” He continued:

“As a result of such a survey we would
have county data on the number of radios

BROADCASTING



POWER comes via boat to Angorum, a
New Guinea town where everything vital
is Delco-powered.

UNLOAPING of the Delco batteries is super-

vised by Peter England, who runs the local
trading store.

THE medical officer, Dr. Phelps, needs
Delco power to keep his hospital running,
giving medical service to the town.

RADIO, battery-powered, is Angorunt’s only
means of communications with the rest of
the world.

HUNTER Tom Davidson uses battery-
powered lamps on night hunts 1o keep the
crocodiles under control.

'II'\-._-_

THE commercial ends with a reminder that
Delco can give the viewer the same peak
performance.

DELCO TAKES TO HIGH ADVENTURE

Native: “Campbell-Ewald, I presume——"

Account executive: “Of course——"

This bit of dialogue might well have taken
place during rehearsals for a 3-minute com-
mercial.

The place: Angorum, New Guinea; the
cast, one account executive, Campbell-
Ewald variety, local residents, a location
crew of 38 and unnumbered natives. The
occasion: filming of the Delco batteries
commercial for the premiere last Tuesday
of the High Adveniure series on CBS-TV.

High adventure extended from the pro-
duction of the show to the filming of the

commercials. Campbell-Ewald, agency for
Delco Div. of General Motors Corp., want-
ed commercials as realistic and adventure-
flavored as the show itself. So, while host
Lowell Thomas filmed an excursion through
the wilds of New Guinea, Campbell-Ewald
shot the Delco story in a New Guinea town
dependent on batteries for electric power.

C-E Account Executive Donald Kraatz
traded grey flannel for khaki shorts and
traveled some 10,000 miles from his Detroit
office to supervise filming of the commer-
cial. Shooting took a week in Angorum.
The same camera crew that worked on

the High Adventure story was employed.

Residents of New Angorum, used as the
cast, added realism to the commercial, which
showed their use of Delco power in every-
thing from running the local hospital to
providing light for an evening crocodile hunt
(see above).

Plans are scheduled for a location com-
mercial for each of the six High Adventure
shows to come. For the Dec. 23 show,
the commercial crew goes to the Arctic.
On the future itinerary: Madagascar, Tim-
buktu, Moroceo, Nepal and the Australian
bush country.

in the home, where they are placed, num-
bers of portables, transistors, automobile
radios, etc. It seems to me this would be
well worth the extra money and effort.”

He also proposed—crediting the idea to
Harper Carraine, CBS Radio director of
research—that warranty cards on new ra-
dio and tv sets be used to gather industry
information.

“Why,” he asked, “couldn’t ARF con-
tact the radio manufacturers, or have
RETMA [now Electronic Industries Assn.]
or NARTB make the contacts, to get 2 con-
tinuing analysis of the warranty cards . . .?

“The usual warranty card includes ques-
tions as to who made the purchase, whether
it was bought for oneself or received as a
gift, how many radios are owned, what kind,
etc. If the industry got behind such an
analysis we could, in all probability, include
certain other questions which would be of
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mutual interest. And, incidentally, the same
data would be available for fm and tv.
Obviously, secrets such as who the manu-
facturers are, or their individual names,
could be eliminated from the finished re-
ports.”

Mr. McCabe, whose firm is in both radio
and television, had six questions whose
answers, he said, would permit more mean-
ingful use of radio:

1. How do radio and tv compare in im-
pact? If it is true that tv's impact is greater,
than how many radio minutes are needed
to equal the impact of one tv minute?

2. What frequency of commercials is
necessary to make radio advertising effec-
tive? At what point does the advertiser
reach the point of diminishing return?

3. Are participations as effective as spon-
sorship of full segments?

4. The imagery transfer concept assumes.

he felt, that radio is part of “a media mix”
rather than a medium standing by itself. If
that is correct, does radio have a serious
limitation as an exclusive medium? If it is
effective as an exclusive medium, what
products can benefit more from its use—the
new, the relatively new, or the established?
(Later he said he had little concern about
radio’s ability to introduce new products,
but was more concerned about its ability,
when used exclusively or almost exclusively,
with established products.)

5. It is hard, he said, to merchandise ra-
dio properly, on the basis of present re-
search. Can research be developed in this
connection to show radio in its proper
relationship to other media?

6. Advertisers are concerned about over-
commercialization of radio in peak listening
periods, he asserted. Has this commercial-
ization watered down the effectiveness of
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radio? If it has, he continued, it would be
helpful if the industry could try to work out
a solution.

The question of over-commercialization
and protection of competing products was
raised later from the floor. Mr. Goldberg,
while denying that WBC stations over-com-
mercialize, noted that other media face the
same problem and bhave done no research,
leading the questioner to acknowledge that
radio is not the only sinner. Mr. Goldberg
said that in his view agencies and advertis-

ers would have to take the lead in research
for any corrective campaign—that broad-
casters cannot be expected to “police our-
selves to that extent.”

From the floor, Frank Boehm of Adam
Young Inc. added that advertisers force
broadcasters to overcrowd certain times.

When JWT’s Mr. Green had completed
his appraisal of the need for more details on
individual listening habits (see text, below),
one audience member interpreted his talk
as a ‘“condemnation” of A. C. Nielsen

Co. services. Mr. Green said this .was not
correct but that he did feel, since such de-
tailed information is available on listening
by households, that the research should be
carried further to show additional details by
individuals.

He said he had tried to interest Nielsen in
undertaking it, and added that in his opinion
such data need not be issued with the fre-
quency of the regular Nielsen pocketpieces
but, rather, that issuance on a quarterly or
semiannual basis probably would be adequate.

DATA LACK HURTS RADIO—GREEN

Is radio, the “most universal” medium,
even more universal than it thinks? Is it
short-changing itself regarding both its reach
and its impact? Jack R. Green, associate
media director of J. Walter Thompson Co.,
thinks this may be the case—owing to an
inadequacy of research on the media habits
of individuals. _

One of three panelists at the radio work-
shop in the Advertising Research Founda-
tion’s third annual conference last week (see
page 34), Mr. Green noted that *drastic
changes have occurred in the past two dec-
ades in every aspect of [radio] except the
research tools and techniques used to meas-
ure it.” Among other changes affecting ad-
vertising, he noted “an explosive growth in
population and the size of our national
economy,” shifts in population, the trend
toward product diversification and the ab-
sorption of advertising into the marketing
structure. His talk as he then developed his
theme is presented here in condensed text:

“Each medium must be evaluated in light
of its contribution to sales effectiveness when
used in various possible combinations with
other media as part of the planned market-
ing mix.

“In effect, the key question has changed
from ‘what should we buy in radio? to
‘should we buy radio?

“During this evolutionary period the ra-
dio medium itself has undergone many
changes.

“Through the installation of radios in the
kitchen and bedroom, in the workshop and
barn, in automobiles and on tractors, radio
has been transformed into the most uni-
versal and the most personal of all media.

“There have been equally sweeping
changes in programming patterns and in
the methods of selling radio. The concepts
of ‘big nmame’ programs, first refusals on
franchise time periods, and exclusive spon-
sorship of individual programs, have vir-
tually disappeared from radio.

“Equally significant is the often over-
looked fact that the current selling prac-
tices of participation sponsorships and the
revised rate structures now give every ad-
vertiser an opportunity for access to king-
size audiences at efficient cost. A decade
ago only a limited handful of advertisers
were lucky enough to come up with a hit
show or a franchise on a key time period
that could deliver audiences comparable in
size and cost efficiency.

“Because radio is now so ubiquitous, it
is almost certain to be listed by the agency
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media man as part of one or more of the
combinations that are considered in the
media plans for products with a broad
marketing base.

“In examining the radio portion of these
possible combinations, it is relatively easy to
get a pin-point fix on the number of homes
that will be reached by radio. It is also pos-
sible with currently available data to deter-
mine how many of these homes will be tv
or non-tv households and to estimate what
portion of each sub-group will not be
reached by any of the other media on the
schedule.

“But at this point the trail suddenly van-
ishes and the media man has to grope his
way through the balance of his evalua-
tion on sheer intuition, due to the absence
of pertinent research data on the actual
listeners—as  distinct from households
reached.

“This is particularly frustrating in the sit-
uation where 25%-50% of a million dollar
or more budget may be under consideration
for use in radio. Although the radio seg-
ment may represent a large gross number of
homes and impressive frequency, it usually
subdivides into at least three or four dis-
tinct categories—where the radio message
will have a different role to play.

Of Many Categories

“As a minimum, these categories would
be (A) non-tv homes, (B) tv homes not
reached by the product’s tv schedule, (C) tv
homes that will also be reached with mes-
sages. If the plan includes print media, the
categories become more numerous and com-
plex. '

“Current radio research tools can pro-
vide a reasonable fix on the total number
of listeners reached by any schedule—but
even this requires some ingenious calcula-
tions and assumptions if we want to include
the out-of-home audience.

“However, none of the available data on
listeners provides more than a faint clue con-
cerning the distribution of these listeners
between tv and non-tv homes. And there
are no clues whatsoever that will enable
us to determine, within tv homes, the dif-
ferences in number, kind or quality of lis-
teners who are also exposed to the brand’s
message on tv and those who are not,

“Analysis of set use patterns indicates
that within each socio-economic group of tv
households, there are families with marked
differences in radio and tv set use habits.
In the absence of satisfactory research data

about the media habits of individuals with-
in these households, we can only speculate
on the explanation for the differences in
radio or tv set use. We cannot determine
whether they are due to differences in the
number and kind of people who are at home
at various hours or to differences in the
mood and attitudes of the individuals in-
volved. '

" “Similarly, we cannot determine whether
out-of-home radio listeners are the same in-
dividuals we are reaching with our radio
or tv messages at other parts of the day or
week.

“In the absence of clear-cut evidence
about the differences in media habits of in-
dividuals who are exposed to the radio and
tv messages in homes that are reached by
both schedules, we frequently have to as-
sume that both messages reach the same
person. This probably means that radio is
being short changed on the estimates of the
number of individuals it reaches exclusively
with the advertiser's message.

“But even more important than this short
changing in the number reached exclusively
is the possible understatement in terms of
quality and seiling impact.

“Most of the current copy testing tech-
niques tend to imply that the ‘sight plus
sound’ approach usually has an advantage
over ‘sound only’ in registering effective
impact for an advertising message. But the
conclusion is based on overall averages—
and does not allow for the possible differ-
ences in mental set among people who turn
on the radio rather than the tv set as their
media choice.

“The fact that an individual is listening
to the radio at the time our message is
broadcast may in itself pre-dispose him (or
her) to greater receptivity for the message
than he displayed under typical copy test
conditions.

“The longer we delay in getting research
undertaken on the listening habits of in-
dividuals within the household, the more
difficult it will become to isolate the sales
effectiveness of radio. Media patterns are
becoming more complex. Each new com-
ponent added to the media mix for a prod-
uct increases the research problem of identi-
fying the specific combination of media ex-
posure that individuals have received. Since
the trend .is still toward greater flexibility
in media patterns, the present void in au-
dience data may place an even greater handi-
cap on radio as the emphasis increases on
evaluation of the profit potentials for vari-
ous combinations as the basis for final
media selections.”
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DOMINATION IN DEPTH

The first study of local television ever made by the
highly respected ALFRED POLITZ RESEARCH
CO. reveals that almost everyone watches movies on
television.

88% of the 11,420,000 New Yorkers over age 11 watch
movies on television, and 75% of these viewers feel
that movies are as enjoyable, or more enjoyable than
other TV programs.

Which movie programs do viewers watch?

Politz studied the five leading television movie programs in New York and found that over a four week period...

MILLION DOLLAR MOVIE
REACHES MORE DIFFERENT

PEOPLE THAN ANY
OTHER MOVIE PROGRAM

Million Dollar Movie 1,757,000
Movie Program A 5,589,000
Movie Program B 4,630,000
Movie Program C 3,681,000
Movie Program D 3,218,000

Which movie program has the best movies?

MORE PEOPLE BELIEVE
THAT MILLION DOLLAR MOVIE
SHOWS THE BEST MOVIE

ON TELEVISION

Politz also studied the scheduling of TV movies in
order to determine if viewers find these programs con-
venient to watch. Million Dollar Movie topped the other
movie programs with 82.5% of all viewers reporting
that if there is a particular movie they want to see they
find it convenient to watch orn Million Dollar Movie.

% of all Movie Viewers in 4-weeks

Million Dollar Movie 44.8%
Movie Program A 19.8%
Movie Program B 13.5%
Movie Program C 10.7%
Movie Program D 5.1%

A breakdown of movie viewers by categories such as
income level, age level, residence, reveals that over a
4-week period Million Dollar Movie reaches more people
in every single category than any other television movie
program! This is truly domination in Depth.

You can get the full details of the Politz Study from WOR.TV’s
booklet: “N.Y. TV’s 10 MILLION MOVIE VIEWERS”

For your copy write: William P, Dix
WOR.TV, 1440 Broadway, N.Y,18,N.Y

I\- () :Ig;vi;::;:;io Pictures, Inc. wo R -T Vchannel 9 New York
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Again WBRE-TY shows its outstand-
ing leadership in Pennsylvania’s Great
Northeastern Wilkes - Barre - Scranton
Market.

As you read this, men and machines are at work on the first
phase of WBRE-TV’s new home shown above. WBRE-TV's
expansion comes shortly before its Fifth Anniversary , . . to
be celebrated January 1, 1958,

Always First With The Finest in engineering know-how . . .

programming . . . audience . . . coverage . . . and ratings,
WBRE-TV's expanded facilities will provide the most modern
studios and equipment for the presentation of “live” tele-
Tv Chunnel 28 vision shows . . . Black and White or COLOR! !
WILKES-BARRE. PA.
ANE BASIC BUY : National Representative : The Headley-Reed Co. No time to lose . . . get the very
Counties C d: LUZERNE  LACKAWANNA  LYCOMING COLUMBIA ; ; icion i
SCHULYKILL  NORTHUMBERLAND MONROE. PIKE WAYNE best in both Radio and Television in
WYOMING SULLIVAN SUSQUEHANNA BRADFORD UNION America’s 24th market.

LEHIGH SNYDER MONTOUR CARBON CLINTON




ADVERTISERS & AGENCIES conminuep

RESEARCH TOPS TV WORKSHOP

Research problems of television, including
those of getting people to pay attention to
research findings, occupied the television
workshop at Advertising Research Founda-
tion’s third annual conference last Thurs-
day in New York.

Jay Eliasberg, CBS-TV research director,
offered findings to disprove such “legends”
as those based on the idea that television
has become “too expensive” and those
blaming inferior programming for the sum-
mer drop-off in viewing; W. M. Weilbacher,
vice president of Dancer-Fitzgerald-Sample.
advanced standards for making cost-per-
thousand computations more useful, and
Bud Sherak, vice president of Kenyon &
Eckhardt, appraised long-term planning in
research.

In one of the question-and-answer devel-
opments after the formal presentations, a
representative of the newspaper Bureau of
Advertising got Mr. Weilbacher—who had
dealt with cost-per-thousand in his talk—
to agree that he would give “a highly
qualified ‘no’ ” to the use of cost-per-thou-
sand in comparing different media.

This exchange prompted an interruption
from the floor. A participant won applause
from others in the audience when he told
the group that cost-per-thousand cannot be
disregarded in making inter-media com-
parisons. No matter how imperfect they are
done, he said, they are done-—and people
in advertising “can’t fold our hands piously”
in the face of the problem.

The television meeting, with Grey Adv.
Vice President E. L. Deckinger presiding,
was one of eight workshop or general ses-
sions held during the one-day conference,
for which Arthur Hull Hayes, president of
CBS Radio, was program chairman.

Striking at “legends” that have grown up
despite research evidence to disprove them,
Mr. Eliasberg first tackled the one that says
tv's expensiveness is driving advertising into
alternate-week sponsorships. During the
four-week period which ended last January,
he acknowledged, 44 of 138 regularly sched-
uled network evening programs were spon-
sored on an alternate-week basis.

But, he noted, there are other reasons
for alternate-week sponsorships. Assuming
that an advertiser who sponsored at least
two hours of evening network programming
in that four-week period could have afforded
a single half-hour every week, he showed
that 83% of all evening network time was
sponsored by advertisers who could have
afforded every - week sponsorships. More-
over, he said, the percentage of hours spon-
sored by advertisers who may not have
been able to afford every-week programs has
remained “virtually constant” {(from 14%
of evening hours in 1953 to 17% in 1956)
through the years when tv costs are suppose
to have skyrocketed.

Mr. Eliasberg conceded that time costs
on the average half-hour nighttime network
program had risen from $10,150 in 1951 to
$44,200 this year, while talent costs have
gone from $10,400 to $33,900. But, he
noted, “network lineups now consist of sub-
stantially more stations than they did then
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and, more important . . . each of these sta-
tions provides a much larger audience for
the advertiser’s program than it did in past
years.” Actually, he continued, the cost per
thousand home hours of viewing has risen
9% since 1951—from $16.50 to $18.10.

In contrast, he added, newspapers' cost-
per-unit has gone up 14% and magazines’
has increased 16%.

He next tackled the “Sunday afternoon
intellectual ghetto myth”—the notion that
“good” programming is being sacrificed by
being shown on Sundays. Actually, he
pointed out, one program got an average of
16 million homes per average minute on a
Sunday afternoon—while none of four
“good” programs shown that same afternoon
got more than 21% of that number. He
showed further that “'good” programs have
been switched from Sunday afternoon to
prime evening periods with little or no im-
provement—and sometimes a loss—in
ratings.

To answer the “legend” that the summer
slump in listening wouldn't happen if net-
works and advertisers maintained their pro-
gram standards, he cited the cases of eight
programs which used no summer repeats
and had no summer-winter differences in
production standards. Yet, the average rating
for the May-September period dropped
23%. He went on:

“In 1956, we see that the typical Amer-
ican television family spent 5 hours 36 min-
utes with its set in January . . . and in July
the same family spent 38% less time watch-
ing summer programming. It sounds as
though summer programming is really bad,
doesn’t it? But what happens in May? I

i <ty T,
3 ;I‘ t*m
M'SIEUR le gendarme may be right in
the middle of things, but he recognizes
a number of Fords in the busy Paris
traffic. The fine-line, busy art work
is a mew approach for Ford’s animated
tv commercials, which carry out the
1958 theme: “Proved and approved
around the world.” Created and pro-
duced by Playhouse Pictures, Holly-
wood, the commercials are a change
of pace from the familiar large ani-
mated characters seen on the screen
in close-ups with a product image. The
“cluttered screen” animations were
designed and created by Chris Jenkyns
of Playhouse. Over 4,000 reels of the
series of 12 commercials were mailed
last month to 275 tv stations.

i s e
t

know of no program that goes off for the
summer as early as May, or which starts
running repeats in May, or whose summer
replacement comes on in May. Nevertheless,
the typical American television family spent
only 3 hours 53 minutes with its television
set [in May), a drop of 31% from the Jan-
uvary high. Notice that 81% of the January-
July drop has already been accounted for
by May, and that programming could have
had nothing to do with it at all.”

This point returned to haunt Mr. Elias-
berg a little later when a participant arose
to ask when the networks were going to
revise their rate cards to reflect this summer
slump. Mr. Eliasberg replied, however, that
CBS-TV already recognizes it in its rates
and discounts for 52-week advertisers.

Mr. Weilbacher offered these standards
for useful cost-per-thousand computations:

1. They should be based on people.

2. They should be based on people ac-
tually exposed to the advertising message—
the number of people actually in front of
the set during the commercial.

3. So far as possible, they should be
based on delivery of the advertising message
to people who actually are prospects for the
advertised brand.

4. One should be “wary” of cost-per-
thousand comparisons — some expensive
programs may be justified when marketing,
merchandising and other specific considera-
tions are taken into account; some cheap
programs cannot be justified at all.

5. One should not make cost-per-thousand
comparisons without being sure that he
knows the true costs in all cases involved.

Mr. Sherak discussed “some of our long-
term research problems . . . which grow
out of the basic recommendations of the
business: the size of the advertising budget,
the media strategy, the creative platform,
and the merchandising and promotion plans”
and outlined some of the work being done
in these areas at Kenyon & Eckhardt.

Many basic problems, he felt, could be
solved by developing a “theoretical model
which attempts to explain objectively how
advertising works in producing sales.”
Among the elements in this model, he said,
should be “advertising exposure and a num-
ber of psychological variables that control
product acceptance” cutting across “all the
special departments in advertising research,
integrating media research, copy research,
consumer research and motivation research.”

He continued: “I think we should invest
our time and effort to try and improve our
techniques of measuring these variables and
try to refine the model with additional vari-
ables. . . . “Finally, I think there is a des-
perate need for more basic research through
ARF. Advertising researchers are just begin-
ning to find out how to tackle some of our
major problems systematically, and they
need time, money, patience and the support
of the ARF to do the job.”

Other workshop sessions explored radio’
[see page 34], copy research, newspapers,
magazines, motivation research and an all-
media study showing that “there are no
exclusive audiences.”

At the luncheon, presided over by Mr.
Hayes, Executive Committee Chairman
Wallace H. Wulfeck of William Esty Co.
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ADVERTISERS & ABENCIES continuep

stressed that “we in this industry have a
moral obligation to find ways of accurately
measuring what a dollar spent in advertising
produces in sales—and “soon.” This, Dr.
Waulfeck admonished, “means we must be
able to measure with precision both quali-
tative and quantitative factors in audiences
to all media, magazines, newspapers, tv
and outdoor. It means that we must be able,
reliably, to evaluate copy, illustrations, ra-
dio and tv commercials as experienced
in their proper frame of reference. It means
we must find ways of understanding the
whole complex of consumer dynamics as
it plays its part in the rapidly changing
economic development for the next few
years.”

In the afternoon session, BBDO made
public for the first time a study of how
Americans spend their leisure time and
found them to be listening more, viewing
more, reading more, and—in general—de-
voting more time to more activities, The
report, outlined in an address by BBDO
Research Vice President Ben Gedalicia,
was introduced by Ford Motor Co.s in-
stitutional advertising head Ben R. Don-
aldson, who said: '

“ .. Some of us have to be awakened
by the rude alarm clock of progress. . . . We
must recognize that we live in a changing
world.” He said that “the time is past” when
a single broadcasting station could point
“with pride to its audience and claim it as
its prize possession.” The outcome of the
BBDO study, noted Mr. Gedalicia, even sur-
prised the agency, for “we found . . . rather
quickly . . . [that] people were not behaving
quite as we had anticipated.”

He declared that the survey spiked the
oft-quoted myth that the more intelligent
the person, the more media he read or
watched. Conversely, the survey also be-
lied the contention that heavy media users
are not as active—physically—as those
people who use one or two media. In recent
years, he went on, there has been a notice-
able upsurge in viewing, listening, reading
and the do-it-yourself activities among all
strata of all sexes and of alt income levels.
But does all this “rushing around” imply
that the advertising message may be lost
in the maze of activity? No, says BBDO,
which finds that “the heavy media users . ..
are more likely to retain what they have
seen. When one considers the amount of
time they spend in media and their greater
opportunity to be exposed to the adver-
tiser’s message via 50 many different chan-
nels, it is no surprise that they can do this.”

Wulfeck Agoin Heads ARF Board;
Slate of Directors Approved

Dr. W. H. Wulfeck, chairman of the
executive committee of William Esty Co.,
was elected to his second consecutive one-
year term as chairman of the board of the
Advertising Research Foundation last week.
Ben R. Dcnaldson, director of institutional
advertising, Ford Motor Co., was re-elected
vice chairman and Arnco H. Johnson, vice
president of J. Walter Thompson Co., was
re-elected treasurer. William A. Hart con-
tinues as president and A. W. Lehman con-
tinues as managing director, ARF reported.
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New directors of ARF are William R.
Farrell, director of advertising, Monsanto
Chemical Co., and Donald S. Frost, vice
president, Bristol-Myers Co., representing
advertisers; Charles L. Rumrill, president-
board chairman, Rumrill Co., and Dr. Lyn-
don O. Brown, vice president in charge of
media, merchandising and research, Dancer-
Fitzgerald-Sample, representing agencies;
Donald M. Hobart, senior vice president,
Curtis Pub. Co., and Jobn W. Hartman,
president, Hill Bros. publications, represent-
ing media.

Previously elected advertiser directors are
Rex M. Budd, director of advertising, Camp-
bell Soup Co.; Frank W, Mansfield, director
of marketing research, Sylvania Electric
Products Inc.; J. Ward Maurer, vice presi-
dent-advertising, Wildroot Co., and Paul B.
West, president, Assn. of National Adver-
tisers.

Continuing as advertising agency direc-
tors are Charles A. Pooler, senior vice
president, Benton & Bowles; Vincent R.
Bliss, president, Earle Ludgin & Co.; Sher-
wood Dodge, executive vice president,
Fletcher D. Richards Inc.; and Frederic R.
Gamble, president, American Assn. of Ad-
vertising Agencies.

ARF directors representing media also
include Arthur Hull Hayes, president, CBS
Radio; John C. Sterling, chairman of the
board, This Week magazine; Andrew Heis-
Kell, publisher, Life magazine; Walter C.
Kurz, advertising manager, Chicago Trib-
une; David C. Adams, executive vice presi-
dent, NBC, and William B. Carr, advertis-
ing director, McCall's.

Bristol-Myers Acquires
Grove Labs in Merger

Bristol-Myers Co., New York, which by
Dec.. 31 expects to effect close to $100
million annual sales, and Grove Labs, St.
Louis, which hopes to rack up $13.5 million
sales by year’s end, have culminated six
months of secret talks and will merge pend-
ing Grove stockholder approval.

Joint announcement of the merger was
made last week by Lee H. Bristol, B-M
president, and James H. Groves, Grove pres-
ident. Bristol-Myers, which has purchased
the total business and assets of Grove
through a stock-and-cash deal the terms of
which were not disclosed, will run Grove
as a wholly-owned subsidiary. It was under-
stood the merger already has been approved
by B-M's 15,000 stockholders. Grove, a
family-owned firm, has approximately 100
shareholders. They are slated to meet in
January at St. Louis.

According to B-M officials, no changes
are contemplated either in Grove manage-
ment, its sales force or its multi-agency
structure. A bellwether broadcast advertiser,
Grove last year billed approximately $5
million, of which $2 million was in spot tv
alone. Products and their agencies are:
Bromo Quinine, a $1 million account that
in 1956 switched to Gardner Adv., St
Louis, from Benton & Bowles, New York;
NoDoz Awakener and Shut-Eye sleeping
formula, the former a radio network adver-
tiser, through Sidney Garfield & Assoc., San

account of which 30% was in radio spot
Francisco; Citroid Compound, a $2 million
this season [ADVERTISERS & AGENCIES, Oct.
21), through Dowd, Redfield & Johnstone;
Fitch hair products and Pazo ointment, and
other Grove products, also radio advertisers,
through Cohen & Aleshire, New York.
Grove’s success with radio was detailed
earlier this fall at Radio Advertising
Bureau’s annual National Radio Advertising
Clinic by Advertising Manager R. W. Teste-
ment [ADVERTISER & AGENCIES, Oct. 14].

Bristol-Myers’ ad budget is considerably
higher than Grove’s. Last year, it spent
approximately $21 million, of which over
$10 million was in television, $9 million
of the latter figure in network. Its agencies
include BBDO; Doherty, Clifford, Steers &
Shenfield; Young & Rubicam, and two other
agencies servicing ethical advertising. The
B-M products most often mentioned on the
air include Bufferin, Ban, Sal Hepatica,
Vitalis, Mum, Theradan, Ipana and Minit-
Rub. Among tv network programs identified
with B-M are CBS-TV's Alfred Hichcock
Presents and Playhouse 90 and ABC-TV’s
Mickey Mouse Club.

Bristol-Myers also is quite active in day-
time network radio and makes considerable
use of spot radio and tv.

The acquisition of Grove follows by over
a year B-M’s disposal of two divisions,
neither of which manufactured products
bearing “a logical relationship between the
present and indicated future lines” of the
products and “the basic business of the
company.” A year ago last July Bristol-
Myers sold to Sherwin-Williams Co., paint
and brush manufacturers, its Rubberset Co.
(shaving brushes) and that December, ef-
fected a stock deal with American Can Co.
for Canco’s acquisition of B-M’s Sun Tube
Corp. The corporation now has three divi-
sions—Bristol-Myers Products Div., Bristol
Labs Inc. and the ethical drug division.
Grove Labs may eventually be run as the
fourth.

Broadcasters to Attend
Meets on D'Arcy Operations

Radio-tv station representatives will be in-
vited to attend the first of a series of media-
relations meetings scheduled by D-Arcy Adv.
Co., St. Louis, and announced last week by
its president, Harry W. Chesley Jr.

The purpose of the program, under which
D’Arcy will set aside one day each month
for a small group of visiting media repre.
sentatives or client executives, is to person-
alize agency-media relations and to familiar-
ize media people with D’Arcy operations.
Brief talks by agency department heads and
a tour of the company are included.

Radio-tv station representatives will kick
off the series Nov. 20, to be followed by rep-
resentatives of other media, including news-
papers, magazines, outdoor and transporta-
tion firms. Agency talks will explain D’Arcy’s
integrated operations, from conception of
a product through all advertising and mar-
keting stages to final sales at the consumer
level. Special slide film will be utilized as a
prologue to the talks by creative radio-tv,
media, research, merchandising, copy, pub-
lic relations and marketing heads.

BROADCASTING




MEASURING EDSEL'S TV IMPACT

® Two surveys draw like conclusions on public reaction

® Push-button gear shift stands out as most-remembered

Two approaches to the commercial impact
of a network tv program were demonstrated
in New York last week as the new Edsel
and its tv introduction (The Edsel Show, a
one-hour, one-shot program starring Bing
Crosby and Frank Sinatra on CBS-TV Oct,
13) got a thorough statistical going-over.

COMMERCIAL REACTION,
AUDIENCE ATTITUDES

A survey by the Pulse Inc. profiled not
only the reaction of the audience to the
commercials on the Crosby-Sinatra extrava-
ganza but also audience attitudes on the
Edsel itself—the advantages or disadvantages
of the newly-introduced car, its cost, its
prospects, its potential customers and how
it stacks up against the cars that viewers are
now driving.

In the commercials, the thing that stuck
most in viewers’ minds was the fact
that the Edsel’s push-button gear shift is
on the steering wheel. A total of 23% noted
this feature. Next in remembrance, with
9.2%, was the fact that the Edsel line
offers a number of different models. Third
most impressive feature, noted by 4.9%,
was not related to the car it-
self but to the commercials—
the feeling that the sales mes-
sages were good, not too
numerous, in good taste and -
“not thrown at you.”

Next in line were attrac-
tiveness of the Edsel and rec-
ollections of its styling (4.6%
each), and the push button
for the trunk (4.4%).

At the other end of the
scale—some 25 features were
covered—32.9% said they
remembered “nothing partic-
ular,” and 3.7% found the
commercials “stupid,”
peated” or ‘‘tense.”

The answers were broken down between
“car owners” and “non-car owners,” and
often commercial remembrance was higher
-among non-owners, on a percentage basis,
than among owners.

Comparing the Edsel to their 'preSent
cars, 4.7% thought the Edsel “much better”
and 27.7% thought it “better”--while
another 27.7% thought it “not as good.”
A total of 7.3% felt it “has to be better”
because it’s a 1958 model; 6.7% thought
one was as good as the other, and 21.6%
felt they didn’t know.

Almost half (49.9%) thought the Edsel
has advantages over other cars—push button
driving, modern design and styling, and ad-
vanced controls and other improvements
were named most often, in that order—while
32.9% felt it has no advantages and 17.2%
had no opinion. A total of 22.8% felt it
has disadvantages—dissatisfaction with styl-
ing, dislike of controls etc., and a feeling
that it would not be economical were most
frequently mentioned—but 60.1% saw no
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OBJECT of all the commercial research reported
by the Pulse and Qualitative Research Inc. is the
wre-  Edsel itself. The picture at right shows a closeup

disadvantages and 17% had no opinion.
Among the car owners, 10.4% said they
thought they would choose an Edsel for
their next car; 51,5% said they would not,
and 38.1% didn't know. Of those who
thought their next car would be an Edsel,
15.7% said they were influenced by their

- liking for it and the fact it was made by

Ford; 13.7% because they liked the styles
and models, and 11.8% because they liked
the trim and other features. A total of
17.6% gave no particular reason.

Among those not planning to make their
next car an Edsel, chief reason {cited by
25.3%) was the feeling that it was priced
beyond their reach.

Asked for their views on Edsel's “pros-
pects for the future,” owners and non-
owners followed generally similar patterns.
Of the total, 17.2% thought the prospects
were “excellent, very-good”; 41.6% thought
them “good”; 12.3% voted “fair, okay, all
right”; 22.1% had no opinion; 6% regarded
the outlook “poor” and 0.9% called it “very
poor, terrible.”

The kind of person apt to buy an-Edsel,
in the opinion of the greatest number

(12.6%), was “middle class,” Next came the
person who “likes something new and dif-
ferent, modern” (9.4%), the “average in-
come person” (8,9%), the ‘“upper class,
rich, wealthy” (8.7%), and those “who can
afford it” (8.3%). Almost 6% thought “any-
one” would buy an Edsel; 0.9% said
a “smart person” would buy; 0.7% said “a
fool” would, and 0.5% said someone who
“likes to keep up with the Joneses.”

Most people (18.9%) estimated the Ed-
sel’s cost in the $3,000 to $3,099 range,
while the second largest group (11.8%) put
it at $4,000 and over. Almost 11% thought
it was $3,500 to $3,599. Actually, Pulse
spokesmen noted, -the cost ranges from
approximately $2,600 to $3,800.

Reaction to the show itself was over-
whelmingly favorable, with 85.7% rating it
“good,” “very good” or “excellent” and less
than 5% calling it “poor” or worse.

The survey also undertook to measure
the institutional value of the program, ask-
ing viewers how, after seeing the program,

they felt about Ford Motor Co., the sponsor.
More than half (53%) said they were “more
favorable” than before; 1.5% said they were
“less favorable,” and 45.5% had “no par-
ticular reaction.”

Pulse spokesmen said researchers cailed
on 200 persons in each of the 20 markets
covered and interviewed every third person
who had seen the program, getting com-
plete answers from 587 (491 car owners, 96
non-owners).

SECOND SURVEY USES
NEW DEPTH TECHNIQUE

The research file on the Edsel was con-
siderably fattened a few days after issuance
of the Pulse survey with the release of re-
search conducted by Qualitative Research
Inc. under the direction of the Television
Bureau of Advertising.

In the research, Dr. Leon Arons, TvB's re-
search director, noted that a “special tech-
nique” was developed. Four groups were
interviewed via the telephone recall method.
Used were “matching” groups of viewers
and non-viewers of the program:. In each
case of viewer and non-viewer, one group
(the matched) was interviewed before the
show and the other immediately after the
show,

According to Dr. Arons, “Each group
consisted of next door neighbors of the
other group. We could expect that the non-

of the push-button gearshift featured in one com-
mercial on the show. This proved to be the most-
remembered feature of the Edsel commercials.

viewers and their neighbors who had been
interviewed before the program would show
no difference in results, since neither group
had been exposed to the program. This was
made a paramount condition or control for
the findings.”

Interviews (a total sample of 618 per-
sons) were taken in 11 markets (in both the
city and suburbs).

Among the findings:

The public’s favorable attitude toward the
Edsel doubled as the result of the single
tv show: Before the program, 17.3% of the
people thought the Edsel a “very good” car,
but after the show, the percentage rose to
35.6%. ’ :

When respondents were asked what they
could tell about the Edsel and its features,
27.6% of the viewers spontaneously referred
to the pushbutton transmission on the steer-
ing wheel compared to 8.6% of their neigh-
bors who were interviewed before the pro-
gram. The “control” or condition: Of
non-viewers questioned after the telecast,
8.1% had mentioned the feature, contrasted
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Beech-Nut Life Savers, Inc.
and its agency,

Young and Rubicam,-

are Sold on Spot as a

basic advertising medium.

Following its merger with Life Savers, Beech-Nut Gur
adopted an aggressive new sales policy, aimed at over
coming distribution problems and at making Beech-Nu
Gum the leading national brand. The method: a giar
initial build-up in America'’s top 50 markets. The mediun
SPOT RADIO.

Using 63% of its total advertising allotment, Beech-Nu
Gum is blanketing the top 50 markets with a 10-secon:
spot campaign,ranging from 50 announcements per wee.
to 115 per week in New York City. The schedule cover
radio’s high-traffic periods, Monday through Friday, 7-!
a.m. and 4-6 p.m., with emphasis on the latter part o
the week, when most family marketing is done.

Jim Parker, Advertising Manager, tells why SPO"




Laft to right:

William Geeslin,

Y & R Account Executive;
James Parker,

Advertising Manager,
Beech-Nut Life Savers, Inc.
Rocco Ciccone, Sup't.,

First National Stores,Cross County Center, Yonkers;
Herbert Watson,

Radio Sales Representative,
NBC Spot Sales;

‘Willlam P. Doilard.
Y & R Media Buyer.

sSPOT

ADIO figures large in Beech-Nut Gum’s future plans:
Using those regions where its distribution is already
stablished as a springboard, Beech-Nut Gum is making
national splash. Only SPOT RADIO gives the frequen-
v required for such a tremendous job at such reasonable
ost. To its extensive and ¢ontinuing schedule in the top
O markets, and toc NBC Spot Sales’ radio stations in
very market where they play a part, goes much of the
redit for the overwhelming success of the Beech-Nut
um campaign.”

Vhether you're aiming at a specific region, or trying to
it all the top markets, you'll find that you can really
all your advertising shots when you use SPOT.,.es-
ecially on these leadership stations, represented by ...

SPOT SALES

Hartford -New Britain WNBC
New York WRCA, WRCA-TV
Schenectady-Albany-Troy WRGE

FPhiladelphia
Washington
Buffalo
Miami
Cleveland
Loulsville
Chicago

St. Louis
Denver

Los Angeles
Seattle-Tacoma
San Francisco
Honolulu

WRCV, WRCV-TV
WRC, WRC-TV
WBUF

WCKT

WHK

WAVE, WAVE.TV
WMAQ, WNBQ
KSD, KSD-TV
KOA.TV

KRCA

KOMO, KOMO-TV
KNBC

KGU, KONA-TV
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to 9.6% of those non-viewers interviewed

before. the program.

In directing the respondents’ attention to
specific features in the commercials (there
were three commercials on the program—
one, a broad sweep of the model, two, of
the whole Edsel line, and three, on Edsel
features), 51.8% of the viewers gave the
correct information with respect to the push-
button transmission compared to 21.8% of
their neighbors interviewed before the pro-
gram,

In measuring attitude toward the Edsel,
67.8% of program viewers gave favorable
ratings, while 39.1% of their neighbors in-
terviewed before the show were favorable.
For all persons interviewed, this “in favor
attitude” rose from 40.8% of persons inter-
viewed before to 54.4% interviewed after
thHe telecast. No significant differences in
attitude were recorded of non-viewers to
those interviewed before the program.

According to TvB, the increase in favor-
able ratings “seemed to come largely from
respondents with no particular feeling to-
ward the car before the telecast. In dif-
ferent ratings of the car were given by
28.2% of program viewers,.a drop of
25.8% from the level of those interviewed
in advance (54%).”

As seen by Norman E. Cash, TvB pres-
ident, “this new technique measures the first
point of advertising—the public’s opinion
of a product.” It means, Mr. Cash said, that
“at last advertisers have a technique for
measuring the basic effectiveness of their
advertising.” He indicated the same tech-
nique could be applied to other media. The
results, he continued, show tv “increasing
the consumer knowledge and, more impor-
tant, the favorable attitude toward the prod-
uct.

“, . . We are not measuring audience
size, we are measuring the depth of im-

pression television created in each viewer.”

Thus, he said, the survey found “marked
increases in the awareness of viewers to
specific selling features” of the Edsel after
just one tv exposure.

TvB admitted it might foster other simi-
lar surveys by Qualitative Research Inc.
(an independent firm), but emphasized that
it hoped the results of the study on the Ed-
sel would encourage others to employ the
technique developed. Dr. Arons acknowl-
edged that Ford had “cooperated” with the
survey but was “semi-surprised” at the
results. Foote, Cone & Belding, Edsel’s
agency, assisted by providing field people
with scripts of the commercials. People
were not asked to “rate” the program itself.

AAAA Meeting Plans

To Scrutinize Tv Ads

The broadcast media—particularly the tv
commercial—will come under professional
scrutiny Tuesday and Wednesday when the
American Assn. of Advertising Agencies
holds its annual eastern conference in New
York at the Roosevelt Hotel.

Seven workshops-—on research, radio-tv
commercials, media buying, marketing, ac-
count management and two on print—as
well as a concluding “look-ahead meeting”
on Wednesday will highlight the conference.

The “look-ahead meeting” will feature
a talk on serving clients by Raymond O.
Mithun, president-chairman of the board,
Campbell-Mithun, Minneapolis; a speech on
the agency’s creative function by Eugene
Harrington, president of Fletcher D. Rich-~
ards Inc., New York, and a treatment of the
management’s view from AAAA Board
Chairman Melvin Brorby, senior vice presi-
dent, Needham, Louis & Brorby, Chicago.
This session will be presided over by Brown

ACTIVITY

82.5% (101,819,000} spent
30.9% ( 38,136,000) spent
25.8% ( 31,842,000) spent
25.6% ( 31,691,000) spent

movies'’ category which

There were 123,574,000 people in the U. S. over 12 years of age during the week
Nov. 3-9. This is how they spent their time:

67.7% ( 83,553,000) spent 1,871.6 million hours
55.4% ( 68,373,000) spent 1,005.1 millien hours
427.6 million hours
182.4 million hours
404.9 million hours
132.0 million hours

These totals, compiled by Sindlinger & Co., Ridley Park, Pa., and published
exclusively by BROADCASTING, each week, are based on a 48-state, random dispersion
sample of 7,000 interviews (1,000 each day). Sindlingei”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.

* All figures are averaﬁa datly tabulations for the week with exception of the “attending
& cumulative total for the week. Sindlinger tabulations are avail-
able within 2-7 days of the interviewing week.

SINDLINGER'S SET COUNT: As of Nov. 1, Sindlinger data shows: (1) 105,120,000
people over 12 years of age see tv (85.2% of the people in that age group);
(2) 40,692,000 U. 8. households with tv; (3) 44,725,000 tv sets in use in U. S.

HOW PEOPLE SPEND THEIR TIME

WATCHING TELEVISION
LISTENING TO RADIO
READING NEWSPAPERS
READING MAGAZINES
WATCHING MOVIES ON TV
ATTENDING MOVIES * |
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Bolte, executive vice president, Benton &
Bowles, New York, and chairman of the
AAAA’s eastern region.

Among agenda highlights:

Research workshop, Tuesday afternoon:
“How close can research come to measuring
the sales effectiveness of advertising?” with
three speakers taking different approaches;
the general—Wroe Alderson, partner of
Alderson & Sessions; the qualitative—Paul
Gerhold, vice president in charge of media
research at Foote, Cone & Belding, and the
quantative—John DeWolf, vice president
and director of research, G. M. Basford Co.
Peter Langhoff, Young & Rubicam will
preside.

Tv-radio commercials workshop, Tues-
day afternoon: “Here comes video tape,” by
Ross H. Snyder, manager of special products
division, Ampex; “new techniques in tv film
commercials” by Film Producer Assn. of
New York and narrated by Bert Hecht of
FPA’s technical services and color commit-
tee; “probe, critic, commercials” with Marie
Torre, syndicated tv columnist of New York
Herald-Tribune, and Mike Wallace, ABC-
TV commentator; “the new sound of radio”
by Kevin Sweeney, president of Radio Ad-
‘vertising Bureau, and *“the seven lively
arts of television,” a special presentation by
Cunningham & Walsh. Elizabeth Pike, vice
president, Benton & Bowles, will preside
over the commercials workshop.

Media buying workshop, Wednesday
morning: “How to plan media strategy.”
Three media directors—Robert H. Boul-
ware, associate media directot, Bryan
Houston; Newman F. McEvoy, senior vice
president and director, Cunningham &
Walsh, and G. Maxwell Ule, senior vice
president, Kenyon & Eckhardt—will analyze
a hypothetical advertising problem and
recommend media strategy [CrLosep Cir-
cult, Oct. 71. A “review board” critique will
follow by Ralph Robertson (as board spokes-
man), vice president and marketing director,
Geyer Adv.; David P. Crane, vice president
in charge of media, Benton & Bowles, and
Anthony DePierro, vice president and media
director, Lennen Newell.

The marketing workshop also is slated
for Wednesday morning with sessions on ac-
count management, print creative func-
tions and print productions scheduled for
Wednesday afternoon.

Merger Forms New L. A. Agency

The merger of Atherton Advertising
Agency and Mogge-Privett Inc., both Los
Angeles, into Atherton-Mogge-Privett Inc.,
will occur Dec. 1, according to a joint an-
nouncement by Norton W. Mogge, presi-
dent of Mogge-Privett, who also will be
president of the new agency, and Alfred A.
Atherton, owner of his agency, who will be
executive vice president of the new A-M-P
Inc. Other officers of the new firm include
John A. Privett, vice president and secretary-
treasurer; James Lothian, vice president, and
Milton Zolotow, vice president. Headquar-
ters of the new agency will be at 8467
Everly Blvd., present address of Atherton
Advertising Agency.

BROADCASTING



Can Newspapers Provide Effective Coverage of the

$2 Billion WSMpire?

Here are the facts. Within this same area, WSM declivers a
There are 14 daily newspapers in the arca. comparable unduplicated daytime audience
They have a combined circulation (ignoring plus an outside bonus audience even larger
duplication) of 318,542. than that for which you pay. And on WSM
One 600 line insertion (approximately ' page) you can achieve real penetration at amazingly
in these 14 papers costs $894.00. low cost.

On WSM, $8943.00 buys

24 one minute announcements in o0 week,
or a choice quarter hour in the Grond
Ole Opry for 3 weeks,
or o 15 minute morning newscast 5 doys
weelkly, for 3 weeks.

Ask Bob Cooper. or any Blair man for the facts and figures.

There is a difference ... it's WS M radio
50,000 WATTS, CLEAR CHANNEL, NASHVILLE = BLAIR REPRESENTED ® BOB COOPER, GENERAL MANAGER
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NETWORK, SPOT TV UP 8.4% OVER '56

TvB-Rorabaugh: nine-month spot total $329,899,000, up $39,243,000

-Reports of slackness in television buying -were belied last week
by computations showing gross expenditures in network and spot
television for the first nine months of 1957 ran more than $54
million (about 8.4%) ahead of the same period in 1956. Nine--
month totals: $697,975,607 this year, $643,617,824 last.

Television Bureau of Advertising’s quarterly report on spot tv
spending brought the spot total for January-through-September
1957 to at least $328,899,000, while Publishers Information Bureau
computed gross expenditures in network television for the same
period at $369,076,607 [AT DeADLINE, Nov. 11]. The totals at the
end of three quarters in 1956 were $289,656,000 in spot and
$353,961,824 in network [ADVERTISERS & AGENCIES, Nov. 19,
1956].

TvB, whose spot figures are compiled for it by N. C. Rorabaugh
Co., estimated third-quarter spot television expenditures at $93,-
094,000 for the 325 stations reporting.

TvB also noted that new reporting procedures had been in-
augurated with the third-quarter report, designed for greater ac-
curacy and completeness. All reporting now is being done on a
full 13-week basis each quarter, making it unnecessary to project
quarterly totals from sample weeks. Norman E. Cash, TvB presi-
dent, complimented both the cooperating stations and Rorabaugh
“for their effort and care in making such information available.”

Mr. Cash said that “while this third quarter report [on spot tv]
reflects the normal seasonal drop in all media, it shows expendi-

tures of almost $10 million over the same quarter last year and
an increase for the nine-month period of over $39 million. An
analysis of 270 stations reporting, common to both periods (third
quarter, 1956 and 1957), shows a 13% increase in gross dollars
for the current period.”

The third-quarter seasonal drop is reflected in a comparison of
third and second quarter spot tv totals: in the second quarter the
total was $118,870,000 while in the third it came to the $93
million-plus figure.

Mr. Cash singled out household cleaners, cleansers, polishes and
waxes as the major product category showing the greatest gain
in tv usage during the third quarter—up from $592,000 to
$1,099,000 for an increase of 85.6% . Household laundry products
rose 62% from $3,284,000 to $5,321,000; cosmetics and toiletries
49.4% from $8,950,000 to $13,367,000; automotive 36.9% from
$1,827,000 to $2,501,000; gasoline and lubricants 29.7% from
$3,908,000 to $5,070,000, and ale, beer and wine 20.6% from
$8,463,000 to $10,211,000.

Nine newcomers were noted in the ranks of third-quarter top
100 spot tv spenders: Atlantic Refining, Ex-Lax, General Cigar,
Harrison Labs, Kroger Co., National Brewing, Regal Pale Brewing,
George Wiedemann Brewing, and J. B. Williams Co. A number
of others expanded their spot tv usage in the quarter, among them
Continental Baking, Miles Labs, Adell Chemical, General Mills,
Bristol-Myers, Ford Motors, and Gillette.

65. AMERICAN BAKERIES . 310,400
WHAT THE TOP 100 SPENT FOR SPOT TV 66. TEXAS CO. .. ..... ... 297,800
67. CARLING BREWING 294,500
THIRD QUARTER 1957 68. AVON PRODUCTS . ...... 293,900
69. PACIFIC TEL. & TEL. . . .. 283,700
1. PROCTER & GAMBLE . ... $7,306,600 33. BLOCK DRUG ..... ... .. 523,000 70. NATIONAL BREWING .. .. 282,000
2. BROWN & WILLIAMSON .. 2,982,500 34, HAMM BREWING 512,600 71. SOCONY MOBIL OIL ..... 281,300
3. CONTINENTAL BAKING 2,439,600 35. R. J. REYNOLDS ... . 505,000 72. WIEDEMANN BREWING .. 251,000
4, COLGATE-PALMOLIVE 1,985,300 36. P. BALLANTINE & SONS .. 499,300 73. GENERAL MILLS ....... 249,000
5. CARTER PRODUCTS .. ... 1,776,000 37. J. A. FOLGER . ... . . . ... 483,100 74. GENERAL MOTORS . ..... 242,300
6. GENERAL FOODS . . 1,718,000 38. AMERICAN TOBACCO . ... 466,500 75. BEST FOODS ........ . . 242,000
7. MILES LABS. .. .. 1,617,000 39, PABST BREWING . 465,600 76. ATLANTIC REFINING . ... 241,800
8. STERLING DRUG 1,479,300 40. PHILLIPS PETROLEUM 450,100 77. ARMSTRONG RUBBER .. .. 240,500
9. LEVER BROTHERS . 1,290,600 41. WILLIAM WRIGLEY JR 449,600 78, WILSON & CO. .. ....... 238,600
10. WARNER-LAMBERT PHAR.. 1,079,500 42, STANDARD OIL (IND.) 444,100 79. GREAT A& P TEA ... ... 223,000
11. ADELL CHEMICAL .. 1,076,800 43. BURGERMEISTER BREWING 440,700 80. SAFEWAY STORES ...... 218,200
12. PHILIP MORRIS .. ... 1,045,500 44, PIEL BROS. ......... 435,600 81. REGAL PALE BREWING . . . 215,900
13. BULOVA WATCH 1,003,000 45, H. J. HEINZ ... ... 427,900 82. ROBERT CURLEY ....... 215,700
14. NATIONAL BISCUIT 998,700  46. HILL'S BROS. COFFEE 408,700 83. PAXTON & GALLAGHER . . . 215,300
15. INTERNATIONAL LATEX 992,500 47. BEECH-NUT LIFE SAVERS. 407,800 84. GENERAL CIGAR ........ 215,200
16. BRISTOL-MYERS . . .. . . 941,300  48. AMERICAN CHICLE . .. 397,700 85. HELAINE SEAGER .. 211,700
17. ROBERT HALL CLOTHES . . 936,900 49. U. 5. BORAX & CHEM. 389,000 86. CHESEBROUGH-PONDS 210,500
18. ANHEUSER-BUSCH 856,900 50. MARATHON CORP. .. 387,100  87. HARRISON LABS. ....... 210,000
19. FORD MOTOR 853,100 51. HAROLD F. RITCHIE 382,000 88. SEALY MATTRESS {DLRS.) 204,800
20. NEHI {BOTTLERS) 834,700 52, WESSON OIL & SNOW DRIFT 377,700  89. DUNCAN COFFEE ....... 203,700
21. LIGGETT & MYERS 819,000 53, KELLOGG .. ....... . .. 375,400 90. LANGENDORF UNITED
22. CHARLES ANTELL ... 809,900 54. CORN PRODUCTS REFINING 369,600 BAKERIES ........,. 201,000
23, COCA-COLA (BOTTLERS) 771,200 55, NATIONAL DAIRY PRODUCTS 367,000 91, EX-LAX ... ........... 199,500
24. GILLETTE . .... 762,600 56. M. J.B. .......... 361,000 92, cory . ........ . ...... 198,200
25. SHELL OIL . .. ... ... 740,800  57. MAX FACTOR .. ........ 351,100 93. w. B. REILY ... ... .... 196,200
26. SCHLITZ BREWING 707,300 58. SEVEN-UP (BOTTLERS) .. 350,000 94. KROGER ............. 193,400
27. FOOD MFRS. ......... . 654,500 59. P. LORILLARD . . . ... ... 345,900 95, MAYBELLINE .. 191,000
28. AMERICAN HOME PRODS, . 648,900  60. J. B. WILLIAMS ... ..... 343,500 96. HELENE CURTIS ........ 188,800
29. PEPSI COLA (BOTTLERS) . 601,300 1. ASSOCIATED PRODUCTS .. 342,100 97, BORDEN . . ... ........ 188,000
30. FALSTAFF BREWING . ... 600,100  62. RAYCO MFG. B 329,900 98, RALSTON-PURINA ... . 185,400
31. ESS0 STANDARD OIL . ... 591,900 63. DR. PEPPER (BOTTLERS) . 328,300 99, LIEBMANN BREWERIES .. 183,800
32. NESTLE CO. 558,900  64. STANDARD BRANDS . 318,400 100. INTERSTATE BAKERIES 182,800

TvB’s SPOT BREAKDOWN BY PRODUCT CATEGORIES APPEARS ON PAGE 48
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(This is one of a series of full page ads appearing regularly in the NEW YORK TIMES)

SE et

Almost everyone is included in radio’s huge daily audience,
Radio is where your customers are. Wherever they may be,
radio follows them, reaching their minds while their hands
are busy. Only radio can be—and is—the constant comnpanion
of the American people.

This pewerful advertising factot, tinique to radio, is dra-
matically documented by a continuing series of Alfred Politz
Research projects. And it is coupled with the significant
finding that the radio audience ishighly selective in its choice
of stations. Together, these confirned facts provide the basis

Politz Facts Point Up

Who could sell her

anything now...except

THE NATION’S VOICE

ol a potent advertising strategy called The Natien’s Voice.

This strategy uses just 48 selected stations of the 3000 now
broadcasting. Located it key marketing areas, these stations
reach the greatest number of adults. And they command, to
an extraordinary degree, the frust and confidence of their
listeners—having earned their respect through outstanding
broadcasting standards. The impact is personal. The loyalty
is deep.

These facts have been eontirmed again and again. There
arc seven separate Politz stzdies now avaitable. Five of these

Strategy of Using Leading

Stutions

present complete data for divergent markets served by indi-
vidual great siations. The sixth, recently released, develops
compiete daca for Upstate New York—served by four great
stations. Now the tatest study, eonducted nationwide, adds
new detailed information both on radic and on the reach
and value of The Nation's Voice strategy.

This strategy is effective for budgets small and large. What-
ever you are selling and whatever the appropriation, it will

]pay you to investigate the sales power of The Nation's Voice.
Just call the nearest Christal office.

FIRST ON EVERY LIST ARE THESE 18 GREAT RADIO STATIONS

WBAL ectimors

KOA Denver
KTHS Linte rock

WA" Birminghom
w-lk Dotrail

KFI Los Angeles

WTMJ mivookee

Reprasanted Nationally by

w H“M Rochestor

WGY scronoctody  KWKH shrevepon

WBEN :.60i
WTIC Hartord
WHAS Lo
WSYR syracuie

WGAR creveiona
WDAF «ono: ciry
WCKR o
WTAG worcestor

HENRY I. CHRISTAL COMPANY, INC.

NEW YORK o

CHICAGO

DETROIT + BOSTON

SAN FRANCISCO

ATLANTA

BROADCASTING
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PRODUCTS: HOW THEY SPLIT $93.1 MILLION IN SPOT TV

AGRICULTURE +..oon.... $ 261,000 Deodorants ............ 1,685.000 GARDEN SUPPLIES &
Depilatories ........... 201
Feeds, Meals .......... 182000  moriaiories : EQUIPMENT ........
Miscellaneous ... 8,000 Shampoos ........... 2,766,000
Hand & Face Creams GASOLINE & LUBRICANTS
ALE, BEER & WINE...... 10211000 fotions .. G5 % Gasoline & On
Beer & Ale ............ 9,833,000 O Oll Additives ...
Welfxl;a . Ale ............. '378,000 ng‘ll"r;ie’;g Toliet ™ 2,361,000 Miscellaneous
AMUSEMENTS, Rayaters, ete, ..o M08 HOTELS, RESORTS,
ENTERTAINMENT 136,000 Shaving Creams, RESTAURANTS ......
Tli.i)ttiogs. ete. 6
AUTOMOTIVE .......... 2,501,000 aollet Soaps ... HOUSEHOLD CLEANERS,
Antl-Freeze ........... s000  Miscellaneous ... CLEANSERS, POLISHES,
Ba;;eries .............. 1 411331000 DENTAL PRODUCTS ..... 1,813,000 WAXES ............
Tires & TUbEE ........ i I}ll]i'DOO ]l\?lent.l‘i.;rlceil ............ ,430 Ogg g{;g?ecis% Sll'g?t!:f:gs .
k &Trail s ... X outhwashes .........
g/l:‘rumgeﬁaneous Accesso- Miscellaneous ......... 31800(1 Polishes, Waxes ....
ries & Supplies ...... 422,000 g!)ar:se %leanéfgaﬂéi-'s' 900
DRUG PRODUCTS ....... 5,943,000 Shoe Pollsh ...........
BUILDING MATERIAL, Cold Remedies ........ 284,000 Miscellaneous Cleaners
EQUIPMENT, FIXTURES, Headache Remedies ... 1,055,000
PAINTS ........... 0,000 Eldlgteisﬂon Remedies .. 1’23‘1"383 HOUSEHOLD EQUIPMENT-
Fixtures, Plumbing, Vit);?ni‘;less o 197.000 APPLIANCES ........
Supplies ............ l;g.% Weight Alds 85,000
IN’I:i;et; als ..o 48,000 Ml}gferlilgnt!;ous Drug Wiz 000 HOUSEHOLD FURNISHINGS
............... ) O C’ e e me e
Power Tools .......... 0000 Drug Stores .......... 1000 DY, Mauresses.
""""" . Furniture & Other
CLOTHING, FURNISHINGS, *FOOD & GROCERY Eurmizhing= Lttt
s
ACCESSORIES ...... ,034,000 Ba;':gnggis --------- 2'59:9-':3%?)3 HOUSEHOLD LAUNDRY
Clothing .w.ovovooe 1844000 Cereals ...........1000  15611,000 PRODUCTS .........
HoSiery ... oornin, 13.600 Coffee, Tea & Bleaches, Starches ....
Moo aneous 1 20,000 cloed Drinks ... 4,860,000 Packaged Soaps.
""""" 4 ondiments, Sauces, etergen
Appetizers ........... 977,000 Miscellaneous .........
CONFECTIONS & Dailgs? Products .1 1,441,000
SOFT DRINKS ...... 5,496,000 DI'.V Fggd's' phgpazasaaan: 178.000 HOUSEHOLD PAPER
Confetions ... Le10.000 Mpcey Rice W) .. om0 Pno::ucg .........
"""""" [ rui ege es. eansing Tissues .....
CONSUMER SERVICES .... 2,902,000 Mgg;mm, Noodlés, " CAEIT Rl AR o
Dry Clea: Chili. ete. ... ... ... 281,000 Toilet Tissue ..
'E’aunﬁrf‘e?‘ & 15,000 Mar%arine Shorwnings 832,000 Miscellanecus .
Finaneial ... Eg.ggg Meat, Poultry & Fish.. 1,440,000
INSUTanNce ....... ..... | SOUPS _ ........ ..i..... X .
I&:g{:aﬁc%: Dental 67,000 Mlscellaneous Foods .. 1,479,000 O O JCENERAL
Moving, Hauling, Misceélaneous Frozen Blﬁgl;i:. ?tl;:usheS.
............. 73,000 266,000 P
beur«.-n Rllitles 111l 1,305,000 Food Stores ........... 1,710,000 China, Glassware,
Religious, Politicai, '224'000 - mcslirgf;m-ts@nhineﬁ
Unions . ......... ) a fq ants,
Schools & Colleges .. 20,000 Starting with the 1st Quarter Deodorizers .........
Miscellaneous Services. 172.000 1857—includes frozen foods In ap- Fuels (heating, ete.}...
propriate sub-classifications. Super- Insecticides.
COSMETICS & TOILETRIES. 13,367,000 sedes earlier practice of grouping Rodenticides ........
. 1997 ¢ all frozen fomﬁ in a separate cate- Kitchen Utensils ......
Cosmeties _.........ceu0 1,809,000 gory. Miscellaneous .........

NOTIONS .............. 73,000
65,000
PET PRODUCTS ........ 918,000
5,070,000
4,861,000  PUBLICATIONS ...... e 4
155000 PUBLICATIONS 254,000
' SPORTING GOODS,
) BICYCLES, TOYS .... 110,000
110,000 Bicycles & Supplies... 13,000
General Sporting
ods 32,000
E‘dcgs lslz Games 53888
1,099,000 cellaneous . !
750,000 STATIONERY, OFFICE
147,000 EQUIPMENT ........ 48,000
25,000
133,000 TELEVISION, RADIO, PHONO-
N2 GRAPH, MUSICAL
' msmumzms ...... 211,000
%ndl = Tfii ...... 22.000
adlo elevision
ecor 8 ..
714000 Miyscellaneous ... 103,000
381000 1opaCCO PRODUCTS
123,000 & SUPPLEES ........ 6,636,000
Cigarettes ............. 6,160,000
Cigars, Pipe Tobacco . 430,000
5,321,000 Miscellaneous ......... 46,000
874000 ypANSPORTATION &
4,242.000 TRAVEL ............ 486,000
205,000 Air 302,000
Bus 76,000
Rail . 98.000
697,000 Miscellaneous 10,000
222,000
104,000 WATCHES, JEWELRY,
.000 CAMERAS .......... 1,438,000
40,000
283.000 Cameras, Accessories,
Ciochy & Watches |’ 573,000
559000 Jewelry ............... 16,000
Pens Penells . 314,000
22,000 Miscellaneous ......... ,000
5000 MISCELLANEOUS ...,.... 1,174,000
180,000 Trading Stamps ....... 122,000
55,000 Miscellaneous Products 382,000
Miscellaneous Stores .. 610,000
164,000
5,000 -
128,000 TOTAL ............. $93,004,000

Parker Bro#. Allots $125,000
To Make ‘Careers’ a Success

Parker Bros. Inc., Salem, Mass., is back-
ing up a new entry in the game market with
a $125,000 advertising budget—reportedly
the largest single advertising budget for a
game in the history of the toy industry. Ap-
proximately $108,000 has been set aside for
radio-tv.

The game is called “Careers” and sells for
$3. ‘According to Parker Bros. President
Robert B. M. Barton, “ ‘Careers’ is the big-
gest thing since we introduced ‘Monopoly’
in the winter of 1935-36.”

Approximately $38,000 was spent to in-
troduce the game Iast winter in the greater
Chicago market—3$20,000 in radio, $18,000
in tv. The remaining $70,000 in broadcast
allocations will be spent between now and
Christmas, according to President Barton
and Clifford Parcher, president of Parker’s
agency, Badger & Browning & Parcher,
Boston.

Effective today (Monday) through Dec.
22, Parker Bros. will place $24,000 worth
of radio spots and $25,000 worth of tv spots
in New York, using stations WNEW, WOR,
WABC-AM-TV and WRCA-TV.

New York’s share of the campaign will
see 165 tv spot announcements and 262
one-minute radio announcements. In Chi-
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cago, B&B&P has allocated $6,000 to radio
and in Los Angeles, $5,000. In addition,
Parker Bros. has ordered 13 participations
on NBC Radio and is considering some ad-
ditional spot activity.

The figures quoted do not account for
whatever co-op advertising might be placed
jointly by Parker and department stores
throughout the country.

“Careers” is geared at both young adults
and children, so Parker will make a bid for
the early and very late evening audience,
Other games in the Parker Bros. portfolio
include “Clue,” “Sorry,” “Rooks,” “Wide
World” and “Ping Pong.” Total 1957 ad-
vertising budget for all games came to
$300,000.

Book Firm, Slenderizing Salon
Set $115,000 Coockbook Budget

Slenderella International and G. P. Put-
nam's Sons, publisher, jointly have allocated
$115,000 to promote a single book—with
$95,000 allocated to radio and television.
The promotion got underway Oct. 28 in 85
national markets on behalf of the Slender-
ella Cookbook, written by Myra Waldo for
Slenderella and published last Friday.

At the present time, Slenderella—through
its agency, Management Assoc., Stamford,
Conn.—also is using live spots on NBC-

TV's Queen for a Day on a 56-station line-
up. The sum of $50,000 has been set aside
for the period Oct. 28-Nov. 22, with the
remaining $45,000 going toward Christmas
promotion effective Nov. 25. Slenderella is
spending $5,000 on print ads while Put-
nam's is purchasing $15,000 worth of non-
broadcast media. The book is part of the
slenderizing chain’s expanding licensing
program [ADVERTISERS & AGENCIES, June
4, 1956].

Florida Citrus Sets $935,200
For Tv in First 1958 Quarter

The heaviest three-month advertising
budget in the Florida Citrus Commission’s
history, $1,659,900, was approved by the
Commission Wednesday for the January-
March quarter of 1958.

Television gets the biggest share, $935,-
200, with $333,500 for daily newspapers,
$197,700 for magazines and lesser amounts
for other media. Benton & Bowles Inc. is
the agency. .

The tv budget includes expenditures on
the Garry Moore Show, Dave Garroway’s
Today, the panel show What's My Line,
and the serial Edge of Night.

The overall budget for the 1957-58 sea-
son, calling for a total outlay of $4 million,
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Transcontinent
Television
Corporation

is proud to
announce the
acquisition of two
major broadcast
properties,
WGR-TV and
WGR Radio in
Buffalo, the nation’s
14th market.

welcome...

Serving over a
million people in
he 3 billion dollar
Western New York
State area, plus a
vast Canadian
audience, and
affiliated with the
ABC Television
and Radio
Networks, these
distinguished
stations have an
outstanding record
of service to the
community and to
the advertiser.
Transcontinent,
with its policy of
service, welcomes
these additions to
its family.

{MBOL OF SERVICE ‘\ulll8 - TRANSCONTINENT TELEVISION CORPORATION

WROC-TV, Rochester » WGR Radio, WGR-TY, Buffalo
WSVA Radio, WSVA-TV, Harrisonburg
Represented by Peters, Griffin & Woodward

Offices: 70 Niagara St. Buffalo, MOhawk 2300
15 East 47th St., New York, Plaza 1-3030
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includes $2,639,800 for oranges; $1,233,900
for grapefruit, and $126,300 for tangerines.
There are campaigns for fresh, canned,
frozen and chilled products.

The Citrus Commission, holding its
November meeting, was told that the inci-
dence of colds and flu has greatly stimulated
sales of processed citrus products. A special
flu and cold campaign is a part of the
winter advertising program.

North Adv. Names Feldman
To Head West Coast Office

Edward H. Feldman, formerly vice pres-
ident of Desilu Productions, has been ap-
pointed to head North Adv. Inc.’s office in
Beverly Hills, Calif., it was announced Fri-
day by Don Paul Nathanson, North pres-
ident. He will be responsible for production
of North broadcasting properties originating
on the West Coast.

Mr. Feldman was vice president in charge
of all commercial business for Desilu, in-
cluding agency contracts and programming.
Previously, he headed Biow Co.’s West Coast
tv operations, working on such properties as
I Love Lucy, Racket Squad and My Little
Margie. He also produced shows featuring
Milton Berle, Eddie Cantor, Garry Moore
and Jack Paar and produced and directed
364,000 Question and Take It or Leave It.

Mr. Feldman succeeds Walter Hiller, who
left North to join MCA on the West Coast.
Among tv programs originating for North
clients in Hollywood are You Bet Your Life,
People Are Funny, House Party and Queen
for a Day.

Stisser, McEwen Get Top Posts
At Hooper Inc. as Knipe Retires

Appointment of Frank G. Stisser Ir. as
president and W. Bruce McEwen as ex-
ecutive vice president of C. E. Hooper Inc,,

STISSER McEWEN

New York, is to be announcedl today (Mon-
day) by retiring President and Board Chair-
man James L. Knipe. Both are Hooper
veterans, Mr. Stisser in radio research and
Mr. McEwen in market research.

Mr. Knipe plans to devote full time to his
personal business interests and to “an oc-
casional consulting assignment in the field
of finance or general economic analysis.” He
continues as a Hooper stockholder.

Stevens to Zenith Ad Manager

The appointment of Robert M. Stevens,
former McCann-Erickson account execu-
tive, as advertising manager of Zenith Ra-
dio Corp. was announced Friday by Erik
Isgrig, Zenith vice president in charge of ad-
vertising. Prior to joining M-E in 1955,
Mr. Stevens was successively assistant ad-
vertising manager, sales manager and finally
advertising manager of Servel Inc. over a
10-year period.
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BALTIMORE TAX ROW CONTINUES

® Reduced ad bite doesn’t improve plan, mayor told

® Pros, cons aired before 6%2-hour city council session

Baltimore Mayor Thomas D'Alesandro’s
tactical move last Thursday in reducing
from 7% % to 4% the gross sales tax
planned for local advertising media [LEAD
Story, Nov. 11] has done little to placate
opponents of the measure. In the wake of
this latest announcement, media spokesmen
emphatically pointed out that alteration in
the proposed amount of tax does nothing
to undo the basic wrongfulness of the “dis-
criminatory” plan.

“A compromise measure does not make
it a better tax in any sense,” Wilbur Van-
Sant of VanSant & Dugdale, declared late
Thursday. Mr. VanSant, who earlier had
stated opposition to the proposal before the
city council on behalf of advertising agen-
cies, declared that the tax is still a “bad” one
and that he “vigorously opposed” its adop-
tion.

Joseph Katz, Joseph Katz Co., Baltimore
agency, attacked the move as being “based
on what they [the city administration]
thought was good politics for their side.”
The reduction, he said, is “like cutting down
on the water in fighting a big fire. If all the
tax changes go into effect, then the name of
Baltimore should be changed to ‘The De-
serted Village'—for these are village taxes.”

Nevertheless, it appeared last week that
the latest move may have succeeded in
swaying some members of the city council,
which must approve the measure, to the
administration’s point of view. Prior to the
reduction—which cuts the advertising media
gross sales tax to 4% but does not effect the
companion proposal, a 2% levy on the
gross of all advertising media, six of the
21 councilmen had openly expressed op-
position to the plan. The latest strategy of
Mayor D’Alesandro and his budget and
finance committee only served to deepen
pessimism among media observers in their
efforts to sidetrack the tax.

One thing is sure: the tax, if enacted,
will be fought in the courts.

A fever reading on the anti-tax sentiment
was offered last Wednesday at the public
hearing of the Baltimore City Council when
proponents and opponents of the measure
had their say. The proponent forces con-
sisted of just three city spokesmen who ex-
plained why the City of Baltimore needs an
additional $17.5 million in its annual budget
and attempted to prove the legality of such
a tax.

The opposition numbered more than two-
score speakers from agencies, radio-tv, mer-
chant groups, labor unions and citizens
groups, the majority of whom were crammed
into the last hour of the 6% -hour-long
proceeding.

The first three hours of the proceeding
were telecast in rotation by WIZ-TV,
WMAR-TV and WBAL-TV, Baltimore’s
three tv stations. When it became apparent
the hearings would run well overtime,
WMAR-TV and WBAL-TV each added one
hour’s coverage.

Observers noted that practically all of the

administration’s arguments were presented
within the telecast hours, while much of op-
position viewpoint—including statements on
behalf of the agencies and the radio-tv in-
dustry—was presented after the telecast.

Agencyman Katz was among those who
took a dim view of the conduct of the coun-
cil hearing.

“It wasn’t a hearing,” he charged, “it was
an inquisition. The [budget finance] commit-
tee did all the talking. Speakers for the other
side were interrupted and insulted. The
hearing was loaded. It was a field day for
the mayor and his council.”

Budget Director Charles A. Benton
opened the proceedings by devoting close
to an hour to an explanation of reasons for
a city budget increase of $17.5 million.
Deputy Solicitor Hugo A. Ricciuti next de-
fended the legality of the proposed taxes
and accused news media of “deliberately
disseminating” false information “to create
the impression that the city is blazing a
vicious trail” by proposing a tax never im-
posed elsewhere.

And before the telecast time was up,
Aaron Baer, an assistant city solicitor, Jev-
eled an attack on what he described as big
money interests without regards for “the
little man.” He declared that opposition to
the tax proposals came from such big busi-
nesses as the Ford Motor Co. and R. J.
Reynolds Tobacco Co. He charged that
labor leaders who testified against the tax
were ‘“cat’s paws” who had been “sold a
bad bill of goods.”

Judge Joseph Sherbow, appearing on be-
half of the Citizens Committee and who also
serves as counsel for the Baltimore News-
Post and its WBAL-AM-TV, opened the
opposition testimony by charging that the
administration spokesman in the preceding
1% hours had failed to show why this par-
ticular type of taxation was selected.

Judge Sherbow warned that this was a
“new, novel, singular proposal that must go
before the courts.” He said that there are
good prospects that the tax eventually will
be declared illegal, leaving Baltimore $4.2
million short of its budgetary needs.

Judge Sherbow further testified that Bal-
timore industries, such as its breweries,
would be placed in an unfair competitive
position with out-of-town firms that could
resort to radio-tv network and national
magazine advertising without paying the ad-
vertising tax.

Shelton Earp, general manager and part
owner of WBMD Baltimore, appearing on
behalf of the city’s radio and tv interests,
said the tax would “discourage advertising
which is the very background of production
and sales.”

In citing the possible harm to Baltimore’s
general economy, Mr. Earp described the
quandary of stations that couldn't afford to
absorb the tax, yet couldn't pass it along to
the advertisers since the latter just wouldn’t
assume the extra cost. The tax on gross, he
maintained, in some cases represents more
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More p-edple' listen
to WTOP RADIO
than any other
radio station in the

Washington,D.C. area“

* PULSE, October, 1957 e NIELSEN, July, 1957 ¢ VERIFAK, October, 195_7-

WTOP RADIO, Washington's only 50,000 watt station, is an affiliate of the CBS RADIO Network, represented by
CBS RADIO Spot Sales and operated by the Washington Post Broadcast Division, Broadcast House, Washington 16, D. C.






our station earn wn the coming year?

HELP YOURSELF TO NEW BUSINESS, NEW REVENUE,
WITH RCA THESAURUS LIBRARY COMMERCIAL FEATURES

RCA THESAURUS LIBRARY SERVICE: The all-inclusive recorded library designed to give you a wide variety of sure-fire
commercial features for making your station more attractive and effective for advertisers! Here's what you get:
1. SINGING COMMERCIAL JINGLES: Attention-getting lead-ins for your commercials, assuring sponsors more
effective advertising. Over 2,000 of these for more than 70 local sponsor classifications, plus shopping, time, weather,
station break and holiday jingles. A bonus for your advertisers. 2. “SALES BOOSTER” CAMPAIGNS: Series of fas-
cinating recorded teaser features that attract greater sales for your sponsors. Jingle lead-ins capture interest, hold
audience through commercial, then “pay-off”” for sponsor and station. Now includes five saturation announcements:
“Double Talk,” “What’s the Meaning of This Name,” “Sound Advice,” “Little Known Facts,” and “Impersonations.”
3. SHOW THEMES: To introduce local commercial shows, like dise jockey, news, sports, home and farm, ete. Show
Themes give your station a personality. 4. SHOW STOPPERS: Adds a staff of 60 voices to your station! Library of
over 360 recorded comic situations and lead-ins to commerecials. Recordings with scripts that work your DJ’s right
into the act. Completely catalogued for easy daily use. 5. SHOP-AT-THE-STORE-WITH-THE-MIKE-ON-THE-DOOR
Merchandising Service for Sponsors: RCA Thesaurus’ famous copyrighted promotion package that regularly brings
stations 35,000 to $20,000 extra income annually. Operating manual gives step-by-step guide to greater profits. Test-
proven and used by more than 400 stations, 20,000 merchants. Includes jingles, voice tracks by big-name stars, decals
with your call letters for stores, and other features. Sells products . .. sells sponsors . .. promotes your call letters.
6. ECHO ATTENTION-GETTERS: New, clever, uniquely effective device! Words such as “Startling,” “Bargains,”
“Big Sales” ... heard first in clear, then rapidly repeated on echo. A wonderful audience-alerter to lead into com-
mercials. 7. COMMERCIAL SOUND EFFECTS: Over 300 special sound effects, to add new impact to commercials.
Now available to hypo sales in 35 different sponsor classifications. 8. MONTHLY RELEASES of new commercial
features. PLUS . . . monthly marketing bulletins, catalogues, and brochures to help you sell sponsors.

RCA Thesaurus offers a complete service including: The
Lawrence Welk Show; Paul Whiteman's “I Remember When"';
Over 5000 Musical Selections; Weekly Continuity Service;
and Recorded Holiday Programs. Get the whole story of low-
cost, profit-making RCA Thesaurus today! Call or write ...

RECORDED PROGRAM SERVICES

155 East 24th Street, New York 10,N. Y., MUrray Hill 9-7200;
445 N. Lake Shore Drive, Chicago 11, Ill.,, WHitehall 4-8698;
184 Peachtree St., N. W., Atlanta 8, Ga., JAckson 4-7708;
7901 Freeway #1838, Dalles 85, Texas, FLeetwood £-8911;
1016 S. Sycamore Ave., Hollywood 88, Calif., OLdfield 4-1660.
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than the station’s total net profits before
tax.

Mr. Earp forecast such a tax would
prompt national advertisers to skip local
Baltimore advertising and concentrate on
network and other media outside the tax.

“This will hurt all stations—especially the
large stations, since they depend upon their
share of national advertising for a large per-
centage of their total volume,” he said.
“This is the simple economy of the proposed
tax: local advertisers can’t afford to pay it,
and npational advertisers will skip us.”

Advertisers also would be tempted to use
nearby Washington radio and television to
reach the Baltimore market, he said.

With regard to tv, Mr. Earp conceded
that revenues now are at a “satisfactory
level,” but warned that the future economy
of television will change as additional tv
facilities are allocated by the FCC.

Mr. Earp said that while some stations
might contemplate an expensive move to
beyond the city limits, this would not be
possible for certain low-powered local out-
lets who must, under FCC rules, maintain
a certain minimum signal over the Balti-
more business district. He said that such a
move for WBMD would cost at least $150,-
000.

Mr. VanSant, in his testimony for the ad-
vertising agencies and as chairman of the
Advertising Committee organized to oppose
the tax, said he would not argue on the le-
gality of the proposal but “whether this is
a good tax or a bad tax.”

He warned that cutting off “outside”
money would endanger the city’s basic econ-
omy and said that 30-40% of Baltimore’s

‘advertising money comes from outside the

metropolitan area.

Mr, VanSant exhibited part of more than
250 telegrams of protest which he had re-
ceived from outside the city. He said that
one from J. Walter Thompson Co, reported
that if the tax went into effect, JWT’s Bal-
timore advertising expenditure “would be
materially reduced.”

Other opposition to the city’s tax pro-
posal came from representatives of labor
unions, citizens groups, daily and weekly
newrpapers, printing establishments, retail
mercaant groups and local business asso-
ciations.

Following adjournment of the hearing
Wedneuday night, Mayor D’Alesandro sum-
moned his budget and finance committee
to a Thursday morning conference to ex-
plore substitute plans for the 9% % adver-
tising tax proposals. Announcement of the
reduction of the 742 % sales tax to 4% and
the retention of a 2% levy on gross revenue
on al] local advertising media came within
a few hours.

Two C-P Accounts Leave Brown

After a two-year association, Carl S.
Brown Co., New York, and Colgate Palm-
olive Co., New York, have come to a sep-
aration. The advertiser has notified the
agency that within 90 days it will appoint
another agency to handle both Vel beauty
soap and Halo shampoo. Estimated billing
for both products is around $2.5 million,
about half of Brown’s overall billing.
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BUSINESS BRIEFLY ..

KEEPS GOING e American Tobacco Co.
(Tareyton Filters, N, Y.), through Lawrence
C. Gumbinner Adv., N, Y. renewing
“some” of its tv markets effective Nov. 18
and Dec. 28,

RADIO NEWS e Warner-Lambert Pharma-
ceutical Co., N. Y. (Listerine), planning 10-
week radio spot announcement schedule,
effective Jan. 6, in top 50 markets. Agency:
Lambert & Feasley, N, Y.

SKOL e Bowey’s Inc. (egg-nog), Chicago,
will use two weeks of daily participation on
Panorama Pacific (Mon.-Fri. 7-9 a.m. PST)
on 9-station CTPN hookup, starting Dec.
16. Sorensen Advertising Co., Chicago, is
agency.

SPECIAL NEWS e Rexall Drug Co., Los
Angeles, will sponsor its second special tv
show Hansel and Gretel on NBC-TV next
spring. No date is set. Show, like firm’s first
special, Pinocchio, will be produced by Tal-
ent Assoc. BBDO, N. Y., is agency.

GODFREY FANS e General Electric Co.
(Colorama lamps), Schenectady, N. Y.,
planning to sponsor portion of Arthur God-
frey on CBS Radio, effective mid-January.
BBDO, N. Y., is agency.

BROKEN RECORD e Record racked up at
NBC-TV Nov. 8 in total sales on participa-
tion programs with Tonight reportedly gar-
nering $3.1 million in single day. Bulk of
business came from new buys which started
last week by Bufferin (Y&R, N. Y.), Ipana
(Y&R) and Webcor (John W. Shaw Adv.,
Chicago), with extension beginning in Jan-
uary ordered by Polaroid (Doyle Dane
Bernbach, N. Y.).

WHO'S BUYING WHAT, WHERE

PACIFIC Gas & Electric, San Fran-
cisco, described by its agency, BBDO,
as America’s largest utility, has picked
The Big Story film series to supplant
its O. Henry Playhouse in eight Cali-
fornia markets. Arranging for the half-
hour show are (I to r) Barney McKall,
west coast sales manager for Official
Films; Robert R. Gros, vice president
of Pacific Gas & Electric, and Harry
Burton, account group supervisor for
BBDO, San Francisco.

BEDDING BUY e The Spring Air Co.
(bedding equipment), Chicago, will use
broadeast media to promote a contest start-
ing Jan. 3. During the 60-day sales period
for the firm's “Modern Model 70,” mat-
tress, 33 Spring Air plants around the coun-
try will buy radio-tv spot announcements in
local areas. In addition, Spring Air will use
promotion on CBS’ Robert Q. Lewis, Galen
Drake and Amos 'n’ Andy shows and on
MBS’ Gabriel Heatter program. Theme of
the campaign is “Turn Back the Clock to the
Old-Fashioned Price.” Agency: Gourfain-
Loeff Inc., Chicago.

Toni Shifts Four Products
involving $4-6 Million Outlay

The Toni Div. of Gillette Co. has reas-
signed among three agencies four products
involving billings, present and potential, of
$4-6 million, with a substantial amount in
broadcast media. The agency changes be-
come effective Jan. 1,

The three-way realignment calls for the
transfer of Prom permanent from North
Adv. Inc. to Tatham-Laird; Hush deodorant
from T-L to North; Bobbi pin curl perma-
nent T-L to Clinton E. Frank, and a new
unidentified product from Frank to T-L.
Billings of the three identified products
combined reportedly exceed $3 million,
with both Prom and Bobbi heavily active in
broadcast media. Hush has been introduced
nationally, but its billings are well under $1
million.

Toni’s new product, which Tatham-Laird
inherits from Clinton E. Frank, is reported
to represent a potential of $3 million in
billings, though its outlays at present are
about $1 million. Toni places an estimated
$9.5 million of its estimated $13 million
advertising budget in television, with several
network tv and radio properties.

The new Toni agency lineup: Clinton E.
Frank—Pamper shampoo, Tame hair rinse,

Casual pin curl, Bobbi pin curl permanent
and Bright'ning; North Adv. Inc.—Toni,
Tip Toni, Tonnette, Silver Curl, Deep
Magie, Adorn, Spin curlers, Twirl and Hush;
Tatham-Laird—Prom home permanent and
end curl Prom, White Rain lotion shampoo,
Viv-Soft Touch lipstick and the new produect.

Woolworth to Drop CBS ‘Hour’

CBS Radio began shopping last week for
another advertiser to pick up the Sunday
afternoon Woolworth Hour package featur-
ing the Percy Faith Orchestra and guest
stars. F. W. Woolworth Co. will let its con-
tract expire Dec. 28 despite the sponsor’s
satisfaction with program results according
to its agency, Lynn Baker Inc., New York.
The agency explained Woolworth is off on a
new promotion “kick” involving newspapers
and hence is slicing its radio budget. Just
last spring, the sponsor had cited its satis-
faction with success of the Woolworth Hour
[ADVERTISERS & AGENCIES, April 29].

Ayer Timebuyers to Philadelphia

N. W. Ayer & Son, Philadelphia, an-
nounced last week that the timebuying divi-
sion of the agency, now located in New
York, will move to Philadelphia headquar-
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Philadelphia

FIRST" in the
three most recent

Pulse ratings.

MORE local
and more
national
advertisers
than any other
Philadelphia

local station.

EXCLUSIVE
merchandising plans
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Sun Ray Drug Stores.
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Philadelphia station
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exclusively

24 hours a day
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REPRESENTED NATIONALLY BY GILL PERNA, INC. New York, Chicago, Los Angeles, San Francisco, Boston
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ters, effective the beginning of 1958 [CLosED
Circurt, Nov. 11). The timebuying staff
will be integrated within the general media
department under the supervision of Leslie
D. Famath, vice president in charge of
media.

Sego Establishes Adv. Inc.

Frank J. Sego, for six years head of the
radio-tv department of Parker & Assoc.,
Blrmmgham Ala, has established an ad-
vertising and public
relations firm in that
city under the name,
Advertising Inc.
Shirley E. Barnett,
formerly of Frank
Taylor Adv., Bir-
mingham, is secre-
tary and media di-
rector of Advertis-
ing Inc. Accounts in-
clude Busch Jewelry
Co. (30 stores be-
tween Texas and
Georgia), Boma Distributing Co., Alabama
distributor for Motorola radic and tv; Dale’s
Restaurants in Alabama and Georgia, Dixie
Drive-It-Yourself System and Alabama In-
dependent Automobile Dealers Assn.

MR. SEGO

A&A SHORTS

Carrol Adv. Ine.,, San Antonio, Tex., an-
nounces opening of branch office at 3901
Mt. Vernon St., Houston.

Burke Dowling Adams, N. Y., has joined
Advertising Research Foundation.

Guild, Bascom & Bonfigli Inc. has opened
office at 603 Stewart St., Seattle, Wash.

AGENCY APPOINTMENTS

Manufacturers National Bank appoints W.
B. Doner & Co. to handle consumer ad-
vertising for its 34 Detroit area branches.

Good Humeor Co. of California and its asso-
ciated company, Curries Ice Cream & Candy
Stores, L. A., appoints Cole Fischer Rogow
Inc., Beverly Hills.

Tastee-Freez Corp. of America (ice cream
store chain), Chicago, appoints Rutledge
& Lilienfeld, same city.

Glo-Rnz Ine¢. (Instant Color Puff hair col-
oring), Dayton, Ohio, appoints H. W. Kastor
& Sons Adv. Co., Chicago.

Hat Corp. of America, N. Y., appoints
Grey Adv., N. Y., to handle its Knox hat
division in addition to Dobbs brand already
being serviced.

Maryland Pacific Co. (Party Pak ice cream
cones and Mother Goose drinking straws)
names Jimmy Fritz & Assoc., L. A., to
handle advertising, merchandising and sales
promotion for western division.

Welsh’s Baking Co., Reno, Nev., names
Ross Jurney & Assoc., Salt Lake City, Utah.
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At the end of the day...more profits

When your programming is built around AP news

Newws is prime listening material every hour of the day. AP news
helps vou nake the most of that fact...its authoritative, complete
coverage of regional, national and world-wide events keeps your audi-
ence listening and your sponsors satished. AP brings your station

the Added Prestige that means Added Profits at the end of each day.

THE ASSOCIATED PRESS

56 BRockefeller Plaza
New York 20, N. Y.
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FRANK HEADLEY, Presideni
OWIGHT REED, Yice President

We have been forging ahead ever since the day
FRANK PELLEGRIN, Yice President when as a group Of VVO]’kng Partners we cast our
PAUL WEEKS, Yice Presiden: lots tbgether to start a representative organization

which would provide a mature, sales minded and
distinctively personalized service to radio and
television stations and buyers of time. In offering

our services then, we promised as Working Partners,
that we would “always send a man to do a

man’s job!” We are still working partners! That
promise is still being kept today!
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380 Madison Ave. 35 E. Wacker Drive 4253 Hollywood Boulevard 155 Montgomery Street 416 Rio Grande Bldg.

New York 17, N. Y. Chicago 1, lllinais Hollywood 28, Calif. San Francisco, Calif. Dallas, Texas

OXford 7-3120 RAndolph 6-6431 Hollywood 2-6453 YUkon 2-5837 Riverside 2-5148

1065 Penabscot Bidg. 101 Marietta Street 520 Lovett Boulevard 910 Royal Street 529 Pan American Bank Bldg.
Detreit 26, Michigan Atlanta, Georgia Room Ne. ID Canal 3917 Miami, Florida

WOodward 1-4148 JAckson 3-7797 Houstan, Texas New Orleans, La. FRanklin 3-7752

JAckson 8-1601

Page 58 ® November 18, 1957 BROADCASTING



FILM

NTA TO BUY CONTROL OF AAP CORP.

® Purchase price for stock estimated at $7.5 mitlion
® Involved is big library of features, shorts, ‘Popeye’

National Telefilm Assoc., New York, last
week accelerated its already-rapid expansion
program with an announcement that the
company has contracted to acquire “more
than 50%” of the stock outstanding in As-
sociated Artists Productions Corp.,, New
York, a leading tv film distributor, and
that NTA plans to purchase the balance of
AAP stock. The purchase price for the stock
was not specified but is estimated at $7.5
million.

When this transaction is concluded, NTA
will obtain the majority interest in a com-
pany that owns the Warner Bros. library of
more than 800 feature films plus 1,500
short subjects, and also owns the popular
“Popeye” cartoons. This thrust by NTA is
the latest in a series of movements in the
past 18 months that has solidified the com-
pany’s position as a dominant distributor of
feature films in the industry and has trans-
formed NTA into a multifaceted operation
covering network activity (NTA Film Net-
work), station management (purchases of
KMGM-TV Minneapolis, WAAT-AM-FM
and WATV [TV] Newark, all subject to
FCC approval), theatrical film distribution
(NTA Pictures Inc.} and co-production with
Desilu and 20th Century-Fox Corp.

A joint announcement last week from Ely
A. Landau and Oliver A. Unger, board
chairman and president, respectively, stated
the conditions of its contract with the AAP
sellers as follows: for each 100 shares of
Associated Artists, NTA will pay $437.50
in cash, $440 in 7%, seven-year subordi-
nated sinking debentures and 10 shares of
NTA common stock. According to NTA,
1,639,000 shares of AAP common stock
are outstanding. Based on last week's av-
erage quotations of stock for both com-
panies on the American Stock Exchange,
the total purchase price approaches $7.5
million.

The shares of Associated Artists are to
be acquired by NTA from a group of stock-
holders represented by Louis Chesler and
Maxwell Goldhar, chairman of the board
and executive vice president, respectively,
of AAP, according to the statement, which
added: “A substantially similar offer to pur-
chase the balance of the outstanding shares
is expected to be extended to all Associated
Artists stockholders after the initial acquisi-
tion has been completed and various re-
quired formalities concluded.”

NTA reported there are about one million
shares of NTA common stock now out-
standing. In addition, NTA has outstanding
$4.9 million of 6% subordinated sinking
fund notes.

Mr. Landau organized National Telefilm
Assoc. in the spring of 1953 and the follow-
ing vear he was joined by Mr. Unger and
Harold Goldman, now executive vice pres-
ident of the company. The organization’s
initial prominence came shortly thereafter
when Mr. Unger persuaded such outstand-
ing independent producers as David O. Selz-
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nick, the J. Arthur Rank Organization and
Alexander Korda Productions to release
some of their films to tv through NTA. In
1956, the company’s upward spiral was
speeded when NTA entered into an agree-
ment with 20th Century-Fox Corp., requir-
ing NTA to pay Fox $30 million for about
450 feature films, deliverable over a five-
year period. As part of the transaction, Fox
acquired 50% of the NTA Film Network.
The film network began operations in the
fall of 1956 but has not yet achieved the
ambitious blueprint it set for itself. It pro-
grams 1% hours of feature films weekly
under the name of Premiere Performance
and also is presenting four Shirley Temple
features this fall and winter under the title,
Holiday Specials. NTA executives insist,
however, they will expand the programming

by next spring and attempt some live tele-
casting of sports and special events.

The NTA already has bought KMGM-
TV Minneapolis and WAAT-AM-FM and
WATV (TV) Newark, the sales awaiting
FCC approval. The company has gone on
record as intending to purchase the full
complement of radio and tv stations allowed
by the Commission.

NTA’s gross sales for the fiscal year
ended last July (still unreleased) are ex-
pected to reach about $17 million as com-
pared with about $2 million in the year
ended July 1955, according to Mr. Unger.

NTA officials declined to reveal Ilast
week the source of financing for this latest
venture, except to say it comes “from in-
ternal and external sources.”

It is reported that internal friction within
Associated Artists weighed heavily in the
decision of the majority stockholders to sell
their stock interests. The company bought
the Warner library in March 1956 for about
$21 million and later that year bought the
“Popeye” cartoons from Paramount Pic-
tures for about $2.5 million.

What's Behind AAP’s Sale? Policy Split Hinted

There was no evidence last week to in-
dicate Associated Artists Productions Corp.
had other than a bright financial future
when National Telefilm Assoc. stepped into
the picture as a proposed buyer of 50%
of AAP and eventually the whole company.

Why, then, AAP’s apparent decision to
sell? AAP’s board of directors was closeted
Thursday in a day-long meeting, but this
much was indicated: AAP had been torn
recently by two factions. One, as repre-
sented by Board Chairman Louis Chesler
and director Maxwell Goldhar, looked for-
ward to continuing profit-taking, while the
other, as represented by President Eliot Hy-
man, purportedly sought a slow corporate
build-up.

Failure to reconcile these stockholder
and operational groups may have led to
the decision to sell.

AAP Corp., which operates AAP Inc,
Associated Artists Enterprises (merchan-
dising) and Dominant Pictures Corp. as
wholly-owned subsidiaries, has been in busi-
ness since July 1956.

In its first annual report last summer
[Frum, July 1], AAP Corp. had reported
negotiation of sales contracts totaling a
little more than $31.6 million for its first
seven months of activity. From this, AAP
realized a net profit after taxes of $963,524.
For the first quarter of 1957, AAP showed
sales contracts at the $8.1 million level.
The company had expected it would have
more than $3.5 million in net profit this
year (1957). !

AAP had been projecting its thinking
into terms of eventual tv commercial pro-
duction for national and regional adver-
tisers and their agencies.

The corporation acquired its assets in
July 1956 when it purchased the Warner
Bros. library for $21 million, financed by
$7 million on hand, a loan of $9 million
from the Manufacturers Trust Co and a $5

million deferred payment to Warner Bros.
The bank last April assumed the Warners’
obligation and consolidated the $14 million
debt into one loan that by last summer
AAP already had reduced to a little more
than $11 million, Also in April, the AAP
directors approved a four-for-one capital
stock split. AAP has kept 35-37.5% of
“collections” (income), paying the balance
to the bank to retire its debt.

It is believed AAP had set the end of
next year as the time it would have the
whole outstanding debt retired. Also ac-
quired in July 1956 were tv rights to
“Popeye” cartoons from Paramount Pictures
Corp. and King Features for $2,225,000,
a deal financed by the sale of $3,945,000 of
6% convertible sinking fund debentures to
provide the working capital. Most of the
principal amount of the debentures was
outstanding as of the first annual report.

Among properties owned and distributed:
more than 800 Warner Bros. features, an
additional feature library produced by vari-
ous U. S. and British companies, 337
“Looney Tunes” cartoons from Warner,
234 Popeyes and approximately 1,400 War-
ner Bros. short subjects and documentaries
being held back from tv. (At one time, Hal
Roach Jr. of Hal Roach Studios, Culver
City, Calif., had been negotiating with AAP
for rights to these films.)

In addition, AAP Corp.’s operations in-
clude theatrical reissues, cartoon reissues,
rental of films to non-theatrical and non-
tv sources, motion picture remake rights,
stock footage library, radio adaptation
rights, live tv rights, distribution of kine-
scopes overseas, -acquisition of new products,
conversion of literary properties to legiti-
mate or theatrical production, 'adaptation
of silent features, merchandising rights and
industrial films.

Formation of the merchandising subsidi-
ary (AAE) was made known earlier this
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DOMINANT

COST ...

LOWEST COST PER THOUSAND!

COVERAGE. ..

NO. 1 Ratings in N S | Area
(June, 1957)

Net. Sta. “A” ... ... .. .. oo 32
Net. Sta. “B” ... ... .. .. . 7 |
Net. Sta. “C* . .. . o . 58
Net. Sta. “D” .. .. ... . . .. . . 44
Ind. Sta. "A” . ... ... .19
Ind. Sta. “B” . . ... . . .. 30
Ind. Sta. “C” .. .. ... ... ... 15

NO.I Buy in
HOUSTON

for your product!

HOUSTOM'S 24 HOUR MUSIC AMD NEWS

Mational Reps.: Forjoc & Co.— Southern Reps.;
Mipw York ® Chicogo ® Les Angeles & CLARKE BROWMN CO.—
San Franciica & FPhiladelphia & Scattle Dollos & Mew Orleans = Adlonta

IN HOUSTON, CALL DAVE MORRIS, [Ackson 3-25817
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month [FiLM, Nov. 11], and along with
substantial merchandising success, this AAP
unit has been mulling a revival of Popeye
production. Another recent AAP action
was the withdrawal of some of its Warner
features and cartoons from about 30 major
markets. The distributor said its decision
to shelve the unsold pictures was based on
hopes their value would increase in the
future, perhaps with the advent of such
developments as pay tv which would require
additional film products [CLosep CIrculT,
Nov. 4].

AAP claims the Warner Bros. features
have been sold in more than 100 U. S,
markets since they were first offered to tv.

AAP Inc. was acquired originally through
an exchange of stock in March 1956 by
PRM Inc. with the corporate name then
changed to Associated Artists Productions
Corp. Mr. Chesler is a wealthy Canadian
industrialist and has extensive mining and
real estate interests. Mr. Hyman has diverse
interests including automotive and real es-
tate and is connected with Moulin Produc-
tions which was associated with the motion
picture production of such features as
“Moulin Rouge,” “Moby Dick” and “African
Queen,” among others. He reportedly also
has been associated with Ray Stark (in
charge of west coast operations for AAP
Inc. and member of AAP Corp. board) in
production tie-ins with Warner Bros.

Florsheim Heads General Sales
Of NTA’s Famous Films Unit

Appointment of Stanley C. Florsheim to
the newly-created post of general sales
manager of NTA’s Famous Films—Pro-
grams for Television was announced last
week by Harold
Goldman, executive
vice president. The
NTA division sells
re-run feature films
and serial produets.

Mr. Florsheim
served most recently
as general sales man-
ager of Economee
Tv, a unit of Ziv
Television Programs,
which also is respon-
sible for the sale of MR. FLORSHEIM
re-run products. He was associated with the
Frederic W. Ziv Co. for eight years in va-
rious executive sales capacities. Earlier, Mr.
Florsheim had been with the Adams Hat
Co. as director of advertising and sales pro-
motion and with ABC in the network co-op
program sales department.

Disney en N. Y. Stock Exchange

Walt Disney Productions, Burbank, Calif.,
was listed last Tuesday on the New York
Stock Exchange, with 2,700 shares traded
the first day. The stock opened at 1474,
its high, and closed at 1374, its low. There
are 1,729,093 common shares of $2.50 par
value.
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ILLINOIS

@ Unduplicated NBC-TV COVERAGE
& Unduplicated CBS-TV COVERAGE

91% MORE UNDUPLICATED
COVERAGE WITH WOC-TV (NBC)

WOC-TV'S 48 COUNTY MARKET — Population*.............. 1,686,000
Homes* 519,100 TV Farm Homes** - 54,912
TV Homes* 422,800 Effective Buying Income® $2,757,557,000
Farm Homes** 97,101 Retail Sales* $2,007,749,000
*Slles Manzgement “Sucvey of Buying Power — 1057
erl. 5. Census of Agriculture — 1 5'

Col. B. J. Palmer.
President
Ernest C. Sanders.

Res. Mgr.
Mark Wodlinger.

Res. Sales Manager
PETERS. GRIFFIN.
WOODWARD. INC.
EXCLUSIVE
NATIONAL
REPRESENTATIVE

WOC-TV « Davenport, lowa is puri af Central Broud:nmng Company which also owns and
operates WHO-TV and WHO-Radio-Des Moines

‘The Quint.Cities Station
+—Davenport and Betten«
dorf in Jowa: Rock Is-
land, Moline and East
Moline in Illinois.
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FILM CLIPS
RANDOM SHOTS

Association Films Inc., N. Y., is offering
half-hour “Space and Time” package for
free public service programming, consisting
of two films concerned with rockets, space
travel and future. Films, which may be
run separately or “back-to-back,” are “The
Corporal Story,” concerning the principles,
potential and test-firing of Army rocket-
powered missile, and “Your Safety First,”
animated cartoon conception of travel in
year 2000.

Ziv Television Programs, N. Y., reports
study made by company in 30 key markets
indicates that potential source of new syn-
dication sponsors is tv spot advertiser. Com-

. pany said that in two years, 27% of its
current program sponsors had “traded up”
from ranks of spot tv advertisers.

FILM DISTRIBUTION

AAP announces four motion pictures for
Christmas-season viewing are being offered
to tv stations and advertisers. They are
“Star in the Night,” Warner Bros.” fea-
turette and Academy Award winner; “Silent
Night” (available to one station per market
during holiday season, except in 22 markets
in which movie is being sponsored by Rhein-
gold beer); “A Christmas Carol” (stars Ali-
stair Sim as Scrooge) and “The Emperor’s
Nightingale.” Bob Rich, AAP’s general sales
manager, noted that requests should be made
early to assure availability of prints.

National Telefilm Assoc., N. Y., has an-
nounced availability of three programs de-
signed for showing during Christmas sea-
son. They are Christmas Carol, narrated
by Vincent Price and featuring Taylor
Holmes as Scrooge; Man's Heritage, telling
story of Bible and presenting Raymond
Massey as host, and The Lamb in the Man-

CARAVEL FILMS, New York, held
opening day ceremonies last month for
its film production center (above).
| More than 1,000 agency and adver-
tiser executives and other guests were
invited to ceremonies at the studio,
which covers four stories and was
built at a cost of about $1 million. Tv
film commercials and industrial and
documentary films will be produced
there.
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LIBRARIAN of Congress L. Quincy
Mumford and Charles R. Sligh Jr.,
executive vice president of the Na-
tional Assn. of Manufacturers, look
over one of the NAM industry on
Parade series of films before they are
catalogued at the library. The NAM
gift consists of more than 350 prints
widely used on tv since 1950 to tell
the story of some 1,500 U. S. com-
panies. During its run on television
the series was given a total of 14 na-
tional awards.

ger, recounting story of birth of Christ Child,
with Maureen O'Sullivan as story-teller.
Company also announces that it is releasing
to tv stations new package of 75 feature
films, produced by 20th Century-Fox Film
Corp., Stanley Kramer and several independ-
ent producers. Package includes such films
as *“The Bells of St. Mary,” “High Noon,”
“Claudia and David,” “My Friend Flicka,”
“Uncle Harry” and “To the Shores of
Tripoli.”

FILM PRODUCTION

Screen Gems Imc., N. Y., announces new
half-hour comedy tv film series based on
exploits of Howe and Hummel, famous New
York criminal attorneys in 18th century.
Series, to be produced in association with
Diana Green, Monty Shaff and Eddie Joy,
will go into production at SG's studios on
West Coast in February for showing to pro-
spective sponsors in the spring.

- FILM SALES

Ziv Television Programs, N. Y., reports sale
of new half-hour tv film series Sea Hunt
in 100 markets, with sales in eight markets
last week: New York, Birmingham, Roch-
ester, Syracuse, Charlotte, Tampa, Duluth
and Greenville, N. C.

Screen Gems Inc, N. Y., reports sale of
its half-hour package of cartoon programs
to NBC-TV, including new “Ruff and
Reddy” serial that deals with cat and dog
space travelers. Also announced is “Shock!”
package of horror feature films sold in 15
additional markets, raising total markets on
series to 65. Latest stations to sign: WBAL-

TV Baltimore, WTOP-TV Washington,
WROC-TV Rochester, WISH-TV Indian-

. apolis, KGUL-TV Galveston, KOTV (TV)

Tulsa, WMCT-TV Memphis, WBRZ (TV)
Baton Rouge, WTBS-TV Shreveport, La.,
WGAN-TV Portland, Me.; WBKB (TV)
Chicago; KPTV (TV) Portland, Ore.;
WSIX-TV Nashville; WSIV (TV) Elkhart
Ind., and KELP-TV El Paso, Tex. Com-
pany also reports its sale of Casey Jones to
Associated Television Ltd. for telecasting in
United Kingdom and reports renewal pacts
with Granada Tv Network in Britain for
The Adventures of Rin Tin Tin and with
BBC for Circus Boy. Company also reports
sale of its half-hour tv film series, Circus
Boy, to Anderson, Clayton & Co. (tv sub-
sidiary of Columbia Pictures). Also an-
nounced is sale of Jungle Jim and Circus
Boy to Cuban stations, CMBF-TV and
CMQ-TV, both Havana.

Guild Films, N. Y., announces sale of its
Kingdom of the Sea in four markets:
WHDH-TV Boston; WLW (TV) Cincinnati,
WFGA-TV Jacksonville, and WCKT (TV)
Miami.

Official Films reports sale of its weekly half-
hour film series Big Story to Pacific Gas
& Electric Co., S. F., for use in eight
northern and middle California markets dur-
ing 1958. PG&E sponsors Gross-Krasne's
O. Henry Playhouse in same markets: San

Francisco, Eureka, Chico, Sacramento,
Salinas, San Luis Obispo, Fresno and Bakers-
field. .

Victor & Richards, N. Y., reports sale of
its hour-long audience participation pro-
gram, Top Ten Dance Party, to WFIE-TV
Evansville, Ind.

Ziv Television Programs, N. Y., issues
report that international sales of com-
pany over past two months were “highest
in history,” involving 13 program series
sold in United Kingdom, Australia, the
Philippines, Japan, San Salvador, Cuba,
Germany and Spain. Series included in
sales were Highway Patrol, Harbor Com-
mand, Sea Hunt, Tombstone Territory, Har-
bourmaster, Cisco Kid, Mr. District Attor-
ney, Science Fiction Theatre, The New Ad-
ventures of Martin Kane, Dr, Christian,
Favorite Story and A Man Called X.

FILM SHORTS

Gross-Krasne Inc., producer-syndicator of
tv films has moved to 5420 Melrose Ave.,
Hollywood 38, Calif. Telephone: Hollywood
7-5151.

Walt Disney Productions, Burbank, Calif.,
announces regular quarterly cash dividend
of 10 cents per share, payable Jan. 1, 1958,
to stockholders of record Dec. 13, 1957.

Fred A. Niles Productions Inc., Chicago,
plans to launch half-hour tv film series in
January via its Cross Country Network.
Aimed at 30 million rural viewers in key
farm markets, series will contain four spot
availabilities with national clients being able
to take minimum of one,
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He bas

the highest
Ya hour
average"
in Omaha’s
radio day:
"47.8%

HE’S FRIENDLY
FRANK ALLEN.

He’s belping

KOWH celebrate
it’s 70th month as
a dominant factor

in Omaha radio

He can help you. So ¢an
General Manager Virgil Sharpe.

So can the Young man.

Broad coverage, tco, on 660 kc.

* Hooper, June-September, 1957.

Represented by Adam Young Inc.
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Setting the pace

Champion Standard Bred pacers inherit characteristics that make them winners,
and so do the stations of the WKY Television System. The same leadership

that made great stations in Oklahoma City has now created equally outstanding
stations in Montgomery and Tampa - St. Petersburg.

You set the pace by advertising on WKY Television System stations—

each decisively dominant in the market it serves.

THE WKY TELEVISION SYSTEM, INC.

WTVT WKY and WKY-TV WSFA-TV
Tampa-5t. Petersburg Oklahoma City Montgomery

Represented by the Katz Agency

®
pioneering
color TV



THREE’S A CROWD

You bet three’s a crowd when your radio spot is jammed
in with two other spots back to back. Your spot loses its

impact. .

. You just can't tell your story impressively.

DEMAND GUARANTEED SEPARATION —Stamp out

multiple-spotting.

OUR PLEDGETO YOU

We never had it so good—why spoil i

RATING for RATING . ..
RATE for RATE

National Sales Representatives

THE WALKER COMPANY
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1. All other commercial
announcements by time
for one complete musi-
cal selection.*

*Except 10 second, quortershourly time signaols.

vertisers.

SYRACUSE,

GUARANTEED
SEPARATION

All Announcements Will Be Separcted From . . .

2. All competitive
annovncements
by ot least 15
minutes. '

This is not a new policy with
WOLF. It is the proven sales
formula that has brought in
consistent renewals through
the years from pleased clients
representing top national ad-

t.
ﬁm!\ﬁ
in CENTRAL NEW YORK it's — /

L

N.Y.

PROGRAM  SERYICES

WCUE Settles Suit by UP,
Will Resume Use of Service

WCUE Akron, Ohio, last week an-
nounced settlement of a suit brought by
United Press which had claimed the station
owed $627.40 for services,

WCUE has agreed to pay $313.70, ac-
cording to Tim Elliot, president, and will
resume use of UP service. The latter action
negates a second portion of UP’s suit (for
$7,481.62), UP had claimed this would have
been its profit on the WCUE contract dur-
ing the remaining 2% years of the agree-
ment.

The dispute, according to Mr. Elliot, orig-
inally stemmed from increases in the weekly
UP charges which he said were contrary to
a 1953 verbal agreement with UP to the
effect that no increases would be made
during WCUE's current six-year contract
with the news service,

TNT Tele-Sessions Announces
Four Executive Appointments

Four executive appointments and offices
have been announced by TNT TeleSessions
Inc., New York, closed-circuit service firm.

John B. O'Connor, national sales repre-
sentative for TNT for the past year, has
been promoted to eastern division manager,
and will headquarter at 575 Madison Ave.,
New York.

Gordon N. Morford, formerly western
advertising manager, Street & Smith Publi-
cations, has been named western division
manager with offices at 612 N. Michigan
Ave., Chicago. Fred Vv, Davis, head of
TNT’s Detroit office for the past year, will
be located in the Fisher Building, Detroit,
as central division manager. Douglas George,
head of TNT operations on the Pacific
Coast for two years, is now Pacific Coast
division manager, with headquarters at 5859
Melrose Ave., Los Angeles.

RCA Thesaurus Sales Up 350%

A 350% increase in sales for the com-
bined months of August, September and
October 1957 compared to the same period
a year ago was claimed last week by RCA
Thesaurus for its radio transcription library.
A. B. Sambrook, manager of the library,
attributed the sales rise to the success of
sales booster campaigns, among them
“Double Talk” featuring Al Kelly, “Sound
Advice,” “Little Known Facts” and “What's
the Meaning of This Name?”

Andrews Sets Up Record Firm

Vincent S. Andrews, business manager for
broadcast and theatre personalities, has an-
nounced formation of Candle Records Inc.,
New York, to produce religious and educa-
tional records. Mr. Andrews has named
Louis Livingston, president of World-Wide
Promotions Inc., New York, to be executive
vice president of the new firm. Plans for the
first Candle albums, to be composed of re-
ligious records, will be announced shortly,
according to the president, whe continues
his business representation activities. Candle
is located at 501 Madison Ave., New York
22; telephone Plaza 3-9110.
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CBS-TY

Jimmy Dean Show
Armstrong Cork

Captain Kangarso
Gerber Foods
Luden's
Visewmaster

Garry Moore Show
Gerber Foods
Vick Chemical Co.
Florida Citrus
Nestle Co.
Sunshina Biscuit
Johnson & Johnson

Arthur Godfray Time
Stondard Brands
Armour & Co.
Pharmacraft

Strike it Rich
Colgate-Palmolive

CBS Morning News
Oldsmobile
United Motors

Lave of Life
Amer. Homs Products
Procter & Gomble

Search For Tomerrow
Procter & Gamble

As The World Turns
Procter & Gamble
Vick Chemical Ca.
Pillsbury Mills

Beat the Clock
Garber Foods
Mogen David Wine
Nastle Co.
Sunshine Biscuit
General Mills
Johnson & Johnson
Eastman Kedak
Purex

House Party
Standard Brands
Toni Co.

The Big Payoff
Colgate-Palmolive

A Brighter Day
Procter & Gambls

The Secret Storm
Amer. Home Products

Edge of Night
Proctar & Gamble
Standard Brands
Vick Chemical Co.
Florida Citrus
Pet Milk
Pillsbury Mills

The Verdict is Yours
Toni Co.
General Mills

Pro Football
Amaerican Petrofina
Falstaff Beer
Marlboro

Football Preview
Corter Praducts
Amer. Home Products

Conquest
Monsanto Chemical

Douglas Edwards
Amaer. Home Products
Brown & Williamsen
Hazel Bishop
American Can Co.

Robin Hood
Wildraot Co.
Johnson & Johnsen

Name That Tune
Kellogg Ce.
Whitehall Pharmacal

Phil Silvers Show
R. ). Reynolds
Proctar & Gamble

Burns & Allen
Cornation Ce.
General Mills

The Big Recard
Oldsmobile
Kellogg Co.
Pillsbury Mills

Talent Scouts
Lipton Tea
Toni Co.

Climax!
Chrysler Corp.

Bachelor Father
American Tobacco

Jack Benny Shew
American Tobatco
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ADVERTISERS CONFIRM WHAT
THE AUDIENCE KNOWS:
Network

I 6 Orders

pack the KCMC-TV
fall schedule with

PROGRAM
POWER!

Network Shows Totaling

365 HOURS PER MONTH!

Call Venard for Choice Spot Availabilities—Announce-
ment or Program—In this Distinguished Line-up.

KCMC-TV

Channel 6

TEXARKANA, TEXAS-ARKANSAS

Maximum Power
100,000 Watts

WALTER M. WINDSOR
General Manager

RICHARD M. PETERS

Commercial Manager

Represented By
Venard, Rintoul & McConnell, Inc.

the FOUR STATES area

Red Skelton Show
Pet Milk
Johnson’s Wox
$64,000 Question

Revlon Co.

Ed Sullivan Show Dick & The Duchess
Mercury Mogen David \fVm-
Eastman Kodak Helene Curtis

Playhouse 90
American Gas Assn.
Bristol Myers
Marlbore

Danny Thomos Shew All State Insurance

Trackdown Genaeral Foods Norelco Kimberly-Clark
e N The Millionaire Schlitz Playhousa
Mabil Oll Co. December Bride Colgate-Palmolive Schlitz gler

General Foods I've Got a Secret .
Zane Grey Theatre R. ). Reynolds The Lineup

To Tell The Teuth
Pharmaceuticals, Inc.

U. S. Steel Hour
U. S, Steel

Ford Moter Co.
Ganeral Foods

Procter & Gamble
Brown & Williamson

Lucy & Desi Shows
Ford Motor Co.

Hiah Adventure
Ganeral Motors

Show of the Manth
Du Pent

Parson to Person
American Oil Co.
Life Magazine

Gale Storm Show
Nastls Co.
Helene Curtis

Have Gun—Will Travel
Lever Bros.
Whitehall Pharmacal

Gunsmoke
Remington Rand
Liggeh & Myers

G. E. Theatre
General Electric

Alfred Hitchcock Presents
Bristol Myers

$64,000 Challenge
P. Lerillard
Revlon Co.

What's My Line?
Remingten Rand
Helens Curtis

ABC-TY

Superman
Kellogg Co.
Sweets Co.

Sir Lancelot
Kellogg Co.
Wander Co.

wild Bill Hickok
Kellogg Ca.
Sweets Co.

Woody Woodpacker
Kellogg

The Buccanears
Kellogg Co.
Swaets Co.

Mickey Mouse Club
Koal-Aid, Kaal Shake
Ampar Records
Mattel Tays
Gold Seal Ce.
Paters Shoe Co.

B. F. Goodrich
Mars Candy Co.
Armour & Ce.
Milas Laboratorias
Ganeral Mills
neral Foods
Bristol Myers
Pillsbury Mills

Yoice of Firestone
Firestane

Adventure of Jim Bowie
American Chicle Co.

All Star Gelf
Wildreot Co.
Miller Browing Co.

Disneyland
Ganeral Foods
General Mills
Derby Foods
Raynolds Metals

Tombstone Territory
Bristol Myers

Lawrence Welk’s Top Tunes
and New Talent

Dodge

Walter Winchell File
Revlon Co.
Norelco

Patrice Munsel Show
Buic|
Frigidaire

Pat Boone Show
Chaevrolet

Broken Arrow
Miles Laboratories
Ralston Purina

Lowrence Welk Show
ge

Date with the Angels
Plymouth

NBC-TV

Fury
Borden Co.
General Foods

You Bet Your Life
eSoto
Toni Co.

Pacple’s Choica
Borden Ce.
Amaer. Home Products

Your Hit Parade
American Tabacca
Toni Co.
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TRADE ASSS,

NARTB WARNS ON SP, ‘HORROR’

® Tv group blinks red light on subliminal perception
® ATFP, other tv code subscribers to get NARTB seal

Warnings against the use of subliminal
perception on tv and the scheduling of hor-
ror programs were issued by the NARTB
Code Review Board Wednesday at the con-
clusion of a three-day meeting at the Beverly
Hills Hotel, Beverly Hills, Calif.

The board, in a resolution, recommended
to code subscribers that any proposals to
use “subliminal perception” on tv “be re-
ferred to the board immediately for review
and consideration, and that experimentation
or use of the process should not be per-
mitted on the television broadcasting me-
dium pending such review and considera-
tion.”

The board, acting in regard to the “hor-
ror and shock” film packages which have
been marketed for tv use this fall, reminded
code subscribers that the code calls for the
elimination of *“the use of horror for its
own sake” in tv programming,

CBS was commended for its action to
eliminate visual free credits involved in pro-
gram “trade outs.” The move, previously
recommended by the code board, is designed
to ban extended visual product or service
promotion to all except those paying for net-
work time.

The board decided to extend to producers
of tv films who have become affiliate sub-
scribers of the tv code the privilege of using
a code seal on their films. This followed sev-
eral sessions with the Alliance of Television
Film Producers, whose members became the
first code affiliate subscribers earlier this
year. Some 20 film companies are now
affiliate subscribers, including CBS Televi-
sion Film Sales and NBC Television Films,
William B. Quarton, general manager of
WMT-TV Cedar Rapids, Iowa, chairman of
the code board, reported.

The new code seal for film companies
will be introduced with an educational cam-
paign conducted by the public relations
service of NARTB, coordinated with the
public relations activities of the tv film
producers. NARTB President Harold
Fellows welcomed the film makers into
closer association with the tv broadcasters
in the area of code activity at a Tuesday
evening session attended by many tv film
producers.

Hal Roach Jr., president of Hal Roach
Studios, commented that the tv broadcasters
and tv film producers seemed to be always
in a negative position, defending themselves
against charges madé by pressure groups to
the FCC and Congress. He proposed that
the broadcasters and film producers engage
in a joint campaign to see that the commen-
dations of individuals and organizations for
tv programs be brought to the attention of
government officials as well as the criticisms.

Edward H. Bronson, director of tv code
affairs, replied that NARTB already is cir-
culating such material to government offi-
cials and agencies and other interested or-
ganizations, but that cooperation of film
producers in this work would be welcome.
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Rudy Abel, producer of the Lassie tv
series, asked if use of the code seal might
help get better acceptance for American
tv films abroad,

Mr. Fellows replied that the U. S, system
of broadcasting, one of the few in the world
free from government control, is not too
popular in some places, but he thought the
use of the code seal might help “if we can
tell them what it means.”

One questioner asked what the code board
has done about KCOP (TV) Los Angeles,
charged with code violations. Mr. Fellows
replied that the board had not acted against
KCOP because it is being sold to a group
which has pledged to abide by code provi-
sions.

Asked whether the board has acted on a
proposal for a tv legion of decency, Mr.
Bronson said the papal encyclical did not
call for such an organization to police
television.

Mr. Bronson reported on monitoring
activity and indicated that by the end of the
year two-thirds of the more than 300 sta-
tions subscribing to the code will have been
monitored. The board made provisions for
extending the monitoring in 1958 to cover
stations in small communities as well as in
large markets.

The full code board attended the three-
day meeting. Besides Chairman Quarton,
members are Mrs, Hugh McClung, KHSL-
TV Chico, Calif.; Richard A. Borel, WBNS-
TV Columbus, Ohio; Roger W. Clipp, Tri-
angle Stations, Philadelphia, and Donald H.
McGannon, president, Westinghouse Broad-
casting Corp., New York,

Members of the executive committee of
the ATFP who met with the code board
are Maurice Morton, Alliance president,
McCadden Productions; Maurice Unger,
Ziv Tv; John Findlater, Revue Productions;
Archer Zamlock, Hal Roach Studios; Hal
Roach Jr., Hal Roach Studios; Armand
Shaefer, Flying A. Productions; John Zinn,
Alliance executive secretary, and Richard
St. Johns, Alliance legal counsel.

At a closing meeting Wednesday, con-
tinuity acceptance editors of the television
networks, Alliance producers and directors,
code board members and NARTB staff rep-
resentatives held a “shirt-sleeve” session,
discussing problems connected with main-
tatning high standards of programming. Net-
work executives participating in the meeting
were; for ABC, Continuity Acceptance Di-
rector Grace Johnsen and West Coast Direc-
tor Dorothy Brown; for CBS, Director of
Editing Herbert A. Carlberg and West Coast

Manager William Tanjersley; for NBC, Di- -

rector of Continuity Acceptance Stockton
Helffrich and Hollywood Manager Robert
Wood.

NARTB staff members taking part in
code board sessions, in addition to Mr.

Fellows and Mr. Bronson, were Thad
Brown, television vice president; Douglas
Anello, chief attorney; Donald N. Martin,
assistant to the president for public relations;
Charles 8. Cady, assistant director of tele-
vision code affairs, and Robert K. Richards,
consultant.

Tv Damned, Praised
By ATAS Panelists

“Creative” tv programming came in for
both boosts and knocks Tuesday, as four
agency executives looked at network pro-
gramming and found it (a) wanting and
(b) “as good as can be.”

Featured as speakers at the New York
chapter of the Academy of Television Arts
& Sciences were Maxwell G, Ule, senior
vice president, marketing, Kenyon & Eck-
hardt; Hal Davis, vice president, radio-tv,
Grey Adv.; Walter Craig, vice president,
radio-tv, Norman, Craig & Kummel, and—
in absentia—Nicholas E. Keesely, vice pres-
ident, radio-tv, Lennen & Newell. Mr,
Keesely's comments were read by Terry
Sullivan, a tv announcer-personality.

Mr. Craig said the basic trouble with
television today is that its overnight success
made “people want to turn a quick dollar
too fast,” and that this desire to “share
the wealth” led to imitative programming.
Claiming that “‘good product” and not hand-
wringing is the answer to pay-tv, Mr. Craig
called for a revival of “romantic writing”
where boy-gets-girl instead of “all this real-
ism” which, he charged, borders on “dis-
gust.”

Mr. Davis, using props, said the current
season can be summed up by “the stool. ..
the stool pigeon and the gun holster.” (The
stool, he said, referred to the “relaxed” type
of musical programming). The “ideal show,”
said Mr, Davis mockingly, is “to get a
cowboy sitting on a stool in an isolation
booth.” At the same time he said that rival
media cannot afford to hit television too
hard, stating that a current best-seller is
Grace Metalious’ Peyton Place and that
Broadway’s loudest guffaws came from Peter
De Vries' “Tunnel of Love.” Both, he
charged, bordered on very bad taste. He pre-
dicted agencies will recapture their produc-
tion power in tv.

Mr. Ule said creativity is “an overworked
term.” He defined it as a reconstruction of
past experience and formats to develop a
good rating. It’s not the ratings that count,
he noted, but the “emotional plus” a pro-
gram gives the audience.

Mr, Keesely defended tv, saying that if
people really did not like television, they
would soon turn off their sets. They haven't,
he said, and therefore, “things can’t be so
bad after all.” Television, maintained Mr.
Keesely, excels at promoting its programs,
but it does little in promoting itself. Putting
the blame on the tv critics for tv’s chronic
compulsion to defend itself, Mr, Keesely
said the industry ought to spread the word
on “what it is doing, not what it isn't.” Tv
criticism, he concluded, is “absurd, danger-
ous and meaningless” if based on the pre-
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KNOWLEDGE

Knowledge and speed guide the sur-

geon's hand.

In our fast-moving field, too, knowledge-
able decisions frequently must be made

quickly.

That's why ... when we give you facts
... we're careful to make them accurate,
complete and pertinent. And, whenever
possible, get them to you fast while they

still have meaning and application.

AVERY-KNODEWL

INCORPORATED

NEW YORK ATLANTA DALLAS DETROIT SAN FRANCISCO LOS ANGELES CHICAGO SEATTLE



Tulsa rates 2nd in the nation in per
capita ownership of personal auto-
mobiles. Here’s solid evidence that
Oklahoma’s No. 1 market is a rich
market. Only KVOO blankets all of
this rich market area, and gives you
L bonus coverage in Kansas, Missour:
and Arkansas as well. Get your full
share of this No. 1 market; get 4/l
of it; get on KVOO!

The only station covering all of Oklahoma's No. 1 Market
Broadcast Center ¢« 37th & Peoria

HAROLD C. STUART GUSTAV BRANDBORG
President Vice Pres. & Gen. Mgr.

Represented by EDWARD PETRY & CO.

1170 KC « 50,000 WATTS « CLEAR CHAMMEL » MBC
"The Vaice of Oklahoma”
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miere show. Criticism that is valid ought
to come from people within the industry,
those who “can do something about bad
programming,” he said.

Must Be ‘Watchful Over Radio-Tv,’
Say Catholic Bishops at Meet

Citing the continuing need for such agen-
cies as the National Office for Decent Litera-
ture and the National Legion of Decency,
Catholic bishops of the U. S. last week re-
minded, “Nor can we fail to be watchful
over the fields of radio and television.”

The bishops, meeting last week at Catholic
U. in Washington, D. C., released a 2,400-
word statement entitled “Censorship.” In
it, the bishops noted that civil authority has
the right and duty to exercise such control
over various media to safeguard public
morals, “yet civil law, especially in those
areas which are constitutionally protected,
will define as narrowly as possible the limi-
tations placed on freedom.”

For this reason, the bishops said, “civil
legislation by itself does not constitute an
adequate standard of morality.”

The statement referred to the Sept. 8
encyclical of Pope Pius XII and said that
“Our Holy Father has spoken not only of
the competence of public administrators,
but also of their strict duty to exercise super-
vision over the more modern media of com-
munication and entertainment—radio and
television. He warns public officials that they
must look on this matter not from a merely
political standpoint, but also from that of
public morals.”

Half Radio Homes Tune In
From 9 a.m.-4:30 p.m.—RAB

More than half of all radio homes in the
nation can be reached during the 9 am.-
4:30 p.m. period throughout the week, ac-
cording to the most recent study of the
cumulative radio audience made for Radio
Advertising Bureau by the A. C. Nielsen
Co. The study, seventh in a series under-
taken for RAB, discloses that more than
50% of all radio households tune in regu-
larly during the week (Sunday through
Saturday) to programs aired during this
time segment.

The typical family’s total listening time
for the week averages nearly 4% hours, the
study stated. The research further reveals
that over a four-week period better than
75% of all radio homes average more than
13%% hours of listening in this period.

48 More Radio Outlets Join RAB

Fully 48 new station members and three
representative and associate members joined
Radio Advertising Bureau in September-
October, representing the largest gain in
membership in any two-month period since
RAB's inception, according to Kevin B.
Sweeney, president. The new membership
reportedly represents $22,000 in annual in-
come. The previous record period for new
membership was January-February 1956
when 48 were added, Mr. Sweeney said.
Membership now exceeds 850, RAB re-
ported.

BROADCASTING




'RESEARCH THAT WON A MEDAL

BROADCASTING

This year, for the first time,
The Franklin Institute’s coveted George R.
Henderson Medal—awarded for achievements
in research in railroad technology — was not

given to an individual inventor or engineer.
It was awarded to an association—the Associa-
tion of American Railroads.

This award honors the contributions made
by the Association’s Mechanical and Engineer-
ing Divisions to the advancement of railroad
safety, progress and efficiency.

These contributions are reflected in 92 patents
which have resulted from the Association’s
research. Currently, the Association has some
96 projects under way at its research center on
the campus of the Illinois Institute of Tech-
nology in Chicago. And it is planning addi-

tional facilities to expand this research.

The railroad industry will continue its scien-
tific research to provide transportation service
that is constantly increasing in efficiency and
economy.

ASSOCIATION OF AMERICAN RAILROADS
Washington, D. C.
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an entire sexrvice area

(CHANNELS 7 TO13)

RCA’s new 50-kw VHF transmitter, and an RCA TF-12BH
Superturnstile antenna, will “flood” your service area
with strong signals — close in AND far out!

Tailored to “consultants’ specifications,” RCA’s 50-kw

antenna-transmitter combination is your answer for maxi-

mum ERP and “saturation’ coverage on channels 7 to 13.
“Rain" your signals in all directions!

No need to “beam” to reach specific areas. You ger satura-

tion everywhere—close in awd far out. Reason: RCA’s:

TE-12BH high-gain antenna delivers two to three times
the required field strength—even in minimum signal areas.
And it makes no difference whether you use an extremely
high tower—or one of average height. This is the one
transmituer-antenna combination that develops 316 KW
ERP—with potwer 1o spare!

Antenna System takes full 50-kw Input!

RCA’s TF-12BH high-gain antenna and antenna compo-
nents will rake the full output of the 50-kw VHF trans-
mitter—with a high factor of safety. Designed for pedestal

or for tower-mounting, RCA antennas withstand windloads
of 110 miles, and more. A unique switchable feed system
enables you to switch power from one part of the antenna
to another QUICKLY —an important advantage that will
keep you on-air during an emergency.

A 50-kw VHF System—completely matched!

RCA can supply 50-kw systems matched precisely for peak
performance—from antenna, transmitter, transmission
line, fittings, tower, r-f loads, waumeters, and diplexers—
to the hundreds of individual components required by the
carefully planned station plant.

Qualified planning help is vital!

For experienced assistance in planning a transmitter-
antenna system that will literally “blanket” your service
area with strong signals, call your RCA Broadcast Sales
Representative. He knows systems-planning from A to Z.

RCA PIONEERED AND DEVELOPED COMPATIBLE COLOR TELEVISION

ION of AMERICA

AMDEN, N. J.
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SDX Report Netes Ups, Downs
Of Broadcasters in Access Fight

The successes and failures of broadcast-
ers in gaining access to court rooms and
legislative proceedings during the past year
were noted last week in the report of the
Advancement of Freedom of Information
Committee of Sigma Delta Chi. The profes-
sional journalistic fraternity met last week
in Houston, for its annual convention at-
tended by some 400 newsmen from all
over the nation.

The report also mentioned instances in
which working relations between newspaper
reporters and radio-tv newsmen “did not
always reflect harmony.” It specifically re-
ferred to instances in Los Angeles and New
York where newspapermen refused to allow
recorders and tv cameras to be set up at
news conferences and pool interviews. The

PROFESSIDNAL SERVICES

Tv Artists Corp. Organized
As Personal Management Outfit
Television Artists Corp., 527 Madison
ve, New York, a firm “specializing in
personal management,” has been formed
through a merger by Jack Bertell, onetime
executive vice president of MCA, and John
Greenhut, formerly head of John Greenhut
Enterprises. Mr. Bertell has headed his own
personal management firm since 1947.
Performers to be represented by the new
firm include: Polly Bergen, Bill Hayes,
Carol Haney, Jackie Miles, The Chordettes,
Jane Morgan, Carol Lawrence, Jackie Kan-
non, Morey Amsterdam, Earl Wrightson,
Louis Hunt, Elaine Malbin and Larry
Daniels. Creative roster includes James
Starbuck, Joe Cates, David Tihmar, Earl
Wilson, Peter Gennero, Luther Henderson
and Jerome Shaw.

Mendelsohn Forms Own PR Firm

The establishment of his own public rela-
tions firm, with emphasis on radio-tv clients,
has been announced by Howard Mendel-
sohn, former midwest publicity director of
CBS-TV (WBBM-TV Chicago). Hz will
maintain headquarters at 612 N. Michigan
Ave. (Telephone: Michigan 2-0244} and
represents Rudio Productions (radio-tv pro-
ducers) and other clients. Mr. Mendelschn
recently completed a radio-tv campaign for
the Julian J. Jackson agency and, in a free-
lance capacity, worked on the Chicagoland
Fair account this past summer.

Talent Service Begins in Chicago

A new talent agents’ organization has been
created in Chicago to simplify booking pro-
cedures between studios and agencies with
uniform contracts. Called Chicago’s Assn.
for Radio and Television Artists, the organ-
ization claims to have completed negotia-
tions and signed applications for a Screen
Actors Guild franchise in that city. Talent
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IS NO LONGER A
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the curtain’s going up on ,Q,:’ 4,;,;.\

: ALL of the top NBC shows via ~ / ~“%,
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Binghamton’s Great New Channel

NOW ON THE AIR?

An impressive new studio building ... our own microwave
relay system . . . and an energetic promotion campaign which led

CHANNEL 40 to thousands of conversions before our test pattern was on the
1.070.000 air are but a few of the indications of the strength and stability
: ! of this new sales signal in the Binghamton market.

One of the most powerful on the air . . .. WINR-TV, with a
million-plus watts, is the first station to offer full network pro-
gramming from the first day of operation.
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Adventure Monday through Friday at 6:00 PM
delivers Omaha’s Kidult* audience!
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Jr. and ‘G. B. Wickizer, of RCA Labs radio
research staff at Riverhead.

The research team pointed out that
meteor path propagation promises ulti-
mately to .increase the versatility of all radio
communications by providing a means of
sending information at times and over dis-
tances for which other means may not be
available. It also offers a valuable means of
supplementing the overcrowded radio spec-
trum, the scientists added.

They explained the material to be trans-
mitted is recorded on 35 mm film, which
is scanned to produce a signal in a manner
similar to the techniques used in television
film transmission. The resulting signal is sent
out from the transmitter through a highly
directive antenna aimed in the direction of
the distant receiver. At the receiver, the sig-
nal is picked up by another directive an-
tenna each time it is reflected during the
brief life of an ionized meteor trail, and the
information is fed to a cathode-ray tube
for display on a viewing screen. In the ex-
perimental system, photographlc techniques
are used to record the image as it appears
on the screen.

The research team reported that the
scanner and transmitter are run continu-
ously, sending copies of a picture over and
over at the rate of two complete scans each
second. The receiver is also on continuously
with the recording unit in a “standby condi-
tion.”

“When a passing meteor closes the trans-
mission path, the incoming signal trips the
recorder . . . to permit reproduction on the
phosphor screen,” they said. “The circuit
then resets for the next burst.” The report
said the experimental transmitter produces
20 kw of power at 40 mc.

$1 Million CBS Labs Building
Going Up in Stamford, Conn.

Ground-breaking ceremonies were held
in Stamford, Conn., Thursday for CBS
Labs’ new $1 million-plus building, with
occupancy targeted in the summer of 1958.

The 33,000-sq.-ft., one-story, air-condi-
tioned building will provide research and
development facilities for a scientific and
administrative staff of 150 persons. Partici-
pating in the ground-breaking ceremonies
were Dr. Frank Stanton, president of CBS
Inc.; Dr. Peter Goldmark, president of CBS
Labs; Mayor Thomas F. J. Quigley of
Stamford; State Sen. Benton H. Grant, and
the Rev. Donald Campbell.

A sound capsule, containing four long-
playing records of the Edward R. Murrow
radio series, /] Can Hear It Now, was placed
in the foundation of the building. The cap-
sule was treated with radioactive material so
it can be detected by Geiger counters 100
years from now.

RCA Puts Color in Co-op Homes

TN A mPE
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a Wescott series console RCA color re-
ceiver, as well as RCA Whirlpool-Imperial
refrigerator, built-in oven, range, dishwasher
and clothes washer-dryer combination.

The project will be featured in RCA
Victor’s network television and magazine
advertising this month.

Radio-Tv Sales, Output
High in September—EIA

September turned out to be one of the
best months in recent years for radio and
tv set production as well as for sales of
receivers, Electronic Industries Assn. an-
nounced last week.

Radio receiver output was 1,610,748 (in-
cluding 446,419 auto sets), making Septem-
ber the second highest month in 21 months.
Only December 1956 was better.

Tv set manufacture reached 832,631
units (including 87,040 with uhf tuners) and
proved to be the best of the past 21 months
with the exception of September 1956.

Nine-month total for radio sets was

10,376,354 units as compared to 9,535,896
for the same period in 1956.

Tv’s nine-month output was 4,589,164,
down from the same period in 1956 when
5,259,271 units were produced.

EIA’s production totals for the first nine
months of 1957:

Automobile Total

Television Radio Radio
Jan. 450,190 521,624 1,085,529
Feb. 464,697 522,859 1,264,765
March (5§ wks) 559,842 597,532 1,609,073
April 361,246 380,452 1,115,813
May 342,386 396,151 1,023,771
June (5 wks) 543,778 416,058 1,088,343
July 360,660 256,279 612,588
Aug. 673,734 301,971 985,724
Sept. (5 wks) 832,631 446,419 1,610,748
Total 4,589,164 3,839,345 10,376,354

Retail sales of both radio and tv sets hit
their highest marks since last December, ac-
cording to EIA. Radio set sales for first nine
months of 1957 totaled 5,840,372 as com-
pared with 5,405,052 for the corresponding
period last year. These radio figures cover
radios sold through retailers and do not in-
clude auto sets which are produced and sold
directly to the car makers.

Tv set sales for nine months of this year
totaled 4,452,081 compared with 4,603,626
during the same period for 1956.

The EIA tv and radio set sales figures
thus far in 1957:

Television Sales Radio Sales

January 623,359 963,363
February 525,437 525,029
March (5 wks} 534,115 730,584
April 337,985 543,092
May 399,757 547,480
June (5 wks) 389,770 729,421
July 426,294 597,484
August 510,097 710,553
September (5 wks) 705,247 893,366

Total 4,452,081 5,840,372
BRA el ™~ o, P~

*Kids and adults

(ITV-201), priced at about $3,000, embraces
a compact, portable vidicon-type tv camera,
a separate, self-contained control unit and a
viewing monitor, Mr. Tracy said. The new
camera “meets a need in the educational,
industrial and commercial fields for a tv
camera chain that can be used either as the
foundation of an expand-as-needed closed-
circuit tv system or as an addition to a
system already in operation,” he reported.

RCA Makes Five Appointments
In Electron Tube Division

Five appointments to the industrial tube
products marketing activity, RCA electron
tube division, Harrison, N. J., were an-
nounced Thursday by G. W. Duckworth,
manager, marketing.

Clifford H. Lane, previously manager,
planning and scheduling, cathode ray and
power tubes, has been named manager,
market planning; Max E. Markell, formerly
manager, equipment sales, RCA components
division, has been appointed manager, in-
dustrial sales; Gene R. Rivers continues as
manager, government sales; Clarence S.
Rockwell Jr., manager, controls, cathode -
ray and power tube marketing, was named
manager, marketing administration, and
James T. Wilson, formerly manager, power
tube planning in cathode ray and power tube
marketing activity, has been appointed man-
ager, contract administration.

At the same time, organization of the
newly formed commercial operations ad-
ministration activity of the division was
announced. Charles R, Klinger, previously
manager, western equipment sales district,
has been appointed manager, commercial
administration, western area, headquartering
in Los Angeles. Other members of the com-
mercial operations administration staff who
will continue in their present positions are:
Peter J. Faber, manager, commercial ad-
ministration, central area, Chicago, and
John W. Kirschner, manager, Washington
office.

MANUFACTURING SHORTS

D. P. Bushnell & Co., Pasadena, Calif.,
announces color microscope designed for
tv technicians to calibrate mosaic of color
tv tube. Extemsible foot equalizes effect of
tube curvature, permitting focusing to depth
of 70 mm and interchangeable opaque-trans-
parent bases allow microscope to use either
reflected or transmitted light. Weight: 514
ounces. Height: 135 mm (closed), 200 mm
(fully extended). Price: $14.95 (includes one
opaque and one transparent extensible base
in leather carrying case).

Fairchild Camera & Instrument Corp.,
Syosett, N. Y., will hold demonstration of
its new automatic 16 mm film processor in
New York today (Monday). Company
claims roll of exposed film can be placed
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we deliver .
1000

like this
for 3l

*and her family

Much prettier, actually, fro¥a,_a sponsor’s point .of view, because
these ladies buy! And at WVNJ you can talk to a thousand

of them (and their families) for one minute at a cost of only 3lc.
Same rate for men, too.

Most advertisers know that the New WVNJ has more listeners
than any other radio station broadcasting from New Jersey. As
a matter of fact—almost twice as many as the next 2
largest combined. *

*Source—Hooperatings Jan.—Feb.—New Jersey
Most advertisers know the quality of this audience—for the new
programming concept of playing only Great Albums of
Music has brought the station thousands of new and potentially
better buyers than ever before.

Most advertisers know, too, that WVNJ delivers this audience
at less cost per thousand than any other radio station not
only in Jersey but in the entire metropolitan area as well.

That’s why WVNJ is the hottest radio station in the New Reprasented by:
Jersey market—bar none. Get the facts and you’ll Broadeast Times Sales
make WVNJ part of your advertising day. New York OX 7-1696

WVNJ

Newark, New Jersey

Radlo Station of the Newark Evening News
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NETWORKS

STANTON ON NETWORKS AND SPUTNIKS

CBS head sees Barrow recommendations as threat to U. S. security

Dr. Frank Stanton, CBS president and
recipient of this year's Paul White Memorial
Award from the Radio-Television News
Direcrors Assn., believes that developments
such as Sputnik make it all the more manda-
tory that people be kept enlightened through
the fastest possible communications. In his
acceptance speech at the RTNDA conven-
tion Nov. 9 [TRADE Assns., Nov. 11], Dr.

MANUFACTURING convinuep

six-section superturnstile antenna to KSD-
TV St. Louis, shipped Nov. 4; ch. 4 three-
section superturnstile antenpa to WRC-TV
Washington, Nov. 5; 25-kw ch. 4 trans-
mitter to WHBF-TV Rock Island, Ill., Nov.
7, and 6-kw ch. 4 transmitter to KDUH
(TV) Hay Springs, Neb., Nov. 5.

RCA electron tube division announces new
image orthicon (RCA-7037) for color tv
cameras, reportedly having more than twice
sensitivity of previous color image orthicons.
New tube makes reductions possible in stu-
dio lighting, air conditioning and camera
operation.

Wescon (Western Electric Show & Con-
vention), L. A. moves to 1435 S. La
Cienega Blvd. Dec. 1. Telephone: Oleander
5-8462.

Saint Cecilia Co. Ltd. (manufacturers of
magnetic recording tape), Westwood, N. 1.,
announces new Bel-Cleer reel designdd to
virtually eliminate wobble and eccentricity.
Molded with extra-heavy opaque flanges,
giving fly-wheel-like action, reel reportedly
minimizes wow, is warp-proof, easy to thread
and its large window openings afford con-~
stant observation of tape during operation.
Finished in battleship gray, with frosted
areas on each flange for labeling program
material, plastic reel, at present, is available
in seven-inch size only.

Shure Bros., Evanston, Ill., announces new
phonograph arm, Studio Dynetic, which it
claims will play records “hundreds of times”
without showing signs of wear and rests on
record with only gram of pressure. Designed
to prolong life of records indefinitely, model
includes small diamond stylus guaranteed
to stay in microgroove of hi-fi recording
when turntable is tilted at angles up to 45°.

American Electronics Inc., announces Amer-
ican-Concertone Globematic 60, hi-fi tape
recorder as “smallest studio recorder of its
kind.” Weighing 35 pounds in its magnesium
case, recorder accommodates reels up to and
including 10% inches at speeds of 7% and
15 inches per second. Torque control switch
changes from 10% inches to smaller reels.
Unit has V. U. type meter, reportedly as-
suring record level requirements and phone
jacks permit monitoring input to record
head or playback output of tape while re-
cording. Recorder is equipped with three
motors—direct hysteresis synchronous cap-
stan drive for timing accuracy and two high

speed take-up, and rewind motors with_posi-_

the slowness of the decision-making mech-
anism inherent in a democracy and to make
sure that it moves with the certainty of a
completely informed people. And the first
job—the vital job—in broadcasting is to
speed up, if we can, and improve, as we
must, the dissemination of the information
that is the primary step in the decision-
making process. If there is a failure at that

antenna (BFD-series) has been engineered to
provide low standing-wave ratio over entire
200 k¢ channel, assuring perfect match es-
sential for eliminating cross-coupling be-
tween standard and multiplex channels,
RCA reported.

Sarkes Tarzian Inc., Bloomington, Ind., an-
nounces dual channel audio relay link,
allowing simultaneous transmission of two
audio signals, one with sound for picture,
other with am or fm sound, Company re-
ports system can cut line costs substantially
for am-fm-tv stations with facilities in same
building. Isolation between two channels is
greater than 35 db and differential phase
and gain of video signal said to be less than
one degree and plus or minus 0.5 db. Audio
response reportedly in excess of 15,000
cps with less than 1% distortion.

Bell & Howell, Chicago, announces new
low-priced portable tape recorder (Model
770) in simplified, light-weight unit housed
in cloud gray and charcoal case, with sug-
gested price of $169.95. Two-speed (334
and 7% inches per second) recorder is de-
signed to reach market “which does not re-
quire such features as pause button and
dual recording-level indicator lamps,” ac-
cording to B & H. Like its counterpart
Model 775, new unit has twin 5%-inch
speakers, with variable tone and volume
controls and interlocked record-play but-
tons designed to-avoid accidental erasure.

Motorola Inc., Chicago, announces 1957
high fidelity sales for each month are run-
ning ahead of individual months last year,
with cumulative sales through August 75%
ahead of that period in 1956.

RCA Reference Book, 1958 edition, 216
page publication containing information on
RCA electron tubes, test equipment, bat.
teries, transistors and semiconductor diodes,
is now available through RCA distributors.

H. H. Scott Inc., Maynard, Mass., announces
am-fm tuner (Model 300) with new technical
features, including slide-rule dial and wide-
band fm design. Wide-range circuitry is
claimed for am section of tuner.

RCA Victor, tv -division, announces new
deluxe tv receiver with built-in transistorized
high fidelity sound system, five speakers,
automatic four-speed record changer and
provision for adding player. Price: $550.

the broad contributions that network tele-
vision and radio are making to assure always
an informed public. Most certainly 1 am
aware of the creative ingenuity and enter-
prise of the newsmen in the stations
throughout the country. The reporting job
you are doing is exerting a positive and
healthful influence upon your communities,

But for the job on which 1 am trying to



The CHALLENGE

April 19th, 1775—a musket fired a single round on
the Lexington green in the Commonwealth of Massa-
chusetts, and this became known as “the shot that was
keard around the world”!

*

December 7th, 1941—the sound of falling bombe
may never have been heard by soms of the men at
Pearl Harbor that Sunday morning . . . but the rever-
berations carried into every city, town and hamlet of
the United States and probably to every living soul on
the face of the earth!

*

October 4th, 1957—a mighty roar heard by a select
few in a remote part of the USSR . . . and then, a
steady beep, beep which may well become the most
significant sound in all recorded history!

*

It was thie sound, flashing through the sky at an
unbelievable speed, which aroused a torrent of words
on a sitbject which promises to be the most important
item om our national agenda for years to come. The
subject ig Science and Edueation.

%

From the President on down, the voices are now
being heard and they are all saying essentially the
same thing. We need young scientists, we need boys
and girls to look toward & career in physies, elec-
tronies, chemistry . . . to specialize in the various
technological areas of rockets, missiles, fuels, outer-
space ., ., . and many, many more to delve into the
more hum-drum activities of higher mathematies,
electronic caleulations, nuclear theories, and the never-
ending research and laboratory work needed to turn
out the imaginative products which will keep this
country abreast, if not ahead, of any other country in
the world.

*

It will take years for a democracy to implement
the actual training needed at all levels of our educa-
tional system. Before we can have graduating stu-
dents, we must have competent instructors and teach-
ers. Textbooks must be written and revised. Edu-
cational methods must be up-dated, and in many
Instances, speeded-up, to cover the vast amount of
knowledge that is pouring forth at an unprecedented
rate. Local school boards, state levels of educational
gystems . . . even PTA groups . . . must be aroused
to the need for new directions, more action, and far
less oratory.

*

The television industry has a unique opportunity
to demonstrate its far-reaching influence over the
lives and customs of millions of families. The trickle
of programs at the network level is only a teaser for
what the local stations can accomplish in the long run.
Surely, these thoughts have crossed the minds and
desks of the Managing Directors, Program Directors,

and staff producers of many, many stations; perhaps
even before the current emphasis on what appears to
be close to a national emergency.

A¢

But how to accomplish this . .. and do it effectively.
The answer to that question which will be asked more
and more often in the coming months, is not simple
. . . but there i3 one word which will keynoie the
efforts of each and every station ... and that word is
“IMAGINATION”! When you consider the serious-
ness of the problem, you realize how important it is
that the best brains at your command be put to work
on creative formats, new ideas, perhaps new uses of
old teols. This is not science-fiction, this is not for
fun, this is as real as that beep, beep in the sky!

*

If each television station in the country turned out
only one half-hour program per week, baged on the
theme of the scientific future . . . and directed such
programming to youngsters and teenagers particular-
ly, with side emphasis on the parents . .. the nation,
as a whole, would soon show signs of awareness which,
otherwise, would take almost a generation to accom-
plish. It is not suggested here that television stations
become “Classrooms of the Air”, nor is it necessary
to conceive of programming which necessarily teaches
. . . but what is needed, is the creative presentation
of a scientific career as a stimulus to the imagina-
tion of the viewers. The keen sense of accomplishment,
the reward of discovery, the fascination of probing the
unknown, and the tremendous opportunities for finan-
cial security in an area where the income level seems
to know no ceiling are some of the points to be em-
phasized in this kind of programming. There are
scientists, educators, professors, industrialists . . . a
tremendous untapped “talent pool” for the stations to
draw upon when selecting the right personalities to
get across this very basic theme. There are hundreds
of wonderful films which have been produced with
painstaking care to illustrate some phase of the scien-
tifie discovery or development which can be presented
in the context of such a program. There are factories,
laboratories, power plants, airports and scores of
other “sets” for remote telecasts when the equipment
is available.

*

Thig i8 the Challenge! Not where to slot another
weslern series, nol the rating yardstick which puts
Sullivan aheed of Allen, not the star names in a
feature package . . . but a public responsibility ... a
trust . . . a dire need to face the future squarely . . .
to recognize that the national effort is only the sum
total of all the locel efforts . . . and to meet the chal-
lenge in o manner which befits the television industry.

*

Trans-Lux Television Corporation
Distributors of
Encyelopaedia Britannica Films
625 Madison Avenue, New York City
Plaza 1-3114
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STANTON ON NETWORKS AND SPUTNIKS

CBS head sees Barrow recommendations as threat to U. S. security

Dr. Frank Stanton, CBS president and
recipient of this year's Paul White Memorial
Award from the Radio-Television News
Directors Assn., believes that developments
such as Sputnik make it all the more manda-
tory that people be kept enlightened through
the fastest possible communications. In his
acceptance speech at the RTNDA conven-
tion Nov. 9 [TRADE AssNs., Nov. 11], Dr.
Stanton stresses the vital role that networks
must maintain in informing and warns in-
roads such as those embodied in the Barrow
Network Study pose a serious threat. This
is @ condensed version of his text:

The rise of Sputnik 1 and the traumatic
reaction of the world’s peoples thrust before
all Americans problems wholly new—prob-
lems to which the slow processes of democ-
racy are not yet adjusted. The rise of
Sputnik II dispelled any doubt about the
gravity of these problems.

Whether we like it or not, we now have
to re-examine our practices and habits as a
nation to accommodate them to those facts.

We must recognize that Russia—or any
other dictatorship—has a certain head start
on a democracy. One man, or a handful of
unanswerable men, make all the decisions.
They make them fast, and with finality. And
the people obey. There is no chance to dis-
cuss, to justify, to approve or disapprove.

The energies of a democracy, on the
other hand, spring from below. Here, the
leadership must be in league with the
people. This depends upon a forthright,
honest and open exchange of information
and ideas. It depends upon the naticnal
leaders’ having the confidence to trust the
people with the facts, and upon a fully
informed people. responding in a ground
swell of public opinion that forms the basis
for a program of decisive action,

Always, in the past, this process has given
us in America a united and steadfast strength
that has overcome the lead time of a dicta-
torship. But the deliberative chemistry of
the democratic process has almost always
been exploded by some event—a Concord
and Lexington, a Fort Sumter, a market
collapse, a Pearl Harbor—that suddenly
gave point to our capacities as a people.

In the past we have had the luxury
of time in which to mobilize those capacities.

In the ICBM age we are not going to have
this luxury. We may have only minutes. We
certainly won't have months.

The Russians catapulted a 184-pound
satellite into outer space on Oct. 4. One
month later, they followed it with a half-ton
satellite of still unknown potentialities. Of
course, these events do not, in their tre-
mendous swiftness, signal the bankruptcy
of democratic ways. But they do flash the
stark need to make those ways work faster
and work better.

To meet the challenge before us, the
first need—the vital need—is to minimize
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the slowness of the decision-making mech-
anism inherent in a democracy and to make
sure that it moves with the certainty of a
completely informed people. And the first
job—the vital job—in broadcasting is to
speed up, if we can, and improve, as we
must, the dissemination of the information
that js the primary step in the decision-
making process. If there is a failure at that
step, the whole democratic scheme fails.

This is an immense job. It is a responsi-
bility we cannot ignore.

In carrying it out, it is essential that we
lead from a position of strength and cer-
tainty. For this reason alone—if for no
other—we of CBS will oppose as forcefully
as we know how any attempt from any
quarter to weaken the present structure of
broadcasting and therefore its ability to
discharge this commanding responsibility.

Consider the facts that shape that re-
sponsibility.

We are living in a nation where 98% of
the families have radios; where 83% have
television sets. Nearly 4,000 radio stations,
and over 500 television stations, are on the
air virtually around the clock.

It seems to me providential that we are
thus able—at this pivotal point in world his-
tory —to reach into
nearly every home in
America simultaneously
at a moment’s notice;
that we can bring to
scores of millions across
the country instant re-
ports, the meaning of
crucial events — even
events themselves and
the men controlling
them.

This is not merely
a miracle of technol-
ogy. It is the product
of organizéd human ef-
fort supported by the
straightforward eco-
nomics of present day
marketing.

I believe that if we tamper now with the
system we have evolved to use those op-
portunities, we are striking at one of the
very instruments of the democratic method
in what is perhaps the most perilous time
in our history, Events today far surpass the
training and ability of most of us to com-
prehend them without the aid of the best,
the fullest, the quickest information sources.
If the ability of the great news-gathering
and disseminating organizations to do their
job is impaired in any respect, and if infor-
mation is unnecessarily or unwisely withheld
from the American people, we as a people
shall be left powerless to make decisions, to
contribute towards a body of opinion that
can be translated into public policy and
then into action.

I am speaking, of course, particularly of

the broad contributions that network tele-
vision and radio are making to assure always
an informed public. Most certainly 1 am
aware of the creative ingenuity and enter-
prise of the newsmen in the stations
throughout the country. The reporting job
you are doing is exerting a positive and
healthful influence upon your communities.

But for the job on which 1 am trying to
focus your attention here, it is the network
that is vital. True, our history in using tel-
evision in this way covers little more than
a decade. But in that time—under the pres-
sure of one world crisis after another—we
have evolved methods, built experience and
put together world-wide organizations that
have brought the world and its leaders into
every American home.

As a result, the American people have
not just learned of significant happenings:
They have often been present as witnesses—
in the case of the political conventions, for
example.

The restless and precarious Middle East—
long a cluster of political abstractions to
the majority of Americans—has been trans-
lated by television journalism into specifics
that can be recognized as forces capable of
shaping the future of our whole world. 1 do
not think I claim too
much for broadcast
journalism if I suggest
that no distant and iso-
lated event ever had
such reality and im-
mediacy for the Amer-
ican people as the Suez
and Hungarian crises of
a year ago seen through
television.

Millions of Ameri-
cans have watched-—on
such programs as Meet
The Press and Face
The Nation—the lead-
ers of our time explain
themselves and their
policies. Through such
living and vivid exposi-
tions as See It Now's “Great Billion Dollar
Mail Case,” millions of Americans have
been shown—not merely told about—im-
portant and troubled areas of government.

Behind these growing efforts to construct
a broader, more direct, more arresting in-
formational broadcasting service—one con-
stantly on the alert all over the world—
we must have strong, economically sound
broadcasting units. They must be national in
their scope, international in their resources.

This is a function that only the nation-
wide networks are able to undertake.

To perform it we must have the per-
sonnel, the intricate technical equipment
and processing methods, the disciplined and
world-wide organization, the connective net-
work of outlets across the country. And we
must be able to draw from other broad-

BROADCASTING
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casting operations the money we need to
do all this.

At stake is the necessity for short-cutting
the trail to a thoroughly informed nation.
Better and expanded network journalism
can do the job by bringing to our people
day by day a truer picture and a deeper
understanding of the changing world. In an
age of scientific determinism the whole issue
of disarmament, for example, cannot be fully
understood unless the scientific facts under-
lying the race for ultimate weapons—and
the complexities of counter-measures—are
also known and understood. To provide more
people with scientific information in terms
clearly understandable to them a new CBS
Television program, Congquest, will go on
the air Dec. 1. Produced in cooperation
with the National Academy of Sciences and
the American Assn. for the Advancement
of Science, this program is an example of
the complicated technical kind of broadcast
journalism that can be done only through the
resources of a network.

Yet at this very moment network broad-
casting is facing the serious risk of precip-
itous actions that strike at the roots of its
vitality.

The cumulative effect of the recommenda-
tions of the Barrow Report—whatever their
intent—could so weaken networking that it
would be economically impossible to sustain
informational activities at the present level—
let alone respond with better organization
and better technical facilities tc the new
demands of a missile age.

To run this risk seems to me the blindest
folly.

All of this must be made abundantly clear
to the American people. Chip away at the
basic economics of the commercial networks
of free television, and no mathematical
legerdemain is going to make multi-million-
dollar news services possible. They own the
airways. It is their future that is at stake.
The risk is theirs.

Let me summarize. The realities of our
time are putting an extreme strain on our
democratic institutions. We are up to our
necks in the dilemma of adjusting those in-
stitutions to meet the threat of dictatorship
that has demonstrated it can move with
speed and skill and boldness. The crux of
that dilemma lies, to a great extent, in the
gap between their inherently rapid decision-
making process and our inherently slower
one. We must narrow that gap. We can begin
to do it only by strengthening and accelerat-
ing the first step—informing more people,
faster, more effectively, more fully—day in
and day out.

This requires a news-disseminating medi-
um of technical speed, of expressive power,
and of arresting immediacy. As the instru-
ment for this purpose, we have no proved
alternative to the present broadcasting
structure, built up over more than a quar-
ter of a century. We have demonstrable evi-
dence of its ability and effectiveness.

This is your job and my job. If we fail in
our responsibility to the American people,
the decision-making start that dictatorships
always have over democracies may be—in
the lightning speed of today's events—not
merely an initial advantage but a determin-
ing one.

BROADCASTING

CBS Inc. Net Income
Up by $4.5 Million

Consolidated net income of CBS Inc. for
the first nine months of 1957 rose to $13,-
898,171 from $9,368,073 for the same
period of 1956, William S. Paley, board
chairman, announced last week at a board
meeting. It was pointed out the figures for
1957 are “abnormally high” because of
financial adjustments resulting from the dis-
continuance of the CBS-Columbia Div., the
set manufacturing unit.

Current earnings, Mr. Paley said, are
equivalent to $1.82 per share, compared to
$1.25 for the nine months of 1956. He
noted figures for 1956 include provisions
for expenses and losses attributable to the
closing of CBS-Columbia. Per share earn-
ings were calculated on the average number
of shares—7,651,697 in 1957 and 7,490,438

Sept. 28, 1957 (39 Weeks)

NET REVENUES AND SALES.............

Deduct:
Operating expenses and
cost of goods sold. . . .. $192,403,256
Selling, general and ad-

ministrative expenses. .. 47,499,423
Provision for depreciation
and amortization of fixed
assets . ............. 4,383,331

Miscellaneous income, less miscellaneous
deductions

Income before federal taxes on income. ...

in 1956—outstanding during the respective
nine months’ periods. .

Net revenues and sales for the 1957 pe-
riod were reported at $275,276,269 as
against $256,379,847 for the nine months’
of 1956. . .

The board of directors declared a cash
dividend of 25 cents per share on its Class
A and Class B stock payable Dec. 13, 1957,
to stockholders of record at the close of
business Nov. 29. The board also declared’
a stock dividend of 3% on its present out-
standing Class A and Class B shares, No
fractional shares will be issued in connec-
tion with the stock dividend but stockholders
will receive non-transferable order forms
for their interest in fractional. shares. The
stock dividend will be paid on or about Dec.’
27, 1957, to holders of record at the close
of business Nov. 29.

Nine Months Ended
Sept. 29, 1956 (39 Weeks)

$275,276,269 $256,379,847

$187,511,114

43,028,145

4,981,726
244,286,010 235,520,985
30,990,259 20,858,862
832,008 120,789
30,158,171 20,738,073
16,260,000 11,370,000

Provision for federal taxes on income......
NET INCOME FOR PERIOD (Note 1)......

Earnings per Share (Note 2).............

italics denote red figure

Notes:

$ 13,898,171

$ 9,368,073

$1.82 $1.25

1. As previously reported, the figures for 1956 include a provision, after applicable
tax credits, of approximately 35 cents per share in connection with the discontinuance ofl

the CBS-Columbia Division.

2. Earnings per share are caleulated on the average number of shares, 7,651,697 in
1957 and 7,490,438 in 1956, outstanding during the respective nine month periods.

3. The 1957 results are subject to year end adjustments and to audit by Lybrand, Ross’

Bros. & Montgomery.
November 13, 1957

Samuel R. Dean, Treasurer

NBC-TV Sets One-Day Record
For Sales on ‘Tonight' Show

Seven advertisers reportedly placed more
than $4 million in gross billings Nov. 8 on
NBC-TV’s participating Tonight program,
marking what is claimed to be the largest
amount of business recorded by the show in
a single day, according tc William R. Good-
heart Jr., vice president, NBC-TV sales.
Block Drug Co. and Bristol-Myers con-
tracted for the largest single orders in the
history of the network’s late evening pro-
gram, Mr. Goodheart said.

Block Drug, through Sullivan, Stauffer,

Colwell & Bayles, New York, placed a total
of 234 participations on Tonight, scheduled
over 52 weeks starting Dec. 30. Bristol-
Myers has ordered 208 participations over
52 weeks for Bufferin and 28 participations
to run during the last quarter of this year
for Ipana. Young & Rubicam is the agency.

Other advertisers now on Tonight with
agencies in parentheses are: North Ameri-
can Philips Co. (C. J. LaRoche) for its
Norelco Electric Shaver, has ordered 115
participations to run during spring and fall
of next year; Harrison Labs. (Product Serv-
ices) for its Ten Day Press-On Nait Color
and Tuck Cellophane Tape, has ordered 42~
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participations starting immediately to run
till Dec. 31; The Polaroid Corp. (Doyle
Dane Bernbach) has ordered 40 additional
participations beginning Jan. 6; Bymart
Tintair {Product Services) has ordered 26
participations effective immediately; Web-
cor Inc. (John W. Shaw Adv.) has ordered
21 participations effective immediately.

$500,000 in Gross New Business
Announced for Week by CBS Radio

New business and renewals amounting to
about $500,006 in gross sales were an-
nounced last week by John Karel, vice
president in charge of network sales for
CBS Radio. Spotlighting the sales activity
was the contract by American Home
Products Corp., American Home Foods
Div., New York, for 33 units of 7% min-
utes on CBS Radio daytime dramas and
five “Impact” segments, beginning today
(Monday). The agency is Young & Rubicam.

Other new advertisers are Hearst Publi-
cations (Good Housekeeping magazine),
which bought ten 7% -minute units of day-
time shows between Nov. 19-21, and Hudson
Vitamin Preducts Corp. and Cowles maga-
zines, which signed for “Impact” segments.
Renewal orders came from P. Lorillard
Co. for weekly “Impact” segments for
13 weeks and Lewis-Howe Co. for a weekly
“Impact” segment for 52 weeks.

WMRB Signs With CBS Radio

WMRB Greenville, S. C., has joined CBS
Radioc as a secondary affiliate, according to
William A. Schudt Jr,, CBS Radio vice
president in charge of station relations.
WMRB, which has been affiliated with
American Broadcasting Network, reportedly
will become a primary CBS supplementary
affiliate Feb. 15, 1958. WQOK was the CBS
affiliate in the Greenville market.

ABC-TV Affiliates to Meet

For Progress Review, Planning

" A meeting of all primary affiliates of
ABC-TV has been called by Oliver Treyz,
vice president in charge of the tv network,
for Wednesday at the Blackstone Hotel in
Chicago.

Mr. Treyz said the purpose is to review
ABC-TV's progress to date and to reveal
some of its plans for the future. He said
it is not a “crisis” meeting but might pro-
duce some *“exciting” news, presumably
referring to undisclosed future plans.

He said he called the meeting because
he thought it is timely to review with the
affiliates developments to date and discuss
some of the planning with them, If it had
not been held now, he noted, the approach
of the holiday season would probably have
made it necessary to wait until January or
February. The Wednesday date also ties
in with Television Bureau of Advertising's
annual meeting, set for Friday in Chicago.

A meeting of the ABC-TV Affiliates
Board also is scheduled, according to Fred
Houwink of WMAL-TV Washington, chair-
man of the group.

ABC-TV’s delegation will be headed by
Mr. Treyz and also will include James
T. Aubrey Jr., programming and talent
vice president; Thomas Moore, sales vice
president; Mike Foster, press information
and advertising vice president; Don Coyle,
sales development and research vice presi-
dent; Dean Linger, advertising and promo-
tion ditector; Don Shaw, station clearances
director, and possibly others.

The meeting will start at 9:30 a.m. in the
Blackstone Ballroom.

i
" i

The Next 10 Doys
Of Network Color Shows
(All Times EST)

CBS-TV

Nov, 11, 26 (9:30-10 p.m.) Red Skel-
ton Show, S. C. Johnson & Son
through Foote, Cone & Belding and
Pet Milk through Gardner Adv.

NBC-TV

Nov. 18-22, 25-27 (1:30-2:30 p.m.)
Howard Miller Show, participating
Sponsors.

Nov, 18-22, 26, 27 (3-4 p.m.) Mati-
nee Theatre, participating sponsors.
Nov. 18, 25 (7:30-8 p.m.) The Price
Is Right, RCA Victor through Kenyon
& Eckbardt and Speidel through
Norman, Craig & Kummel.

Nov. 19 (8-9 p.m.) The George Gobel
Show, RCA-Whirlpool through Ken-

yon & Eckhardt and Liggett & Myers
through McCann-Erickson,

Nov. 20 (9-10 p.m.) Kraft Television
Theatre, Kraft Foods Co. through J.
Walter Thompson Co.

Nov. 21 (7:30-8 pm.}) Tic Tac
Dough, RCA Victor through Kenyon
& Eckhardt and Warner-Lambert
through .Lennen & Newell.

Nov. 23 (8-9 p.m.) Perry Como
Show, participating sponsors,

Nov. 24 (6:30-7 p.m.) My Friend
Flicka, sustaining.

Nov. 24 (8-9 p.m.) Steve Allen Show,
participating sponsors.

Nov. 24 (9-10 pm.) Dinah Shore
Chevy Show, Chevrolet through
Campbell-Ewald,

Nov. 26 (7:30-9 p.m.) The Pied
Piper of Hamelin, Liggett & Myers
through McCann-Erickson.

Nov. 27 (8:30-10:30 p.m.) Annie Get
Your Gun, Pontiac Div,, General
Motors Corp. through MacManus,
John & Adams and Pepsi-Cola
through Kenyon & Eckhardt.
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CHARGES ‘PRESSURE’

MBS commentator Fulton Lewis
Jr. made an unusual “pitch” on his
news program Nov. 8, asking listeners
to round up “brave advertisers” for
his show in areas where the.broadcast
is unsponsored. He charged “small
minority groups” have “pressured
advertisers” in some areas to drop
his show because he is considered
‘“controversial.”

Special ABN Presentation
To Feature New Live Format

The American Broadcasting Network will
demonstrate its new live programming con-
cept to advertiser, agency and station affili-
ate executives at the Hotel Plaza in New
York Nov. 26 by means of a special half-
hour program featuring the principal live
entertainers now on the network [CLOSED
Circurt, Nov, 26},

Harold E, Fellows, president of NARTB,
will open the session, at which Robert E.
Eastman, ABN president, will be host. Head-
liners for the presentation will be Don Mc-
Neill, Herbert Oscar Anderson, Jim Reeves,
Jim Backus, Merv Griffin, Bill Kemp and
Johnny Pearson.

NETWORK SHORTS

CBS has leased six floors at 46 E. 52nd St.,
N. Y., new building now almost finished.

WHHM Memphis, Tenn., will become
ptimary affiliate of American Broadcasting
Network effective Sunday (Nov. 24).

Kitty Foyle, new daily dramatic series based
on Christopher Morley’s popular novel, will
start on NBC-TV in January, replacing
Bride ond Groom {Mon.-Fri. 2:30-3 p.m.).
The series will be Henry Jaffe Enterprises
production with Charles Irving, executive
producer.

KUMY-TV Williston, N, D., has signed with
CBS-TV under Extended Market Plan as
non-interconnected affiliate, Station is owned
by Meyer Broadcasting Co.

WOWL-TV Florence, Ala,, has joined CBS-
TV as non-interconnected station under Ex-
tended Market Plan.

Keystone Broadcasting System announces
it has signed five new affiliates: WIOI Flor-
ence, Ala.; WBIA Augusta, Ga., KBCL
Bossier City, La.; WARE Ware, Mass., and
KERV Kerville, Tex.

WCGC Belmont, N, C., announces affilia-
tion with Mutual. WCGC, which broad-
casts in Charlotte, N. C., area, operates on
1270 ke with 500 w. Station, formed in 1954
and operated as independent station since
then, is owned by Central Bestg.

WCRT Birmingham, Ala., has signed as
affiliate of American Broadcasting Network.
WCRT, new station owned by Chapman
Radio & Television Co., begins broadcast-
ing with 1 kw on 1260 kc. It is ABN's
303rd affiliate to date.

BROADCASTING
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You Can’t Sell ’Em If You Don’t Reach ’Em.
and WJAR-TV Reaches More Of ’Em
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SUMMARY DATA* !
CALL TELEVISION MONTHLY WEEKLY
LETTERS HOMES COVERAGE COVERAGE
WIJAR-TV 1,186,410 593,890 539,130
STATION B 706,140 448,390 430,370

*WJAR-TV Area Per
NCS No. 2, 1956
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Katz Agency Begins
On Expansion Project

The Katz Agency, station representative,
is expanding.

Involved are the election of three new
vice presidents, a 50% increase in office
space and the appointment of 20 more
people to the sales staff by next March 15.

Elected to vice presidential posts: Daniel
Denenholz, who is in charge of research-
promotion; Morris S. Kellner, radio sales
manager since 1952, who is in charge of
radio sales, and Scott Donahue Jr., tv sales
manager since 1952, who is in charge of
tv sales. All three are company directors.

The Katz Agency moves to larger New
York quarters March 1. The firm has signed
a lease for 25,200 square feet on the 29th
and 30th floors of a newly-constructed
building at 666 Fifth Ave. Katz now is
located at 477 Madison Ave.

The representative’s current staff of 261—
of which 162 are in New York—will be
brought up to “at least” 280 by March 13,

DONAHUE

KELLNER

DENENHOLZ

According to Eugene Katz, president of
the Katz Agency, the new growth will be
necessary (0 maintain ‘“comprehensive
agency, advertiser and client servicing in
the face of growing competitive require-
ments.”

Mr. Denenholz, with the firm since 1931,
supervises advertising, publicity, research
and sales data activities; Mr. Kellner joined
Katz in 1932, and Mr. Donahue was sales
manager at WPIX (TV) New York before
he moved to the Katz Agency in 1950. The
client relations department continues to be
in charge of Edward Codel, who is a vice
president.

$100,000 in Religious Shows
Canceled by New KABC Manager

KABC Los Angeles is dropping all of
its commercial religious programming as
of the first weekend in December. Seven
network and eight local programs are
affected, a total of seven hours, 55 minutes
each week. The decision, entailing a loss of
approximately $100,000 a year in station
revenue, reportedly was made by John H.
Pace, who on Dec. 1 becomes general man-
ager of the ABN-owned outlet [STATIONS,
Nov. 11]. Mr. Pace also is assuming respon-
sibility for the operation of KGO, the
ABN-owned radio station in San Francisco;

it is believed probable the same no-com-
mercial religious programming policy will
be put into effect there.

KABC will continue to carry three re-
ligious programs as a public service and
without payment. They are Message of Is-
rael, The Christian in Action and Pilgrimage.

WKTX Announces Target Date

WKTX Atlantic Beach, Fla.,, has an-
nounced a Jan. 1 target date for completion
of construction. The 1600 ke facility (1 kw,
daytime) is owned by W. H. Adams Jr,,
owner of the Jacksonville Fishermen's Sup-
ply Co., and Mrs. Adams. Robert K. Lynch,
station manager and formerly engineer with

NBC and ABC, reports selection of the
WKTX staff is underway. The station will
specialize in music programmed to adult
tastes.

Pearson Opens in Des Moines,
Closes Office in Minneapolis

John E. Pearson Co. has opened an office
in Des Moines, Iowa, in the Des Moines
Building, it was announced last week by
John E. Pearson, head of the station repre-
sentative firm. At the same time the com-
pany closed its office in Minneapolis. Ac-
cording to Mr. Pearson, this move was
planned to strengthen and consolidate sales
efforts with both clients and agencies in
Minneapolis, Des Moines, Omaha, Kansas
City and Denver.

Frank Frost is to transfer from the Pear-
son office in Chicago to head the Des
Moines office. Connie Connor also is mov-
ing from the Chicago office to assist Mr.
Frost.

In another move to strengthen agency
and client contacts in the Southwest, Ralph
Widman, who has been with WFAA-TV
Dallas, was named manager of the Dallas
office effective immediately.

-

MR, WIDMAN

MR. FROST

DATELINE

PITTSBURGH—WIJAS here spent 85 cents
for toll charges and came up with a jetborne
interview with Gen. Curtis LeMay during
his record-breaking flight from Buenos Aires
to Washington, D. C., Nov. 13. News Edi-
tor Herb Morrison of WJAS, a lieutenant
colonel in the Air Force Reserve, called
Andrews Air Force Base in Washington and
was connected with the general’s jet tanker
while it was flying over Venezuela. Speeding
toward its 6,325-mile record, the plane was
doing 510 miles an hour against headwinds
at the time of the interview.

SAN DIEGO—Those who appeared on
the “People in the News” segment of This
Day on KFMB-TV San Diego, Calif., Nov.
10, weren’t in the news before their tv ap-
pearance. But they and the station had got
nationwide coverage by the time of their
second appearance Nov. 13. Richard Mike-
sell, professional hypnotist of San Diego,
put housewife Billie Tatum in a trance on
the 7:30 p.m. telecast Sunday. It was the
beginning of a three-day experiment in
teaching Spanish by hypnotic suggestion.
After being exposed to recorded Spanish
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lessons at the hypnotist’s offices for three
days, Mrs. Tatum was brought back to take
her place once more among “People in the
News” on the Wednesday show. Quizzed by
a Spanish interpreter, Mrs. Tatum was found
to remember some of her subconscious
teaching, but no conclusions about the ex-
periment were drawn on the program.
Harold Keen, moderator of the KFMB-TV
program, later announced that “equal time”
would be granted a professor of San Diego
State College to comment on the hypnotic
test.

CHICAGO—The 100,000th newscast in a

12-year series of hourly broadcasts by
WIND Chicago, cooperating with the Chi-
cago Daily News, was ticked off at 8 a.m.
Nov. 14. Arthur Hall, general manager of
the Daily News, and Ralph Atlass, general
manager of the Westinghouse station, were
on the milestone program, presided over by
Bernie Allen, WIND's morning news editor,
who has -been with the station nine years.
Mr. Atlass and Mr. Hall profiled growth of
their outlets during their 12-year association
and looked forward to its continuation.

Newsworthy News Coverage by Radio and Tv

e |

WALKER TALKS

Former President Harry S. Truman
was covered for the first time last week
by a WRCA New York newsman with
a walkie-talkie, and Mr. Truman ex-
pressed lively interest in the device.
In New York for a visit, he was ac-
companied by a herd of newsmen on
one of his early-morning “constitu-
tionals,” including Gabe Pressman,
news director of WRCA-AM-TV New
York. He noticed Mr. Pressman's
walkie-talkie and asked what it was.
Mr. Pressman explained the device
and its functions, and Mr. Truman
quipped: “Gosh, that's the first time
I've been covered by one of those,
though one time a man covered me
while on roller skates.” Mr. Pressman’s
coverage of the ‘‘constitutional” was
carried live on WRCA’s early-morn-
ing Pulse show.
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You Might Swim 100 Yards in 48.9 Seconds™—
BUT...

6-COUNTY PULSE REPORT

KALAMAZOO-BATTLE CREEK AREA—MARCH, 1957
SHARE OF AUDIENCE—MONDAY-FRIDAY

WKZO Station *'B” Station "'C"
6 A.M.-12 NOON 35 20 14
12 NOON-6 P.M. 30 21 10
& P.M.-12 MIDNIGHT 29 21 10

TV gy

WKZQ.TY — GRAND RAPIDS-KALAMAZOO
WKZO RADIO — KALAMAZOO.BATTLE CREEK
WJEF RADIO — GRAND RAPIDS

W JEF-FM — GRAND RAPIDS-KALAMAZOO
KOLN-TV .— LINCCLN, NEBRASKA

Hations

Associated with
WMBD RADIO — PEORIA, ILLINOIS

YOU NEED WKZO RADIO

TO SINK YOUR COMPETITION

IN KALAMAZOO-BATTLE CREEK

AND GREATER WESTERN MICHIGAN!

WKZO makes the biggest radio splash in Kalamazoo-Battle
Creek and Greater Western Michigan—and the Pulse fig.
ures at the left PROVE it!

Many of our most impressive ratings are for our local
shows, with several giving up to a 419 Share of Audience.
Let your Avery-Knodel man give you the whole story.

WKZ0

CBS Radio for Kalamazoo-Battle Creek
and Greater Western Michigan

Avery-Knodel, Inc., Exclusive National Representatives

*Robin Moore set this world’s record in Stanford, California on May 19, 1956,

BROADCASTING
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CHANGING HANDS

The following sales of
ANNOUNCED station interesls were
announced last week. All are subject to
FCC approval.

WROD DAYTONA BEACH, FLA. ¢ Sold
to Radio of Daytona Inc. by John S, Murphy
and James F. McDonough for $145,000.
Radio Daytona comprises Morton Bassett,

' John Blair & Co. 80% and Mr. McDon-

ough, 20%. Mr. McDonough remains in
executive capacity. Station is 250 w on
1490 ke. Brokers: Allen Kander & Co. and
Chapman Co.

WTAL TALLAHASSEE, FLA. ¢ Sold to
Victor Diehm and associates by John H.
Phipps for $149,571. Mr. Diehm and group
own WAZL-AM-FM-TV Hazleton, WHOL
Allentown and WHLM Bloomsburg, all
Pennsylvania; and WIDE Biddeford, Me.
Mr. Phipps retains WTYS Marianna, Fla;
WKTG and WCTV (TV) Thomasville, Ga.,
and WPTV (TV) West Palm Beach, Fla.
WTAL: operates on 1270 ke with 5 kw and
is affiliated with CBS. Broker: Chapman Co.

WCOS COLUMBIA, 8. C. * Sold to George
H. Buck Jr. by Charles Pittman for $107,-
500. Mr. Buck and father .are majority
owners of WINO West Palm Beach, Fla.
WCOS is on 1400 k¢ with 250 w. Broker:
Chapman Co.

WGKV CHARLESTON, W. VA. ¢ Sold to
Joseph L. Brechner by Walter and Jacob
Evans for $77,500. Mr. Brechner has an in-
terest in WLOF-AM-FM-TV Orlando, Fla;
WERC Erie, Pa., and only recently sold in-
terest in WGAY-AM-FM Silver Spring, Md.
Station is 250 w on 1490 ke. Broker: Chap-
man Co.

KASI AMES, IOWA e Sold to Bill Evans,
Chicago freelance radio announcer, by Wil-
liam Rupe, Hollis Nordyke and Arthur
Skinner for $57,000. Station operates on
1430 ke with 1 kw daytime. Broker was
Allen Kander & Co.

WOV NEW YORK, N. Y, ¢ Morris S.
Novik, 69% owner of 5-kw independent
WOV New York (on 1280 kc) last week
sought FCC permission to sell 19% of the
station’s common stock to minority stock-
holders Georgia L. Weil, wife of Ralph N.
Welil, executive vice president-general mana-
ger, and Edna M. Hartley, wife of Arnold
Hartley, programming vice president, for
$7,600. The transaction is the result of an
option held by the Weils and Hartley when
the station was bought in August 1955 by
Mr. Novik and associates to purchase up to
50% of the station at this figure. At the
present time the Weils own 16.53% and the
Hartleys, 14.46%. If approved by the FCC,
the New York foreign-language station will
be owned 50% by Mr. Novik and 50%
by the Weils and Hartleys.

KUSN ST. JOSEPH, MO. ¢ Sold to W. N.
Schnepp and associates by J. D. Spears for
$50,000. Mr. Schnepp is manager, KWMT
(formerly KEOK) Fort Dodge, lowa. Sta-
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TRACK RECORD ON STATION SALES, APPROVALS

tion is 1 kw daytime on 1270 kc. Broker:
Blackburn & Co.

‘WMGE MADISON, GA. « Sold to How-

ard C. Gilreath and F. K. Graham by W. C.
Woodall Jr. and others for $30,000. Mr.
Gilreath owns WVOP Vidalia, Ga. WMGE
is 1 kw daytime on 1250 kc. Broker: Chap-
man Co.

The following transfers of
APPROVED station interests were ap-
proved by the FCC last week. For other
broadcast actions see ForR THE RECORD,
page 127.

WTRY TROY, N. Y. ¢ Sold to WTRY
Broadcasting Corp. (Victor W. Knauth
76.1% and Daniel W. Kops 23.9%), by C.
George Taylor, Robert T. Engles, Mowry
Lowe and Kenneth M. Cooper of Tri-City
Radio Inc. for $1,300,000. Mr. Knauth is
president and 20% owner of WAVZ New
Haven, Conn., and Mr. Kops is executive
vice president. WTRY is on 980 kc with
5 kw.

WDLP-AM-FM PANAMA CITY, WCOA
PENSACOLA, both FLA. ¢ Sold to Dixie
Radio Inc. (Denver T. Brannen 99.4% and
others) for a total of $400,000 ($150,000
for WDLP-AM-FM, $250,000 for WCOA)
by Perry Enterprises Inc. Mr. Brannen owns
KCIL Houma, La. and WDEB Gulfport,
Miss. WCOA is on 1370 kc with 5 kw.
WDLP-AM is on 590 ke with 1 kw. WDLP-
FM is on 98.9 mc. Both WDLP and WCOA
are NBC affiliates.

WKIX-AM-FM RALEIGH, N. C. ¢ Sold
to Ted Oberfelder Broadcasting Co. Inc.,
(Theodore I. Oberfelder, Louis P. Randell,
Norman R. Glenn, each 25%, and Leonard

SALES strategy was outlined for station
managers and sales chiefs by Gordon F.
Hayes, general manager of CBS Radio
Spot Sales, at a special day-long meeting

last week. Mr. Hayes reported that
during the first nine months of 1957 the
representation firm did business with 809
accounts, compared to 300 in 1947. Of
the 1957 total, 359 were new accounts.
With him on the dais are (I to r): Sam
Slate, general manager of WCBS, who

_speakers (not shown) were Joseph Con-

B. Frutkin and Benjamin N. Rippe, each
12.5%), by Sir Walter Television Co. for
$167,925. Mr. Oberfelder is president,
Burke Stewart Co., station representative;
Messrs. Frutkin, Rippe and Randell are at-
torneys; Mr. Glenn is editor and publisher
of Sponsor magazine. WKIX-AM is on 850
kc with 10 kw day, 5 kw night. WKIX-FM
is on 96.1 mc. They are affiliated with ABC
and MBS.

WHFI (FM) NEWARK, N. J. ¢ Sold to
DuMont Broadcasting Corp. (licensee of
WTTG [TV] Washington, D. C., WABD
[TV] New York and WNEW New York) by
Fidelity Radio Corp. for $40,000. Comrs.
Bartley and Ford voted for a McFarland
letter on the application. WHF1 (FM) is on
102.7 mc.

Box Appointment as Exec. V. P.
Of Balaban Stations Announced

Appeintment of John F. Box Jr. as execu-
tive vice president in charge of the Balaban
radio stations was announced Wednesday

: by President Elmer
Balaban. Mr. Box,
since 1954 execu-
tive vice president
of Bartell stations
and currently gener-
al manager of Bar-
tell's WILD Boston,
also becomes man-
aging director of
Balaban’s WIL St.
Louis, where he wiil
T o headquarter. Bala-
ban also owns
WRIT Milwaukee and has interests in KFBi
Wichita, WTVO (TV) Rockford, and
WICS-TV Springfield, both Illinois.

outlined his station’s new programming
pattern; Edward O'Berst, research direc-
tor of CBS Radio Spot Sales, and Jules
Dundes, vice president in charge of sta-
tion administration, CBS Radio. Other

nolly, vice president in charge of pro-
gramming, WCAU Philadelphia; sales
managers of CBS Radio Spot Sales’ seven
offices throughout the country, and Fred
Heywood, sales promotion manager of
CBS Radio Spot Sales.
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TV Market!

*Nielson Coverage Services—Report No. 2 (monthly coverage percentages)

but not too busy to watch

More than a MILLION TV HOMES in this rich marketing
area, and only WJAC-TV, which reaches into 63% of these
TV homes, glves you maximum coverage. In its 4l-county
territory, WJAC-TV reaches 80% to 100% in 20 key counties.*
‘You just can’'t blanket Pennsylvania without including
WJIAC-TV, the dominant force in the Keystone State's third

Ask your KATZ man for full detalls.’

| SERVING MILLIONS FROM

y - AIOP THE ALLEGHENIF

Ay . ':l :
Fors . -ﬁ:l'

JOHNSTOWN - CHANNEL G
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STATION SHORTS

WGN Chicago reports that it is donating
30-year library of musical arrangements to
U. of Illinois for use in its division of uni-
versity extension in teaching and research.
Library comprises 30,000 musical pieces
and will remain available to WGN for broad-
cast purposes.

WICC Bridgeport, Conn., announces Oc-
tober topped same month last year in
national advertising by more than 25%,
with local sales ahead 10%. Through Oct.
31, year’s national business ran 15% above
first 10 months of 1956.

7,

KYW Cleveland announces issuance of Rate
Card No. 11.

WEAM Arlington, Va., reports it is now on
fulltime broadcast schedule, programming 24
hours a day.

KOVR (TV) Steckton, Calif., announces
switch of transmitting operations from Mt.
Diablo to Butte Mountain. New transmitter
will boost ERP from 1.5 kw to 316 kw via
its new 399-foot tower.

WRCA-TV New York reports October gross
sales surpassed same month 1956 by ap-
proximately 20%.

CORRUGATED board solved a sound
problem for WRCA-TV Philadelphia, on
location in an office where floors and
wall were not equipped with acoustic
cushioning. Lengths of corrugated board,
provided by Samuel M. Langston Co,,
Camden, N. J., successfully cut rever-
beration for the filmed interview with
David H. Harshaw, president of John B.
Stetson Co., Philadelphia hatter. The
sequence is part of a series of interviews
with industrial leaders in connection with
the NBC Know-Your-Schools campaign.
Camera crew was provided by Photo-
Arts Productions Inc., Phiiadelphia.

KFMB-AM-TV San Diego appoints Tea-
well & Shoemaker Inc., same city.

WRAL-TYV Raleigh, N. C., appoints Bennett
Adv. Inc., same city, local representative.

REPRESENTATIVE APPOINTMENTS

WAGM-AM-TV Presque Isle and WABM
Houlton, both Maine, appoint Kettell-Carter
as their New England sales representative.

KOSA-TY Odessa, Tex., appoints Bolling
Co.

Thoms Radio-Tv  Enterprises
Broadcast Time Sales, N. Y.

appoints

Complete

during PEAK EVENING hours

® UNITED ARTISTS .

PLUS

YOU CAN PARTICIPATE IN THESE TOP FEATURES

e COLUMBIA +« SCREEN GEMS
® NTA-'20TH CENTURY FOX"

AND OTHERS

AT SURPRISINGLY LOW RATES!

CU-QZ'

WAKR-TV

KEN KEEGAN () BURKE-STUART, INC.
PO. 2-8811, Akron

New York, Chicago, Detroit,

Hollywood, San Francisce

AKRON, OHIO

. WAKR-RADIO

855 COPLEY ROAD + AKRON 20, OHIO

RADIO-TELEVISION CENTER
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Wasn’t Trafficking,
Rounsaville Tells FCC

A profit of about $200,000, before taxes,
realized in the sale of nine stations since
1941, does not constitute “trafficking” and
“does not even approach the capital gains
involved in many single station sales.”

Such was part of a sworn statement filed
with the FCC last week in behalf of Robert
W. Rounsaville, multiple station owner, in
reply to a Commission complaint which
said his latest station sale and purchase nego-
tiations raise serious question of “traffick-
ing” [GoveErNMENT, Oct. 28]. Mr. Rounsa-
ville added that he has never sold a radio
property for capital gain, but rather to gain
a foothold in one of the big markets while
stili complying with the multiple ownership
rules, to dispose of one in financial distress
or for other legitimate business reasons.

The FCC has displayed concern over
what it describes as Mr. Rounsaville’s sale
of interests in eight radio stations and acaui-
sition of others since 1944, But Mr. Rounsa-
ville replied that *“the seven stations which
(he) now owns, have been owned by him
for an aggregate period of approximately
28 years.”

As noted, the issue here arose when the
multinle broadcaster last August filed ap-
plications with the Commission to sell
WOBS Jacksonville, Fla., for $500,000 (he
said he is likely to have capital gains of only
$240,000 after a 13-year period of pay-
ments}, and to buy WMRY New Orleans
for $250,000.,

Four commissioners voted to send him a

McFariand letter indicating that neither of -

the two applications can be granted with-
out a hearing. Observers believe these latest
station sale and purchase transactions have
been singled out for a possible test case. Tt
is the first time in post-war Vears that the
FCC has raised the out-and-out question of
trafficking on the part of a multiple owner.
Part of Mr. Rounsaville’s reply included
lengthy documentation of what he said has
clearly been a public service to most of the
communities involved. He noted that most
of his programming has been designed to
suit the tastes and interests of Negro audi-
ences in the absence of stations which do
not devote their entire format to Negroes.

Fm's Place in Radio Spectrum
Spelled Out by Fm Broadcasters

Fm’s place in the radio spectrum was
spelled out last week by Fm Broadcasters,
a group of 150 fm stations, in comments
filed in the FCC’s current study of the 25-
890 mc area of the radio spectrum.

The organization said there were 539 fm
stations on the air as of Oct. 31, represent-
ing an investment of at least $25 millien.
It also declared there were 12 million re-
ceivers in the hands of the public, repre-
senting a minimum investment of $500 mil-
lion. It pointed to recent fm activity in New
York and Los Angeles, where applicants
for fm channels were required to undergo
comparative hearings, and to the 85 applica-

BROADCASTING

Four stations

priced rightt

NEW ENGLAND

Massachusetts single station market. 250 w. full time
in manufacturing city of 17,000. Last 12 months gross
—3$93,165. Owner will take $109,000 with 29 pect. down.
Real opportunity for aggressive resident management.

MIDDLE ATLANTIC

1000 w. daytime monopoly in thriving city of 10,000.
Will gross close to $70,000 this year with good earnings
record. Price $75,000 with $25,000 down.

MID-WEST

1000 w. daytime in solid city of 35,000. Grossing at
rate of $115,000. Price of $150,000 includes transmitter
and seven acre site, plus $9,000 in net quick. Excellent
equipment. $45,000 down.

ALLEN KANDER AND COMPANY

Negotiators for the Purchase and Sale

of Radio and Television Stations

1625 Eye Street N.W. NAtional 8-1990

WASHINGTON

NEW YORK 60 East 42nd Street =~ MUrray Hill 7-4242 [

CHICAGO 35 East Wacker Drive RAndolph 6-6760

DENVER 1700 Broadway AComa 2-3623 i
r— — . — —_— — S
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tiops pending for fm stations at the end of
October.

The group noted that in 1945, when the
FCC moved fm to its present 88-108 mc
location in the spectrum, it did so after long
and intensive consideration of the best space
for the then new method of broadcasting.
The organization asked also that the FCC
maintain present engineering standards.

Fm Broadcasters, founded about a year
ago, is run by a steering committee com-
prising Ben Strouse, WWDC-FM Washing-
ton, D. C.; Edward Wheeler, WEAW-FM
Evanston, IIl; Calvin Smith, KFAC-FM
Los Angeles; Merrill Lindsey, WSOY-FM
Decatur, Ill.,, and Gardner Greene, Brown-
ing Labs.,, Cambridge, Mass. Leonard H.
Marks, Washington attorney, is counsel for
Fm Broadcasters.

Deadline for comments on the 25-890 me
study is Nov. 25.

California Committee on Crime
Commends Radio for ‘Discipline’

Radio alone among the mass media of
communication wins praise for acceptance
of responsibility for the effect of its pro-
grams on juveniles and for its self-discipline,
according to the Citizens’ Advisory Commit-
tee to the Attorney General of California
on Crime Prevention.

A slate of 31 recommendations by the
committee, submitted to the attorney general
following a study of juvenile violence
throughout California, discusses radio, tv,
motion pictures, newspapers and comic
books, in addition to homes, schools, courts
and other public agencies. Regarding radio,
the committee comments:

“While radio cannot be said to be com-
pletely free from harmful influences, the
radio industry has, over a period of years,
been facing its responsibility to eliminate
undesirable programs and has demonstrated
that an agency of mass media can effectively
discipline itself.”

Films, both in theatres and on tv, “are
increasingly concentrating on what can only
be described as education in crime . . . Tv
has a greater obligation to the public to
maintain high standards because of its access
to* millions of homes. While the industry
indicates its intention to meet this obliga-
tion, this committee believes that the num-
ber of hours devoted to serious crime,
aggressive behavior and over-emphasis on
sex creates grave doubt that they are in fact
doing so.”

The report urges newspapers to “handle
crime statistics with greater caution and
avoid sensationalism in reporting juvenile
offenses.” It charges that “too many comic
books, to a far greater degree than comic
strips in the press, over-emiphasize brutality,
aggression and other undesirable forms of
behavior.”

The committee recommends “no legisla-
tion or censorship” for mass media but asks
the attorney general to urge the state
legislature to appoint a committee to study
the effect of mass media on crimes of juve-
nile violence.
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A 500-mile-high astronomical space
platform, carrying a giant 36-inch tele-
scope whose pictures would be trans-
mitted to earth via television, is one of
the projects in the early planning stages
by the Navy.

Tentatively scheduled for launching in
about four years, the $500,000, one-ton
platform would circle the earth once
every 90 minutes with its telescope peer-
ing out into the galaxy. It would have a
life of 20 years, it was estimated. At-
tached to the eyepiece would be a stand-
ard vidicon camera modified for 1,000-
line definition. which would feed into a
transmitter for direct broadcast to astron-
omers on earth. Not yet determined is the
power or wavelengths to be used for this
tv function, but Navy and industry scien-
tists have indicated that regular, commer-
cial equipment would be used. Power
would be gained through solar batteries,
it was explained. The telescope would be
electromnically focused from earth.

The Navy's plans were made known
by Dr. Martin Spitzer, professor of as-
tronomy at Princeton U. Dr. Spitzer is
chief adviser on astronomic problems to
the Office of Naval Research. Dr. Spitzer
also disclosed that film cameras have been
used in 83,000-foot balloon flights in re-
cent months. Getting a telescope this far
above the earth’s atmosphere has resulted
in clearer views of the sun and stars,
Dr. Spitzer explained.

Radio-Tv Columnist Sentenced;
She’s Released Pending Appeal-

Radio-tv columnist Marie Torre of the
New York Herald-Tribune Tuesday was
held in criminal contempt of court and
sentenced by U. S. District Judge Sylvester
J. Ryan to 10 days in jail. Miss Torre, how-
ever, a witness in the $1.4 million libel and
breach of contract suit filed by actress Judy
Garland against CBS Inc.. was released in
her own recognizance pending determination
of appeal. .

Miss Torre earlier had been asked by the
court to name the unidentified CBS “source”
who, according to the complaint filed by
Hess, Mela, Segali, Popkin & Guterman,
Miss Garland’s counsel, allegedly had made
disparaging remarks about the star. When
Miss Torre declined on constitutional
grounds, the court served a show-cause
order on the columnist. Miss Torre again
refused. Her quotation from the CBS execu-
tive ran in a Jan. 10. 1957, column in part
about Miss Garland’s proposed CBS-TV
spectacular which never came off.

The columnist’s counsel, Cahill, Gordon,
Reindel & Ohl, Tuesday filed an appeal with
the second Circuit Appellate Court in New
York. Sheldon Oliensis of CGR&O said he
and his associate, Mathias F. Correa, are
prepared to take the appeal to the U. S.
Supreme Court, if necessary, to establish
once and for all whether a reporter can be
forced to identify confidential sources. The
law firm argues that if Miss Torre is com-

pelled to name her source, it not only would
be an encroachment on the press but also a
“possible interment of the right of the
public to read all the news.”

Lionel Popkin, Miss Garland’s attorney,
said that if Miss Torre is sustained, his
associates will be prepared to call to the
stand “all CBS chief executives” and “con-
front them” with Miss Torre.

The appeal probably will not be returned
until early next year.

Movies or No, It's Pay Tv
At Bartlesville, Says Langer

Sen. William Langer (R-N. D.) doesn’t
care what Henry Griffing, president of
Video Independent Theatres Inc., calls his
method of distributing motion pictures to
televiewers—it’s pay tv to the senator, and
he’s against it.

In a Nov. 13 letter to Mr. Griffing, Sen.
Langer said Telemovies, which is what
Video Independent terms its movie distri-
bution system, is the same as any other form
of subscription tv and he is going to intro-
duce a bill in Congress in January to pro-
hibit any form of toll tv, off-the-air or
wired. Sen. Langer’s letter was in response
to a communication from Mr. Griffing last
month explaining the difference between
toll tv and Telemovies [SPECIAL REPORT,
Nov. 4]. The North Dakotan said:

“I wish to assure you that I am fully
aware of the various forms of pay-as-you-
see television, be it toll television, Tele-
movies, or whatever name you wish to give
it. The important thing in my mind is that
the public will have to pay under any
method of transmitting programs through
television sets. Telemovies, as you call it,
can be wired or wireless and can be ex-
panded to include tele-boxing, tele-baseball,
tele-grand opera, tele-musicals, and on and
on until programming to be transmitted to
free television will be impaired and the tele-
vision public will be damaged.”

Hearing May Be Necessary
On WTVQ (TV) Sale, Says FCC

Loren Berry and Ronald B. Woodyard,
who more than four years ago filed for FCC
approval of the sale of ch. 47 WTVQ (TV)
Pittsburgh to Edward Lamb, last week
were notified by an FCC McFarland letter
that a hearing may be necessary on the sale.

In the letter, the FCC said the permittee’s
principal reason for not proceeding with
construction of the station (awaiting FCC
action on the transfer) does not meet re-
quirements of the Communications Act,
Any delay in constructing WTVQ has been
due to a voluntary decision, FCC said.

Sale of WTVQ for $5,000 to Mr. Lamb
was filed at the FCC July 22, 1953. The
station, which was granted in 1952, has
never been on the air.

A second McFarland letter informed
Storer Broadcasting Co. that its application
for modification of the construction permit

of WSPD-TV Toledo, Ohio, appears to

necessitate a hearing. This is indicated, the
Commission said, because the proposed
modifications would make the Grade A
contour of WSPD-TV overlap substantially
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G/ % CHOOSE GATES Be-5P

STATISTICAL EVIDENCE
INDICATES THAT THE
GATES BC-5P IS THE
NUMBER ONE 5 KW
TRANSMITTER

IN THE INDUSTRY!
REASON:

GATES BC-5P
ACCOUNTED FOR 61%
OF ALL NEW 5 KW
TRANSMITTERS

SOLD SINCE
JANUARY 1, 1957*

Ohe Mark of Quality

Stations purchasing Gates
BC-5P in 1957 include:
According to stotistical information, the BC-5P is the transmitter that more U. S.

|
|
|
|
WLIK KPIK
stations are purchasing this year than that of all other makes combined! | e ATy
WHY? Because without a doubt, this is the finest 5 kilowatt transmitter on the : KLPM WHIL
marke: today, and station managers ond engineers thioughout the nation recog- wric WHGR
nize its leadership. They know thot this is o quality product . . . a transmitter I WTAL WCAS
superior to oll others. If sixty-one percent of oll U. 5. stations installing a new | WLBZ WOKJ
five kilowatt transmitter purchase the Gates BC-5P, you know thot its reputation | KVBC KDMS
for dependsbility and outstanding performance are not just claims made by | KWYR KPRC
Gotes, but are focts substantiated by an overwhelming customer preference! | WCBG WMs)
| walc WPVA
Why don't you get all the information on this industry leader? Contact the | Pl A
Gates Radio company teday for complete details on the BC-5P Skw transmitter. ! ¥ T
-Statistics compiled through Cclober 1, 19537, from 5 KW soles I WRFC WCPC
records mointained by Gotes, which are assumed to be occurare. I KSTR WMMA
l WNAE . WHLY
!

GA'I'ES RADIO COMPANY, Quincy, Ill., U.S.A.

MANUFACTURING ENGINEERS SINCE 1922

: OFFICES — NEW YORK - WASHINGTON D. C. - LOS ANGELES - HOUSTON - ATLANTA
- INTERNATIONAL DIV., 13 East 40th 5t., New York City -— In Canada, CANADIAN MARCONI COMPANY
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with the signal of Storer’s WIBK-TV
Detroit.

WSPD-TV has requested a transmitter
site 6% miles northeast of Toledo and an
increase in.antenna height from 510 to 1,00
feet, with a power of 316 kw. .

Government Lifts Prohibition
On Photos in Federal Buildings

The General Services Administration has
removed restrictions on taking news photo-
graphs in public areas of federal buildings,
Rep. John E. Moss (D-Calif.), chairman of
the House Government Information Sub-
committee, announced last week. The new
GSA order, signed by Administrator Frank-
lin G. Floete, states:

“News photographers may, without prior
permission, take any pictures they desire in
public space controlled by the General Serv-
ices Administration, in single or multiple
occupancy public buildings, except where
applicable security regulations or a federal
court order or rule prohibits such photog-
raphy.”

GSA is the government agency charged
with ownership and maintenance of federal
buildings.

In announcing the new order in a letter
to Rep. John Bell Williams (D-Miss.), who
had registered a protest with the subcom-
mittee against the camera ban, Rep. Moss
said his subcommittee had asked Mr. Floete
to make sure that “unjustifiable restrictions
would not be placed on photographic access
.. ." to federal buildings. “The people have
the same right of photographic access to
information as they have to information
gathered by pad and pencil reporters,” Rep.
Moss pointed out.

The rescinded order required that “per-
mission of the GSA building superintendent
or custodian must be obtained to take photo-
graphs” in all corridors, lobbies and other
sections of federal buildings. Photographers
then could take pictures only “of murals or
historic or other features” of federal build-
ings, according to Mr. Floete,

KBET-TV Modification Grant
Set for Hearing by FCC

The FCC last week set for hearing its
Dec. 9, 1954, action granting KBET-TV
Sacramento, Calif., a modification of its
construction permit. The action complied
with a mandate by the U. S. Appeals Court
in Washington, D. C.

The modification had been protested by
McClatchy Broadcasting Co. (KFBK Sacra-
mento), losing applicant for the ch. 10 facil-
ity held by KBET-TV. The case, with a long
history of litigation, has been before the
courts—and the FCC—several times since
KBET-TV received the ch. 10 grant in
October 1954. This grant was upheld by the
appeals court early in-1956 [GOVERNMENT,
Jan. 30, 1956).

The FCC approved the KBET-TV applica-
tion to move its transmitter site and decrease
antenna height less than 60 days after the
original grant. McClatchy appealed this ac-
tion and asked for a hearing which was
denied by the FCC on the ground Me-
Clatchy had no further standing in the case.
The losing applicant then appealed again
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to the court, charging that the modification
constituted a fraud.

On this appeal, the court ruled in favor
of McClatchy and returned the case to the
FCC [GOVERNMENT, Oct. 22, 1956]. As a
result, the Commission last week scheduled
a hearing on the KBET-TV modification to
determine, among other things, if KBET-
TV and/or its president, William P. Wright,
made false representations to the FCC. Mec~
Clatchy was made a party to the proceedings.

In the same order which set the case for
hearing, the FCC denied a second Mec-
Clatchy request that the modification grant
be stayed pending a final disposition of the
case. .

FCC Sets New England Trip
To Inspect Uhf Operations

A field inspection trip of uhf operations
in New England is scheduled by the FCC
this Friday.

Sponsored by the uhf Committee for
Competitive Television, five FCC commis-
sioners plus top staff members will inspect
ch. 22 WWLP (TV) Springfield, Mass., its
satellite ch. 32 WRLP (TV) Greenfield,
Mass., and its ch. 79 translator in Clare-
mont, N. H. WWLP also holds construction
permits for translators in Lebanon, N. H.
(ch. 81), which includes Hanover, N. H.,
and White River Junction, Vt., and in New-
port, N. H. (ch. 71).

Scheduled to participate in the 24-hour
flying trip are FCC Chairman John C.
Doerfer and Comrs. Frederick W. Ford,
Richard A. Mack, Robert T. Bartley and
Rosel H. Hyde. Among staff executives are
Harold G. Cowgill, Broadcast Bureau chief,
and Mary Jane Morris, FCC secretary. Also
among the guests are Dr. George W. Town,
executive director, Television Allocations
Study Organization, and Nicholas Zapple,
professional staff member (communications)
of the Senate Commerce Committee.

FM Unlimited Favors Retention
Of FCC Multiplex Requirement
FCC was asked Thursday to deny WPEN-
FM Philadelphia’s petition for deletion of
a Commission rule requiring fm stations
engaged in functional music to convert to
multiplex by Jan. 1 [GovERNMENT, Nov. 4].
Filed in the form of an “open letter”. to
the FCC by FM Unlimited Inc., Chicago,
sales and promotion representative firm for
30 fm outlets, the petition also asked for
a re-examination “of the entire fm picture,”
because of the multiplexing situation and
the interest of non-broadcast services in
“all or part” of the fm band. It was signed

by Charles Kline, FM Unlimited president,

and sent to individual commissioners.

The petition represented an all-out attack
on background music operators, who were
charged with feeling “they are responsible
for the success of fm.” It claimed the
WPEN-FM petition poses a battle-line be-
tween “genuine broadeast service for the
public” and the “use of fm channels for
specialized services not intended for the
public.”

WPEN-FM had claimed that, unless the
FCC rule is deleted, fm stations will be un-
able to continue operation.

PERSONNEL RELATIONS

RTDG-NABET Dispute at NBC
Goes to Mediator George Meany

The Radio & Television Directors Guild
and the National Assn. of Broadcast Em-
ployes & Technicians had until last Friday
to submit various memoranda to arbitrator
George Meany, president of the AFL-CIO,
to support their respective positions on their
dispute governing instructions to technical
crews working on NBC-TV programs [AT
DEADLINE, PERSONNEL RELATIONS, Nov.
111,

Both unions indicated they would have
their briefs in Mr. Meany’s hands by the
deadline and have pledged to abide by the
outcome of arbitration. At a meeting with
the unions on Tuesday, Mr. Meany said a
decision would be issued “shortly” after he
received the memoranda.

The dispute began the weekend of Nov.
1-2 when RTDG decided to implement a
right it claims it has in its contract to give
instructions on programs directly to NABET
crewmen without liaison with NABET tech-
nical directors. By tradition, for more than
10 years, directors had operated through
technical directors at NBC-TV. On Nov. 8,
RTDG personnel walked off NBC-TV pro-
grams, charging a “lockout” because the
network asked directors to operate under
the conventional system. The following day,
an agreement was reached to submit the
dispute to arbitration and to continue the
traditional system of operation until the
arbitrator’s decision i8 announced.

Chicago AFM Local Nominates
Petrillo for New Five-Year Term

James C. Petrillo was a shoo-in last week

‘for a new five-year term as president of the

American Federation of Musicians Local
10, Chicago, starting next Jan. 14.

Approximately 300 of Local 10’s 12,000
members attended a meeting for nomina-
tion of officers. Mr. Petrillo, who has been
president of the AFL-CIO American Federa-
tion of Musicians 17 years, was renominated
Wednesday without opposition with his
election a mere formality.

Mr. Petrillo disclosed he makes $20,000
a year as head of the parent musicians un-
ion and $26,000 as head of Local 10. He
said he favors regulation for proper control
of international and local union treasuries
to “prevent misuse of dues.” Mr. Petrillo,
vice president of the AFL-CIO, also favors
other corrective labor laws, including pro-
posed legislation on pension and welfare
funds.

WCKY Charges Secondary Boycott

Unfair labor charges have been filed by
WCKY Cincinnati against the American
Federation of Television & Radio Artists
and its Cincinnati local, according to the
National Labor Relations Board. The sta-
tion charges AFTRA is causing a secondary
boycott through transcription firms which
service WCKY. Seven announcers, members
of AFTRA, have been on strike since Aug.
28. Earlier, the union filed an unfair labor
charge against the station but withdrew it
Sept. 18.
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Joan Davis on the set of “/| Morried Joan,”
produced by P. ). Wolfson and appearing
on NBC. Three Mitchell 35mm BNC cameras
are vsed.on this top TV show, which-is in
its 2nd year. Jim Backus plays the mole lead.

Dennis Day, star of “The Dennis Day.Show,”
a top-rated NBC program. Qriginally “live,”
this series is in its second year,.and is now
produced on film by Denmac Productions,
using a-Mitchell 35mm BNC camera.
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' ith audlence. Desilu Productians uses
m BNC comercs in filming I Love lucy.”

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
the stars and supporting cast must be outstanding,

carefully timed, superbly directed. And the camera must
perform flawlessly in its vital role of recreating the

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.

“1 Love lucy,’”’ sturring lucills Ball and Desi
tion’s Number 1 TV show for 1951, 19352 end
a:pionear of the technique of filming Its program as &

Mirchel

MITCHELL The only truly Professional Motion Picture Camera

/I{W &ﬂa%a/ CORPORATION

666 West Harvard Street ¢ Glendale 4, Calif; ® Cable Address: MITCAMCO
»
‘. 85% of the professional motion pictures shown throughout the world are filmed with a Mitchell
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PHILCO TLR-
Provides Maximum System Reliability

Philco TLR-6 microwave provides econornical
transmission of NTSC compatible color or
monochrome TV signals . . . plus full audio
channel. Here is a completely modern micro-
wave system . . . especially designed to meet
the needs of community TV operators for
thoroughly dependable operation.

TLR-6 delivers 1 full watt output. Heavy
duty power supply insures outstanding opera-
tional reliability in continuous unattended
service.

Philco TLR-6 provides §-T-L relaying in the
5900 to 7400 mc bands. All components
mount in standard 19’/ racks. Unitized circuit

construction simplifies maintenance. Built-in
test and metering Circuits in the new TLR-6
equipment assure uniaterrupted service at
all times.

Here is reliability of performance unaffected
by severe weather, free from the many limita-
tions of wire and pole lines, unhampered by
problems of difficult terrain, over-water trans-
mission or expensive rights-of-way.

Philco engineers will be happy to help you
with your special Microwave requirements.
Please contact us for further information.

Look ahead . . . and you'll choose Philco.



MICROWAVE
for Unattended TV Relaying!

o Highly reliable, vnattended one- @ Highest power in the industry
watt operation

@ Biold [proven in extended) mulit- @ Full voice channel multiplexing

hop applications ® Philco offers complete furnkey
@ True repeater permits top quality, service . . . surveys . . . installa-
long havl operation tion . . . maintenance

Write for Specification Sheet which describes
the new Philco TLR.6 microwave system.

At Phileo, opportunities are unlimited in electronic
and mechanical reearch and  engineering.

PHILCO.

Government & Industrial Division
Philadelphia 44, Pennsylvania

In Canada: Philea Corporation of Conada Limited, Don Mills, Ontaria
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PROGRAMS & PROMOTIONS

Sullivan Develops New Strategy
As Warner Notes Trendex Score

As an obvious pitch for a bigger share of
the youthful audience, CBS-TV’s Ed Sulli-
van Show (Sun., 8-9 p.m. EST) last week
announced it has signed “a host of singing
stars whose recordings have captured the
interests of the nation’s youth” for appear-
ance during the first half-hour of each
program. Artists include Sam Cooke (“You
Send Me”); Eberly Brothers (“Wake Up
Little Susie”) and the Rays (“Silhouette™)
among others.

The Sullivan announcement came as
Warner Bros. announced that its western
Maverick on ABC-TV in the same period
had “won a stunning double victory over
both the Ed Sullivan and Steve Allen shows
(NBC) in the weekly Sunday evening Tren-
dex battle.” Warner Bros. said Maverick
hit 22.1, Sullivan 16.7 and Allen 13.8 Nov.
10. Warner boasted Maverick achieved in
eight weeks on the air “what no other show
has been able to accomplish in almost nine
years.”

KYW-TV Marches for MGM Movie

A live lion was used to lead a street
parade in Cleveland honoring the MGM
film, “Thirty Second Over Tokyo” shown
on KYW-TV Cleveland Nov. 6. The Civil
Air Patrol gave a display of precision
marching, while CAP aircraft flew overhead.
Also in the parade through the city were an
Air Force color guard and vehicles, a bevy
of models in 1958 convertible cars, an MGM
float, drum majorettes and an Irish wolf-
hound. The commander of Cleveland’s Air
Force Recruiting Office presented a certifi-
cate of merit to KYW-TV for showing the
film about the Air Force,

KPHO-TV Promotes With Twins

Identical twin girls appeared on behalf
of KPHO-TV Phoenix at the opening of the
Arizona State Fair Nov. 2. The 17-year-old
brunettes distributed bright green lollipops
imprinted with the station’s “Channel 5"
as they toured the fairgrounds. The girls
wore short white flared costumes trimmed
with green “5’s” and carried banners identi-
fying them as the “KPHO-TV Twins.”

ABN Runs Affiliates Contest

American Broadcasting Network Iast
week circulated a plea for promotional ideas
to ABN affiliates in the form of a contest.
Each month ABN promotions and exploita-
tions department will award $25 to the pro-
motion director submitting the “best pro-
motion or exploitation idea of the month.”
Contest will be repeated each month with
winning ideas being circulated among other
affiliates. Entries will cover station promo-
tion, perscnality promotion, merchandising
tie-ins, stunts and gimmicks.

Romeo & Juliet Opinion Asked

WTIC-TV Hartford, Conn., presented J.
Arthur Rank’s 2-hour, 20-minute “Romeo
and Juliet” film without cuts Nov. 3. The
station undertook this so students of Shake-
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speare could see the film in its entirety.
The station circularized colleges and second-
ary schools inviting faculty and students
to render individual critiques of the movie
to assist in formulating future program
concepts.

The House That WOOD-TV Built

For four months viewers of WOOD-TV
Grand Rapids, Mich., have been watching
progress of its building plan. The promotion
was designed to familiarize the public with
the “Flexibilt” homes the station has been
constructing at Lansing, Mich. Viewers
saw the houses grow from one-bedroom
dwellings to homes with 3-4 bedrooms via
remote telecasts and daily five-minute film
reports. More than 20,000 visitors have
been attracted to the building site. The
WOOD-TV houses also were built in Mus-
kegon and Grand Rapids.

WRBL-TV Tells 10th About Home

The Army’s 10th Infantry Division, now
stationed in Germany, is slated for assign-
ment to Fort Benning, Ga., so nearby
WRBL-TV  Columbus has sent Rozell
Fabiani, its women’s director, to Germany
to give the 10th Division a view of the
area to be their new home. She will show
a film, prepared by WRBL-TV showing
Columbus areas of interest to the military
man and his family such as recreational fa-
cilities, schools, churches shopping centers,

KICD Spencer, lowa, is doing something
about the weather. The station has in-~
stalled its own radar equipment to keep
listeners within a radius of 60 miles in-

formed of the movement of violent
weather.

The set is surplus naval equipment
modified for stationary use, with a larger
radar scope installed. AT LEFT, the con-
sole has original equipment receiving bay
with radar scope above; below, engineer-
added controls, remote panel and larger
radar scope. The latter spreads details
of the received “pips” over a larger area
for better interpretation and easier cor-
relation with maps. AT RIGHT, Chief

housing and other places. Upon returning,
she will present similar information to per-
sonnel of the 3rd Division prior to its re-
placement of the 10th in Germany.

KOBY and KITE Air Space News

KOBY San Francisco and KITE San
Antonio have instituted newscasts solely
devoted to space news. KOBY's is produced
by its news staff with special material from
the Stanford U. News Service, the Ameri-
can Rocket Society and AP. Both the sta-
tion's Spacecasts include: recordings from
satellites, answers to listeners’ question and
news on developments of man’s exploration
of the universe. KOBY’s Spacecast is aired
at 7:55 a.m. and KITE's at 5:33 p.m.
seven days a week.

'‘Educated Man’ in Three Lessons

The Educated Man, a three-program tv
series which raises the question, “What is an
educated man?” has been produced by
Columbia U. and the Metropolitan educa-
tional Tv Assn., for telecasting on Meta
Presents (WPIX [TV] New York Nov. 12,
19, and 26, 11:30-12 noon). Two Columbia
U. professors, Charles Frankle, department
of philosophy, and Quentin Anderson, de-
partment of English, will participate in the
three programs, discussing theories .and
ideas, past and present, that “dominate our
thinking about the educated man.”

Engineer. Eldon Kagano (1) and assistant
engineer Verne LaBrayere, who installed
the set, boost the “blister” to show “dish™

sending-receving antennas. These are
mounted atop a 50-foot tower.

KICD decided to install the radar after
tornadoes swept the county last June.
The station has been running practice
tracks since last month, checking rain
predictions with the U. S. Weather Bu-
reau at Sioux Falls and through listeners
in the areas checked who call in to verify
the prediction. In this way, KICD per-
sonnel expect to be “on the beam” when
more violent weather hits in spring and
summer.

BROADCASTING




Symbol

We rather like this photo of our Floyd Conn . . .
we think it’s symbolic.

Here Floyd, who is a Western Electric installer,
is soldering telephone cable in a new Bell central
office . . . helping install dial switching equipment
made at our factories. And the connection he makes
symbolizes the close bond that exists between
ourselves and Bell telephone communities—includ-
ing yours — through telephone service.

Each month, Western Electric installers are busy

‘on about 4,000 separate jobs in over 500 cities and

towns across the country . . . making additions,
modifying equipment, changing manual switching
equipment to dial service — to mention a few. By
working closely with Bell telephone companies —
as we have now for 75 years as the manufacturing
and supply unit of the Bell System — we become
part of the comniunity’s Bell telephone service.

MANUFACTURING AND SUPPLY

BROADCASTING

UNIT OF THE BELL SYSTEM
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lllinois’ No. 1 market, outside Chicago,

is prosperous Peoria area—where your

TV commercials have greater impact than

in New York, Los Angeles, Philadelphia,

St. Louis or 78 other big TV market areas!

Sets-in-use actually average 30.4% —

sign-on to sign-off—one of the nation’s

most phenomenal ratings! (ARB Jan., Feb.,

Mar., ‘57)

And in this No. 1 market, there’s a No.

1 station—with the top programs, the top
power (500,000 watts), the top tower (660

feet) and the top ratings:

AVERAGE RATINGS m::.o':l[uﬂi:m"
WTVH | StationB | WTVH | StationB
Morning 9.1 7.2 71 38
Afternoon | 12.1 11.2 87 75
Evening 30.1 215 133 .33
{ARB 3/57)
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KEYT Goes Gardening With Gordon

A garden at KEYT (TV) Santa Barbara,
Calif., studios is the scenc of its new
Gardening With Gordon show, which
started Nov. 15. Well-known western gar-
dening authority Gordon Baker Lloyd and
his wife, Sassy, joined the station to present
the show, which stresses practical garden-
ing for beginners, plus information and
demonstrations for the care of indoor
plants, shade plants lawns, soil development
and advanced study for more active garden-
ers. A special feature is the issuance of
printed matter concerning the topic dis-
cussed on each week’s program.

CHWO Feeds Breakfast to 250

When the local clectric power commission
announced that power would be off during
the morning hours on Nov. 2, CHWO
Qakville, Ont., told listeners it would con-
tinue broadcasting directly from the trans-
mitter site, rather than from studios where
power would be cut. Discussing how CHWO
would handle the morning programs, the
announcer said the staff would be fed bar-
becue style at the transmitter site. That
morning 250 listeners, some from 25 miles
away. turned up for breakfast at the trans-
mitter. They thought they had been invited.
The CHWO staff prepared enough food and
drinks for all.

WGN-TV’s ‘Supermarket Quiz’

A daily Supermarker Quiz has been
launched by WGN-TV Chicago. Each day
Jack Brickhouse emcees a telecast from a
different supermarket, interviewing home-

ALL FIVE Columbia radio stations (WCOS,
operated in the city's “Million Dotlar Days” promotion, during South Carolina
Fair Week. The governor and the mayor of Columbia attended the occasion which is
built around the U. of South Carolina vs. Clemson College football game. The local
Chamber of Commerce retained Tom Daisley Advertising Agency to plan and
coordinate the outdoor and radio phase of the promotion. The agency used a satura-
tion spot campaign in which 625 announcements were made for the 62 merchants
participating in the Fair Week promotion.
meeting are (I to r): W. H. Mende, assistant manager, WOIC; Betty Blair, account
executive, TD Adv.; Tom Daisley, president, TD Adv.; Gerry Quick, sales manager,
WNOK; (standing): Hub Terry, sales manager, WCOS; James H. Whitaker, sales
manager, WIS, and Miller Montgomery, sales manager of WMSC.

WIS, WNOK, WMSC and WOIC) co-

Pictured at an agency-station planning

makers, supervising games and quizzes and
presenting prizes. The station describes the
undertaking as a substantial engineering
and production remote. To call attention
to its new series, WGN-TV sent out baskets
of food products which are advertised on its
facilities to members of the trade. Among
the stores visited are those operated by Na-
tional Food Co., Kroger Co. and Jewe! Tea
Co.

Pigeons Promote WINE in Buffalo

Fifty leading Buffalo advertisers and re-
tailers each received a beribboned box from
WINE Buffalo, N. Y., iside which they
found a live homing pigeon. Each recipient
was asked in an accompanying note to put
a message in the tube on the bird’s leg and
release it. The pigeons winged their way
back to the loft near WINE's studios. Sev-
eral orders were placed as a result of this
unusual promotion.

TV FREEDOM FIGHTERS

KOOL-TV Phoenix, Ariz., the sta-
tion that some time ago adopted the
battle cry, “See it free on KOOL-TV,”
has organized a speaker’s bureau as
the latest step in its mobilization
against toll television. Staffers who
will speak “anytime, anywhere” on free
television are Homer Lane, assistant
general manager; Kenneth Morton,
station manager; Jack Murphy, assis-
tant manager; Jack Ware, news editor;
Ralph Painter, news photographer, and
Don Harvey, news commentator.

BROADCASTING



. WITH YOUR RADIO STATION, SIR.

Everything you need to get on the air fast with the strongest,
cleanest signal . . . from microphone to antenna. Collins

is a single, complete source of broadcasting equipment.

C:M}m CREATIVE LEADER IN COMMUNICATION =SCOLLINSE=

——

~
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GET THIS

The latest Nielsen Survey shows
that KTBS-TVY, 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.

* S5ales Management June, 1957,

Your BONUS Station

With Maximum Power

KTBS-

CHANNEL

SHREVEPORT
LOUISIANA

E. NEWTON WRAY,
President & Gen.” Mor.

NBC and ABC
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Steelworkers Complete Lineup
For Tv Program on 29 Stations

The debut of United Sreelworkers Tv
Meeting of the Month was completed in
29 markets yesterday (Sunday) as the AFL-
CIO union rounded out the station lineup
for its new half-hour film show.

The program, first seen in some markets
Nov. 10, is designed to show union opera-
tions and labor issues to both membership
and public, according to David J. Me-
Donald, president of the steelworkers, who
listed another goal as encouragement of
membership to attend local meetings.

Carrying the half-hour program are
WLWA (TV) Atlanta; WMAR-TV Balti-
more; WGLV (TV) Easton, Pa.; WBRC-
TV Birmingham, Ala.; WHDH-TV Boston;
WGR-TV Buffalo, N. Y.; WKRC-TV Cin-
cinnati; WEWS (TV) Cleveland; WIBK-TV
Detroit; WDSM-TV Duluth, Minn.; WBKB
(TV) Chicago; WTPA (TV) Harrisburg,
Pa.; KPRC-TV Houston; WITTV (TV)
Bloomington (Indianapolis); WJIAC-TV
Johnstown, Pa.; KCOP (TV) Los Angeles;
WISN-TV Milwaukee; WPIX (TV) New
York; WFIL-TV Philadelphia; KDKA-TV
Pittsburgh; KCSJ-TV Pueblo, Colo.; KTVT
(TV) Salt Lake City; KGO-TV San Fran-
cisco; KTVW (TV) Seattle; KTVI (TV) St.
Louis; WTVT (TV) Tampa, Fla.,; WTTG
(TV) Washington; WSTV-TV Steubenville,
Ohio-Wheeling, W. Va., and WFMIJ-TV
Youngstown, Ohio.

GUESTS of WFGA-TV Jacksonville,
Fla., at its weekend dedication cere-
monies Nov. 8-9 went to the Florida-
Georgia football game Saturday in the
'Gator Bowl also as guests of the Florida-
Georgia Television Co., which has been
telecasting on ch. 12 since September.
Front row fans (I to r): Jesse H. Cripe,
WFGA-TV station manager; H. Preston
| Peters, president, Peters, Griffin, Wood-
| ward Inc., national representative for
WFGA-TV, and Thomas E. Knode, NBC
vice president, station relations.

Several hundred attended the WFGA-
TV weekend party from ranks of local
and state governments, Congress, NBC,

MAPS, molded to the exact dimensions
of the area covered by WVUE (TV)
Wilmington, Del., are being used for the
dual purpose of information and promo-
tion. Advertisers are shown the colorful
maps to provide them with the informa-
tion needed to supply their products in the
station’s signal area. I

WEWS&WKYB Adopt Selassie Tactics

WEW St. Louis and WKYB Paducah
are mailing out Haile Selassie’s Mobiliza-
tion Order when Ethiopia was invaded by
Mussolini as part of a sales promotion cam-
paign. The order reads:

“The country is now mobilized. All men
and boys able to carry a spear will report
immediately for active duty. Married men
will bring their wives to do the cooking
and men that are not married will bring any

PGW, RCA, NARTRB, national trade pub-
lications and others. Mr. Cripe, Mr.
Knode and Mayor Hayden Burns of
Jacksonville appeared with the station
staff on the dedication telecast Friday
evening. After the ceremonies, station
guests adjourned to the George Washing-
ton Hotel for a reception and buffet
supper. The public, invited to see the
new WFGA-TV studios Sunday and
Monday, turned out 5,000 strong. One
drawing card was the porpoise Jaxie
(embodying WFGA-TV’s ID mascot),
who was brought from Marineland, Fla.,
and installed in a tank outside WFGA-
TV studios.
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“Microphones Make the Difference!”

.says A. FRIEDENTHAL
Chief Engineer, W J R, Detroit

WJR

modernizes with
EleclhoYoree:

. . . because of their quality of

reproduction, and amazing economy.”

““After checking repair and maintenance costs, we
changed to Electro-Voice one year ago. Frequency of
repair and cost of repair was five to six times as
great on other brands,” says Mr. Friedenthal. “Now,
Electro-Voice is the WJR microphone.”

Since 1927, WJR, The Goodwill Station, has been
active in the development and construction of
equipment best suited to -the broadcasting art.
Much of this equipment utilizes basic Electro-
Voice components- -proof of one of the country’s
leading station’s faith and confidence in Electro-
Voice broadcasting equipment.

MODEL 666 BROADCAST CARDIOID DYNAMIC

with REVOLUTIONARY VARIABLE-D DESIGN!
WJIR STUDIOS AND MOBILE UNITS

USE 47 ELECTRO-VOICE MICROPHONES!

f
T The fi i0 i

e front-to-back ratio is 2
to 6 times that of most car-
dioid microphones! Artists
can work at twice the dis-
tance with no loss of pres-
ence with the 666. In many
Instances, it will pick up at
10 feet or more. For an ex-
citing new experience, test
the 666 today! List price,
.................... $255.00

16 E-V Model 650 Dynamic Microphones

6 E-V Mode! 646 Dynamic Microphones

5 E-V Model 655-A 'Slim-Trim’ Dynamic Microphones

® Ask any Broadcast or Distributor. Get all the facts L
Recording Engineer about on Electro-Voice profession- o mc:
E-V microphones. al microphones. Write for

® See your authorized E-V Bulletin BT711-120. ELECTRO-VOICE, INC., BUCHANAN, MICHIGAN

Export: 13 East 40th Street, Naw York 18, U.S. A, Cables: ARLAB
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To some. ..

they all look the SAME

With radic stations as with women,
there is a difference . . .

Place your campaign in the Peoriarea
market on the station that's . . .

Obviously
OUTSTANDING. . .

PROGRAMMING makes the
difference! Only WMBD offers

a complete radio service. ..

live music PROGRAMS

local news PROGRAMS
play-by-play sports PROGRAMS
world news PROGRAMS

farm PROGRAMS

recorded music PROGRAMS
women's PROGRAMS

public service PROGRAMS
outstanding CBS Radic PROGRAMS

Balanced pregramming pays off in
greater unduplicated audiences for
WMBD advettisers. Sell the Peoriarea
through the dominance of WMBD!

PEORIA
CBS RADIO NETWORK ¢ 5000 WATTS
Peters, Griffin, Woodward, Inc., Nail. Reps.

PROGRAMS & PROMOTIONS cowmmuep

To give high school students an op-
portunity to dance to music they like
in a “grown-up, sophisticated atmo-
sphere,” WTTM Trenton, N. J., opened
a teenage night club Friday. Luxuri-
ously appointed and styled “after Broad-
way’s finest,” the Castle Roc, as it
will be known, is opening exclusively for
students Tuesday, Wednesday and Thurs-
day 3-10 p.m., Friday 3-midnight ad-
mission: 25 cents before 6 p.m., 50 cents
after. The project grew out of WITM’s
broadcasts from its studios at Seaside
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TEENAGERS GET NEW NIGHTSPOT

Heights, N. J. The station will originate
its Dance Party from the high school
nighterie and a live entertainment policy
will be scheduled for Friday and Saturday
evenings. Such cities as Detroit, Chicago,
Indianapolis and Buffalo have teenage
night clubs and, in following the pattern,
it is WITM’s plan to, “help cut down
juvenile delinquency by giving teenagers
a respectable place to go for dancing
after school and after the weekend movie
date.”

women they can find. Women with babies,
the very old and the very young need not
report for active service. Anyone else found
at home after the issuance of this order
will be hung.”

WBAP-TV Looks for Sally’s Image

A $1,000 wardrobe and a new typewriter
are two of the prizes WBAP Ft. Worth,
Tex., will be presenting to the local girl
who looks most like Joan Caulfield in NBC-

 TV’s Sally series (Sun., 7:30-8 p.m. EST).

The contest, running Nov. 6-26, requires
entrants to submit a photograph of them-
selves and the photograph most resembling
“Sally” will be sent to Hellywoed to be
entered for the grand prize: A one week
expenses-paid trip to Hollywood to be en-
tertained by Miss Caulfield and to appear
in a Saily show.

CBS Recalls Dance Band Remotes

Radio’s heyday of dance band remotes
will be revived Tuesday and Saturday nights
on CBS Radio in a pickup from the Shore-
ham Hotel Blue Room in Washington. The
series gets under way tomorrow (Tuesday)
with the Richard Maltby Orchestra, current-
ly featured in the Blue Room for a seven-
week engagement. The conductor-arranger
(“St. Louis Blues Mambo,” RCA Vik
albums) has announced a bill of dance
music for the first live music pickup from
Washington in many years. The Blue Room
show will be broadcast from 11:30-midnight
EST on Tuesdays and 11:10-11:30 Satur-
days.

‘Senior Bowl’ Game on NBC-TV

NBC-TV will televise for the first time the
annual Senior Bowl all-star football game
in Mobile, Ala., Jan. 11 at 3 p.m. The
game marks the professional debut of the
50 participating players and pits all-star
squads from the North and South against
each other.

Niagara Plugs 'Honeymooners’

In a cooperative arrangement WRCA-
TV New York and WBUF-TV Buffa-
o, both NBC-owned stations, have embarked
on an audience promotion project centering
around The Honeymooners series, carried
on WRCA-TV. Honeymooners to Niagara
Falls will hear anouncements on WBUF-TV
stating: “Any honeymooners here from New

York City? When you get back home enjoy
The Honeymooners every Tuesday on
WRCA-TV.” In turn, WRCA-TV will carry
announcements extolling WBUF-TV to
honeymooners planning to visit Niagara.

WKXP (TV) Launches Promotion

WKXP (TV) Lexingten, Ky., has put
into operation a merchandising program,
“WKXPlan GESO” (Guaranteed Expanded
Sales Orbits). A $10,000 “Happy Homes
New Viewer Celebration” game highlights
the promotion.

The ch. 27 station, which went on the
air this fall, is promoting viewership by
running film clips of homes in the Lexing-
ton area intermittently through the day. Cash
prizes go to viewers who identify the tele-
vised “Happy Home” by street and house
number. WKXPlan is designed to take ad-
vantage of expanding population and indus-

THE football flight sponsored by |
|  WBRZ (TV) Baton Rouge, La,, carries [
|  newsmen to cover out-of-town games
| of Louisiana State U. Regular riders
are (1 to r) Walter Hill, sportscaster for
WIBO Baton Rouge, which is affiliated |
with WBRZ; Jules Mayeux, WBRZ
operations manager; Kelly Maddox,
WIBO station manager; WBRZ cam-
eraman Hurley Campbell; John Fergu-
son, WBRZ sports director, and Bob
Durham, chief photographer of |
WBRZ. Games are filmed for telecast
four days later. Radio broadcasts feed

a network of 28 stations in the
Alabama-Louisiana-Mississippi area.
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your
specific needs

for television microwave are met

by the most complete and

most widely used portable

and rack-mounted equipment

in the industry

for color with audio
transmission—Raytheon KTR relays.*

¥

S SU S O SS A— C|

| — T

KTR-100—-0.1 watt for 6, 7, and 13 Kmc hands.
KTR-1000—standard 1.0 wait for 6 and 7 Kme bands.
KTR-1000G—deluxe 1.0 watt for 6 and 7 Kme bands.

Complete technical data on request.

Please write to Raytheon Manufacturing Co.,
Commercial Equipment Division,
Dept. 6120R, Waltham 54, Massachusetts

Excellence in Electronics

A-3020 #FNOW IN USE iN MORE THAN 350 INSTALLATIONS,
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“JAXIE”
GIVES THANKS

For His Many New Friends In

National and Local Agencies. |

Basic NBC Affiliation

Represented by
Peters, Griffin, Woodward, Inc.

WFGA-TV  Chammel 12

FLORIDA'S COLORFUL STATION

TWO VALUABLE RADIO STATIONS

OWNER’S INCREASING INTERESTS COMPEL SALE

1. Rich growth major Southwestern city.
1,000 Watts.

Down Payment $25,000.
* k kA X K K

2. Earning record to $200,000. Leading far
west metropolis. Vast profit potentials
substantially indicated.

Down payment $150,000
* *x *x * K *

3. Other Western radio and television
opportunities.

CALL
FRANK OXARART

THE ALBERT ZUGSMITH CORPORATION

1050 Montecito Drive Los Angeles 31, Calif.
CAPITOL 5-4116

PROGRAMS & PROMOTIONS conminuen

try in Lexington and central Kentucky,
according to the station’s promotion de-
partment,

Merchandising aids include window
streamers, bus cards, newspaper and viewer
magazine ads, air announcements, direct
mail and other supplements to the WKXPlan
GESO. It is copyrighted and created by
Community Broadcasting Co., which also
owns WLAP-AM-FM Lexington.

Standing Room Only at WKRS

WKRS Waukegan, Ill., took a full-page
ad in the Qct. 29 Waukegan News-Sun to
announce, “in the interests of good program-
ming, our facilities for advertising have been
sold out until Jan. 1, 1958.” WKRS reported
it is not accepting any new contracts except
those effective after that date, The ad was
captioned, “We've reached our limit . . .
at least for the present,” and added that
WKRS’ acceptance of more business would
mean interfering with listeners’ enjoyment
of musical programs and its refusal means
the station is “literally turning away thou-
sands of dollars in revenue.”

Parents Tuning In fo Teeners

Parent-listeners to KSFO San Francisco
who wonder what their teenage children
talk about when alone are interested in its
new ‘“eavesdropping” program, KSFO re-
ports. Each Friday and Saturday night disc
jockey Kay Winfield airs his Nightcap show
from the sponsor’s drive-in restaurant and
turns over the first hour to the teenagers
gathered there. Between selections of records
to be played, the young people chat about
whatever they choose, while the drive-in
sees they’re well supplied with hamburgers
and milkshakes.

WHK Gets ‘Party Line’ Answers

WHK Cleveland is airing a listener-
participation program, Party Line (Mon.-
Fri. 1:05-2 p.m.), with listeners phoning in
“I've got a problem” questions to m.c
Bruce Charles, who invites others in the ra-
dio audience to call in suggested solutions.

o s
LATEST entry in the mobile broad-
casting field is this Vespa scooter van
now used by KIMA Yakima, Wash.
Chief Engineer Dovel De Von looks
over the completely battery-powered
unit, which includes two-way short-
wave broadcast and tape machine
equipment. KIMA, a CBS affiliate, is
owned by Cascade Broadcasting Co.
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PERSON TO PERSON

i While aboard the sea-going S.S.
Catalina, Carl Bailey, KBIG Santa
Catalina, Calif., disc jockey, got in

| touch with the pilot of a plane circling

above. The aircraft, from the Los

Alamitos Naval Air Station, was

“tracking” the ship for radar spotting

| practice and the d.j. described it to
listeners of his regular sea-going pro-
gram. Coincidentally, the flyers were
using KBIG as a navigational fix and
when Mr. Bailey called to the plane to
dip a wing if it was tuned in, the pilot

l complied. When he returned to Los

| Alamitos, where he is stationed, the

| pilot wrote a letter thanking the disc

\ jockey for the Navy plug and invited
Mr. Bailey to visit the anti-submarine

| air station. KBIG listeners had a full
report of the conducted tour and are
awaiting a play-by-play account of a |

| sub-hunting mission in which the disc

‘ jockey also has been invited to partici-
pate.

KPBA Gets Stuck in the Groove

On its fourth day of commercial air
operation Oct. 25, KPBA Pine Bluff, Ark.,
was giving its record introductions normally,
except for onc thing—it played the same
record over and over for six hours. By that
time more than 100 carloads of curious
people had come by the studios and the
phone had rung 8,000 times, until the sta-
tion stopped answering it, pulled down the
blinds and locked the doors. Pine Bluff’s new
station got stuck in the groove to “test its
listenership,” and to “point out that KPBA
is a different type of radio, where there’s
very little talking and a lot of music. . . .”

Firms Give Own Plugs on KSIL

Personnel to operate KSIL Silver City,
N. M, on its Grant County Day celebra-
tions, was provided by 45 local firms. The
station got as many businessmen to par-
ticipate as possible and from sign-on to sign-
off they played the records, read all the
news, commercials and announcements
During his stint at the mike, each guest was
allowed to identify himself and give his
own business a plug. The visitors were taken
on a tour of the station. “lt helps them
understand our business and problems much
better,” said Jim Duncan, KSIL’s owner-
general manager.

Quaker Oats Signs for ‘Roses’

Quaker Qats will sponsor CBS-TV’s cov-
erage of the 69th annual Tournament of
Roses in Pasadena, Calif., on New Year's
Day in a two-hour broadcast beginning at
11:30 a.m. The parade, covering a five-mile
route, will be covered by tour CBS-TV
cameras.
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VAN DE VRIES AnNES

To: Marvin Fraum
SCREEN GEMS

VAN DE VRIES
Vice President

**SHOCK'Z 52 of the greatest spine-tingling features includ-

NEW YORK

ing the original “Frankenstein’’, “Dracula’, “Wolf
Man”, “The Mummy” and other famous shockers!

Your city is ready for the “SHOCK treatment”!

SCREENSGEMS

TELEVISION SUBSIDIARY OF COLUMBIA PICTURES
F11 FIFTH AVENUE * NEW YORK 22, N.Y.
DETROIT . CHICAGO . HOLLYV/OO0D . NEW ORLEANS

See your ALLIED
JMMEDIATE DELIVERY ON 8 0h onge 1958 Buy-

VRl ing Guide t;;:t z.t:(i
pca 5620 ——— Q' oo SRS
"

u
amn i thewords sy (W o van eIy
nd special-p
]tjhgé(,ffgg“t‘)erg:dcasi station use. ==l ‘""',"~ copies ﬂretavallable
Look to us for immediate, expert  [pe onjreques

d's largest
shipment from the world s larg ALLIED RADIO

of electronic suppies.
ok 100 N. Western Ave, Chicago 80, UL
Phone: HAymarket 1 -6800

November 18, 1957 e Page 115



|

L=T 0
oown

USED AS A RULE IN BOSTON

HEARD AS A RULE IN BOSTON
BOUGHT AS A RULE IN BOSTON

DOMINATES THE DIAL

because
BOSTON FAMILIES LOVE OUR

“950 CLUB” PROGRAMMING

MOM says:

| fove that great music of
the Past — the 30's & 40's
— Les Brown, Glen Gray &
his Casa Loma Orchesira,

Krupa — they ALL bring
back memories of my court-
ing doys!

DAD says:

It's qood to hear my oid
favorites on the "'950 Club"
too! Glenn Miller, Benny
Goodman, Artie Shaw, Harry
James — they remind me of
the wonderful days we used
to go dancing!

<

SIS says:

That Music of the Past puts
Mom & Dad in a good
mood, and | Iike $hat. But
| elso like to®swoon with
Pat Boone, and | get THAT
in the 950 Club's Music of
the Present and Future, too!

BRUD says:

Sis is so girlish — but she's
right about Music of the
Past, Present & Future. My _
favorites on the 950 Club ¢ )
shows are Perry Como, Frank
Sinatra, Tony Bennett. and
Patti Page. Lens Horne, too!

BOSTON

14 = INDEPEMDENT
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INTERNATIONAL
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STAMPS FEATURING RADIO AND TV: (I to r) top, France for tv, Luxembourg for
tv and radio, and, lower, by Italy for tv, Monaco for Radio Monte Carlo, by Turkey
and by West Germany for its radio, tv and shortwave broadcasting instailation at Berlin.

RADIO-TV'S PROGRESS CHRONICLED
IN STAMPS OF OTHER NATIONS

To the philatelist, no greater homage can
be rendered a person, place, event or industry
than the issuance of a commemorative
stamp. So it was natural that a stamp col-
lector, whose livelihood is from radio, recent-
ly pointed out that numerous foreign coun-
tries have accorded such recognition to the
olectronic media. However, he added, these
nations do not include the U. S, or Canada
where radio and tv have made its largest
contribution to national welfare.

“Many other industries have been featured
on stamps of these countries,” he said.
“Perhaps the NARTB and the Canadian
Assn. of Radio & Television Broadcasters
can persuade their respective governments
to publicize some future anniversary of
radio-tv on stamps, especially for mail to
other countries.”

A study of several foreign stamp issues
shows how radio and television is receiving
philatelic recognition abroad. When tele-
vision started in Italy in 1954 and in France
in 1955, the postal authorities in those coun-
tries issued special stamps, Italy’s stamps
are the only ones issued anywhere which
feature a television receiver screen, while

the French stamp shows the television trans-

mitter antenna on the Eiffel Tower and tv
antennas on rooftops.

Luxembourg, that small principality be-
tween France, Belgium and Germany, where
commercial hroadcasting has been in exist-
ence for many years, issued a postage stamp
in 1953 for Radio Luxembourg. The stamp
shows the antenna layout and transmitter
building of that well-known European
broadcasting station. On the occasion of
the opening of Television Luxembourg in
1955 a stamp was issued picturing the tele-
vision antenna at Dudelange.

One of the first countries to feature radio
on its stamps was the small repuhblic of

Guatemala which in 1919 issued a stamp -

showing two towers with a flat-top antenna
)

hanging between them, It commemorated
Guatemala’s start in radio.

Anniversaries often are used by countries
to issue special stamps. In 1955 Turkey
marked a centenary of its modern com-
munications, and one of the stamps printed
portrayed a modern radio and television
tower. Similarly, Western Germany last year
for an industrial fair at Berlin pictured the
antenna system of its radio and television
broadcasting establishment at Berlin.

The small coai and steel mining area of
the Saar, between France and Germany,
which recently. reverted to Western Ger-
many by popular vote, last year marked the
event of its first television station with a
view on a commemorative stamp of a tv
transmitter antenna and a number of micro-
wave antennas and microwave discs on a
tower at Saarbrucken.

Monaco, on a 1951 set, publicized Radio
Monte Carlo, one of Europe’s few com-
mercial broadcasting stations. The stamp
showed an air view of Monte Carlo with
the station’s antenna in the background.

Switzerland in 1952 marked a century
of its telecommunications systems with a
set of four stamps, the top two values of
which featured radio and television, while
the lower values were devoted to telegraphy
and the telephone.

Norway, on a postage set for the cen-
tenary of its telecommunications, showed

THE COMMITMITY.- MRS WwOILoGE

WSRS

GREATER CLEVELAND'S

NUMBER 1 STATION
SHES "Fadip-Aciire" MBS
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radio towers of the government broadcast-
ing system on certain stamps of the set,
These are but a few examples of what
some countries have done to honor radio
and television on postage stamps. In many
cases the postal authorities in these coun-
tries also operate the radio and tv stations.
While no commercial broadcasters have
been portrayed on stamps as yet, some per-
sonalities who played important parts in
the development of radio communication
have been portrayed. For example, Marconi
was featured on Italian stamps in 1938.
Nicholas Tesla has been on several issues
of Yugoslavia. Russia, which claims that
A. S. Popov invented radio, issued a stamp
to the inventor in 1945 on the occasion of
the 50th anniversary of his invention of
radio. Hungary in 1948 also had a stamp for
Popov. Others who have contributed to
various segments of tele-communications,
such as Thomas Edison, Samuel B. Morse,
and Alexander Graham Bell, have been
featured on stamps of a number of countries,
including the United States and Canada.

Boston Agency Strikes Back
At Reds With U. S. ‘Giveaway’

A Boston advertising agency, striking
back at Moscow Radio’s ideological quiz
contest, has promised a bigger and better
one from the U. 8. to Moscow. Chambers,
Wiswell, Shattuck, Clifford & McMillan
Inc., Boston, has announced the ‘American
Million Ruble Sweepsiakes.

Two shortwave operations, WRUL Scitu-
ate, Mass., and Radio Liberation, Munich,
Germany, have offered to carry the Million
Ruble Sweepstakes free, but no decision has
been made yet. According to Benjamin
Shattuck, president of the New England
agency, the promotion is intended to give
Communist-dominated peoples an idea of
the American standard of living.

Nathaniel H. Sperber, vice president in
charge of public relations and creator of the
shortwave giveaway, said the agency is
carrying it out on its own patriotic initi-
ative. Quiz prizes are being donated by
manufacturers of boats, freezers, phono-
graphs, cameras, shotguns and other com-
modities typifying the American standard.

Although the show won’t be heard for
some weeks, professors from Harvard U,
Massachusetts Institute of Technology and
Boston U. already have held their first meet-
ing on Sweepsrakes questions. They will be
phrased to show material and cultural stand-
ards of U. S. citizens.

Announcement of the American Million
Ruble Sweepstakes came on the heels of
Moscow Radio’s report that its shortwave
quiz for North Americans had come up
with more winners than prizes available.
Listeners answering seven questions on Rus-
sian communist history correctly totaled 39,
but only 10 prizes were available. The Reds
solved the problem by drawing 10 U. S.
names out of a hat to receive radio sets,
cameras and records. The two-week quiz
drew 1,270 entries from North America,
it was reported.
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LIVING
SOUND

captured at last in
[V spot news on

S.@NI@RAFT

16mm MAGNA-STRIPE RAW STOCK

You can now get Soundcraft Magna-Stripe (film with pre-applied magnetic
sound track) in raw stock form! The availability of Magna-Stripe Raw.
Stock, and equipment for its use — now enables you easily to convert

from optical to magnetic socund track—to achieve living sound for your
TV spot news films! Only Soundcraft's Magna-Stripe provides
*Qscar-winning oxide formulation!

Because optical developing processes cannot affect sound already
recorded on Magna-Stripe, you can develop your films for maximum optical
clarity. All the advantages of tape recording are yours with Magna-Stripe!
First adopted in CBS-TV Newscasts—Magna-Stripe has won viewer

and critic plaudits for “live” sound quality in spot news broadcasts.

To learn how easily you can convert to Magna-Stripe Raw Stock

...write Soundcraft today!

*1953 Academy of Motion Picture Arts & Sclences Award

REEVES SUUNDCRAFT CORPORATION

10 E. 52nd St, New York 22, N. Y. @ West Coast: 338 N. La Brea, L. A. 36, California
WORLD'S LEADING MANUFACTURER OF RECORDING FILMS
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For 27 years, Scranton’s top
salesman, Bill Pierce dom-
inates sthe audience in eight
Pennsylvanio counties served
by WEJL.
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an
apple for the
sponsor, too!

Miss Sally’s Romper Room,
* delight of the small fry set in
Washington, is the apple
of the advertiser's eye, t00 .. .
because it produces rich
fruits in the way of adult
response, by way of mOppet
dernand. Romper Room
(11 a.m. to noon weekdays)
has room for a few more
apple-seeking advertisers
who want results.

3 real lively daytime
Dprogramming

wmal-tv

channel 7 Washington, D. C.

AN EVENING STAR STATION

Represenied by H-R Television, Inc.
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INTERNATIONAL conminuep

Representatives of 14 nations attended
the First World Congress on Commercial
Television in London. Sparked by Gen.
Robert W. Johnson, chairman of the
board of Johnson & Johnson, the con-
gress was sponsored by the firm as a
public service to television. It was held in
September in conjunction with a junket
promoting Johnson & Johnson's Robin
Hood. Those attending, including 66
U. §. tv editors, viewed commercial
samplings from Luxembourg, France,
Great Britain, Monte Carlo, Iraq, the
U. S., Cuba, the Philippine Islands,
Puerto Rico, Canada, Japan, Mexico,
Brazil and Argentina. George N. Thomas,
KDKA-TV Pittsburgh news editor, re-
ported his impressions to BROADCASTING:

How does a Pakistani prefer his pitch?
" Serious, if the informal survey taken at

Television bears any weight.

Although commercial television is not
yet every country’s meat, the question of
what type of commercials the public
likes was a major topic at the congress.
Representatives chose a “typical” com-
mercial from a sampling session. Some
of the results: Mexicans take to a hu-
morous sell; British and Americans prefer
commercials brief and “sincere.” Japa-
nese audiences vote for a restrained and
indirect selling message; in Pakistan,
where tv is seen only in theatres, the
serious approach sells best. Although
France is blacked out to commercial tv,
French-made commercials tend to be
artistic and beautiful.

From all reports, the American sell
has had its impact on world tv, but an
American viewer would find some differ-
ences. In Monte Carlo, in Great Britain,
in Japan, there’s no such thirg as the
familiar “and now a word from our
sponsor . . .” The commercial is woven

TV: THE INTERNATIONAL PICTURE

the First World Congress on Commercial

into the program, perhaps by an actor
who holds the preduct in his hand as the
camera dollies in on the label. The actor
keeps right on going with his lines. In
Great Britain, sponsors’ products are
sold one after the other in “commercial
programs” from a minute to 15 minutes
long.

Wherever there's tv, the viewer wants
to be entertained. News shows with a
flexible “roving reporter” format are pop-
ular everywhere. In France, news shows
open and close the broadcasting day.
In Monte Carlo, Brazil and Luxem-
bourg, they are the most popular viewing
fare.

Children’s shows are programming fea-
tures in half the countries with tv, In
Irag, the children’s story-teller is so
popular he is on the air seven days a
week. Most of the popular children’s
shows are U. S. commercial products.

General consensus of opinion at the
congress was that in nations where both
government-owned and commercial sta-
tions compete, dials seem to turn more
often to commercial programming.

In other sessions of the meeting, del-
egates discussed the potential of tele-
vision as a medium of peaceful com-
munication between nations. Robert E.
Button, chief of the International Broad-
casting Service of the U. S. Information
Agency, reported on U. S. aid in devel-
oping tv in Iraq, Sumatra and Lebanon.
At a luncheon session, delegates heard
Charles E. Wilson, president of the
Peopie-to-People Foundation, urge tv
executives to use the medium to pro-
mote friendship and international under-
standing. Television, he said, “is truly
the window of the world,” and he asked
for television’s aid in ‘leaping govern-
ments,” if necessary, so that the people
of East and West can learn more about
one another.

Canadian Am Bid Planned

International Radic & Television Corp.
Ltd. plans to seek a license for a new radio
station on 1140 ke with 1 kw at Kitimat,
B. C., at the Dec. 6 meeting of the board of
governers of CBC at Ottawa. The station
will be located at a new aluminum smelting
town 400 miles north of Vancouver.

CKTR Three Rivers, Que,, will request
the CBC board of governors to allow a
change of ownership from CKTR Limitee
to Paul Aboud of Three Rivers, whe plans
to form a new company to buy out the pres-
ent owners.

Canada Radio Sales Up, Tv Down

Radio receiver sales continue upward
while those for television are still on the
downtrend in Canada, according to the
January-September figures of the Radio-
Electronics-Television Mfrs. Assn. of Can-
ada. In the first nine months of this year,
radio set sales totaled 389,509 units com-

pared with 370,370 for the similar 1956
period. Television set sales amounted to
295,338 sets compared with 411,562 in the
1956 period.

The province of Ontario accounted for the
largest number of radio sets, 179,420, and
tv sets, 111,206, in the January-September
period. Quebec province followed with
90,027 radio receivers and 84,289 tv sets.

.STARK
I‘IO\)&)’ARDNE%.‘l CONSULTANTS

GROKERS amd VAN STATIONS

rADIO and TELBVIS

-0405
50 EAST 58th STREET EL 5-0

NEW YORK 22, N. ¥
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INTERNATIONAL commnuEn

AT the excavation site of the new $150,-
000 plant KONA (TV) Honolulu is
building, executives stop to review plans.
They are (1 to r) Lorrin P. Thurston,
chairman of the board, and John D.
Keating, president-general manager of
the station. December is target date for
| KONA’s new facilities.

Canadians Pay 18 Cents Weekly
For CBC Services, Says Report

National broadcasting service costs the
average Canadian family 18 cents a week
in public funds, the CBC told Canadians
in a “report to 16,420,00¢ shareholders.”
The paper was a condensation of the CBC's
annual report.

The report points out that “the CBC, with
the assistance of privately-owned stations,
operated five national radio and television
networks, three in English and two in
French” last year at a combined cost in
public funds of about $40 million. Because
the CBC is a publicly-owned corporation
every Canadian is a shareholder, and this
is the reason the CBC has issued the minia-
ture report, General Manager Alphonse
Ouimet said. The report deals primarily with
CBC program activities.

INTERNATIONAL SHORTS

Ford Motor Co. of Canada Ltd., Toronto,
Ont. (Ford cars-trucks and British Ford
cars) appoints J. Walter Thompson & Co.
Ltd., Toronto, to handle its advertising
January 1. Cockfield, Brown & Co. Ltd,,
Toronto, which has handled it, will con-
tinue to handle Edsel account.

Flying Officer Hugh Anderson, RCAF, re-
ceived first prize in radio-tv section of
Canadian Aviation Writers’ Assn.'s *‘best
1957 script” awards. He received bronze
plaque and $100 for his documentary
“From Civvy Street to CF-100.”

CFTM-TV is call letter of new channel 13
station at Three Rivers, Que., which plans
to be on air by March 31, 1958.

Cousens Productions of Canada Ltd. has
been formed by Cousens Productions, Inc.,
N. Y., with offices at 38 King St. West,
Toronto, with Allan Cullimore manager-
president. Company will make tv commer-
cials.

CKVL Verdon, Quebec, celebrated its 11th
anniversary and announced it would soon
be 50,000 watts. Station is on air 24 hours
a day on 850 kc.

BROADCASTING

ALBUQUERQUE IS THE NATION’S 90TH MARKET!

" KQUE
IS ALBUQUERQUE’S
BEST RADIO BUY

(*See August 1957 PULSE)‘

ALBUQUERQUE'S ALL DAY, ALL NIGHT MUSIC STATION
MUSIC 920 kc NEWS

ALBUQUERQUE K Q U E NEW MEXICO

BOTH ARE REPRESENTED BY EVERETT-McKINNEY, Inc.

5,000 WATTS 920 ke
SIOUX CITY ALBUQUERQUE
IOWA NEW MEXICO

Reach Your Sales Goal
With the Two Best

The Onily "TwWIN FULL FD tﬂﬁ
9dio-Tv Combination i i

GUARDIAN BLDG.
Detroit 26, Michigon

J. E. Campeou, Pres.

ADAM
YOUNG, INC.

National Rep
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NOW'S the time

to SELLibrate the new
“point of sale” in the

GOLDEN VALLEY...

{Central Ohiol

WHIN-TV

HUNTINGTON * CHARLESTON

* NEW TOWER

1,000 feet sbove overoge terroin

FULL POWER

316,000 wotts

*
% GREATER COVERAGE
*

554,697 1Y homes

SALES POTENTIAL
$2,727.662,000 in all the maojor U.S.

Census soles cotegoaries

Get the
dollars and cents story
right now

| WHTN-TV

CHAMMEL 13
& COWLES STATION + ABC BASIC
Huntingtom:Chorlestan, W. Vo.

e

SAYS: _ /"/

i,

CONCENTRE

your message on an audience

capmiv8ep

by TOP CBS and local programs!

PENETRS

with 55,000 watts to

@ 103.1 percent satur8ed market
.

IN LAS VEGAS, NEV.
you'll appreci8 the value
once you've tried

KLAS-TV

LAS VEGAS NEVADA

Channel

CBS @ Television thwork

PEOPLE A WEEKLY REPORT OF FATES AND FORTUNES

e e e

ADVERTISERS & ABENCIES weimmemansnananss

William L. Ballard, media research director,
John W. Shaw Inc., Chicago, named vice
president-marketing director. Robert C. Mil-
ner, secretary-office manager and Ralph T.
Stewart, production manager, named vice
president-secretary and production-traffic
vice president, respectively.

- Scott Keck, assistant
radio-tv director, Need-
ham, Louis & Brorby Inc.,
Chicago, named vice presi-
dent. Mr. Keck joined
NL&B in 1954 f{rom
Henri, Hurst & McDonald
where he was vice presi-
dent and radio-tv director.

Arthur E. Wright Jr., president, Condor
Films Inc., St. Louis, resigns to join Frank
Block Assoc., there, as vice president in
charge of public relations.

W. N, Waterstreet, president and general
manager of Chicago milk division, Borden
Co., named procurement manager, Chicago-
central fluid milk and ice cream district.
Harold R. Fagerson, vice president of Chi-
cago-central district, succeeds him.

John A. Sargent, president, Diamond Alkali
Co., N. Y., elected vice president of finance,
General Foods Corp.

Sinclair Jacobs Jr. appointed assistant di-
rector of advertising and Frederic Apt
named media director, Pharmaceuticals Inc.

Ralph Murray, assistant advertising man-
ager of U. S. Industries, to copy staff of
Needham, Louis & Brorby Inc., Chicago.
Donald Dickens, formerly copy supervisor,
Foote, Cone & Belding, and Dyne Englen,
formerly with L. W. Ramsey Co., also to
NL&B copy staff.

Ken Downs, west coast public relations
manager, Pabst Brewing Co, to Strom-
berger, Lavene, McKenzie, L. A., public
relations department, succeeding Ray Con-
nors, now with N. W, Ayer & Son, L. A,
as west coast director of public relations.

Gene Schiess, supervisor, Philco Playhouse,
to Ogilvy, Benson & Mather, N. Y., a tv-
radio program manager.

Dotty Abbott, formerly general manager
of WHER Memphis, to Frances, Morris &
Evans Inc., N. Y., as head of radio-tv de-
partment.

William J. Cutter, merchandise manager,
Kroger Co. Chicago, appointed merchan-
dising manager of western operations,
Foote, Cone & Belding, headquartering in
S. F.

Barbara Thomas Woolley, formerly with
Ralf Shockey & Assoc.,, N. Y., has joined
creative department of Cole Fischer Rogow
Inc., Beverly Hills, Calif.

< Frank Young, formerly
publicity  director, Na-
tional Telefilm Assoc. Inc.,
to General Public Rela-
tions Inc. (subsidiary of
Benton & Bowles Incl),
N. Y., as manager of tv
show publicity.

Lawrence G. Stark, president-general man-
ager, IXL Food Co., San Leandro, Calif,,
to Honig-Cooper Co., S. F., as marketing
staff executive.

Charles Doughtie and William C. Kirschner,
copywriters, Kudner Adv.,, N. Y., named
account managers.

James Rayen, advertising manager, Minute
Maid Corp., to Ted Bates & Co,, N, Y, as
account executive,

James Richards, for four years vice presi-
dent and eastern sales manager of Don Lee
Broadcasting System, joins N. Y. office of
John Blair & Co., radio station representa-
tive, as account executive.

Richard H. Depew, associated with ABC
since 1947, has joined Cunningham &
Walsh as radio-tv account executive (han-
dling Andrew Jergens) and program coordi-
nator.

Louis G. Jacobs, account executive, Harris
& Whitebrook, Miami Fla.,, to Southern
Adv. Inc., same city, in similar capacity.

Cincinnati’s Most Powerful

Independent Radio Station
50,000 watts of SALES POWER

On the Air everywhere 24 hours a day—seven days a week

CINEINNA?I EIHH.'!

e ﬁ’ﬁz’ﬁwﬁ

STATION

|
‘ Represented by WEED TELEVISION
|
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PEOPLE conrnuep

GIFT HORSE

John G. Clark Jr., commercial man-
ager of WNCT (TV) Greenville, N. C.,
won $140,000 in the Irish Sweepstake
run on the Cambridgeshire Handicap
at Newmarket, England. The Clarks
plan to share it with Mrs. Clark’s
mother—who sent them the ticket as
a gift. Mr. Clark figures the U. S.
government will take $111,000, with
the state government getting about
$9,000.

Charles A. Bornstein, formerly assistant
news editor, NBC, to traffic staff of N, W.
Ayer & Son, N. Y., radio-tv department.

Lucille Widener, John E. Pearson Co. (sta-
tion representative), to Victor & Richards,
N. Y., as timebuyer succeeding Janet Mur-
phy, who joins Lawrence Gumbinner, same
city, in similar capacity.

FILM sessemsesmmnar sy

Donn B. Tatum, named vice president, tv
marketing, Walt Disney Productions, Bur-
bank, Calif. James A. Johnson, executive
vice president, Walt Disney Music Co., and
secretary of Walt Disney Productions, re-
signs his position with WD Productions to
devote full time to Music Co. Luther R.
Marr, legal staff, succeeds him as secretary.

Richard Sassenberg, traffic manager, RKO
Television, resigns to become president of
Piclear Inc., N, Y,

Sam W. Steele Jr., southern account exec-
utive of Official Films, promoted to manager
of southeast area, succeeding Jeff Davis,
who has resigned. T. C. Calender added to
sales staff.

R. W. (Pat) O’Brian, division manager,
Television Programs of America, Chicago,
to Cross-Country Network Inc. (rural affili-
ate of Fred A. Niles Productions Inc.} as
program coordinator. Patricia J. Trumbull,
assistant farm director, WGN Chicago,
joins Cross-Country as program coordi-
nator.

Alfred E. Stern, formerly publicity direc-
tor, RKQ Radio, appointed west coast
public relations director, National Telefilm
Assoc., N. Y.

John Cooper, named managing editor of
CBS Newsfilm.

Jay Piccinati, sales representative, Alex-
ander Film Co., Colorado Springs, named
marketing director. Other appointments in-
clude: Cliff Parker, general sales manager,
theatre screen advertising general manager;
Cy Martin, northern division sales manager,
home office sales manager; Frank Clinebell,
southern division sales manager, eastern
division sales manager, succeeded by Bert
Adcock, district sales manager. Don Bates,
sales representative, becomes head of west-
ern division. . -

BROADCASTING

AMPEX AUTOMATIC PROGRAMMING

Anyone for Automation?

Yesterday it was easy to say “No” or “Maybe” to the question
of automation. Tomorrow there will be few station operators who
can afford to say anything but “Yes.”

In fact, many are saying “Yes” today, and finding it both easy
and profitable to take the first step toward automation. Installing
an Ampex Model 355 Integrator, at a cost of well under $1000,
provides a variety of basic automatic functions adaptable to a
wide pattern of station operation methods.

Whether you’re interested for today or for the future, it will be
helpful to have the facts from Ampex. Call in the Ampex man,
or send for the new Ampex Automatic Programming Brochure.

AMPEX_

CORPORATION |

854 CHARTER STREET, REDWOOD CITY, CALIFORNIA

‘Wovember 18, 1957 « Page 121



MY
MOMMY
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More Sam Cutivwiar
Mommies and Papas Listen
Daily to KiTE Than To
Any Other Station

l chs #2

Call Avery-Knadel, Inc.

RADIO & TELEVISIO

COMING!

Greatly Expanded TV
Coverage from a New
1000 ft. Tower

s

REPRESENTED BY AVERY-KNODEL, INC.
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PEOPLE convinuen

Edward Lewis, producer-writer, Bryna Pro-
ductions, Hollywood, named tv program and
packaging department head.

Herman Rush, president, Flamingo Tele-
film Sales Inc., N. Y. and Lee Savim,
Hollywood sales representative, to Batjac
Corp. as sales representatives.

Robert Newgard, sales staff, Interstate Tele-
vision Corp. N. Y., appointed Chicago
sales staff, Screen Gems Inc.

Peter Packer and Jacques Surmagne, pro-
ducers assigned to work on development of
series for TCF-TV Productions.

NETWORKS mssmssssmrssms s

Charles Manne, associate staff director,
American Broadcasting Network, named
assistant national program director.

Charles Fagan, program services staff, CBS-
TV N. Y., appointed assistant to manager
of program services.

Mel Toling, Neil (Doc) Simon, Mike Stewart
and Danny Simen, appointed writers on
forthcoming Sid Caesar Show scheduled to
debut on ABC-TV Jan. 26 (Sunday 9-9:30
P.M.). Also appointed: Frank Bunetta, di-
rector, Bernie Green, musical director, and
Jim McNaughton, scenic designer.

Harold C. Lund, vice president, Westing-
house Broadcasting Co., in charge of
KDKA-AM-TV Pittsburgh, elected chief
barker, Variety Club Tent Number 1, same
city, for 1958.

Carroll Marts, resigned MBS executive and
new station property buyer, to ABC-TV
Central Div. sales department as account
executive.

Gay Pauley, women’s news editor, United
Press, joins MBS today (Monday) as radio
broadcaster. MBS London correspondent
Richard Kaplan has been transferred to
Oslo, Norway, and will be replaced in Lon-
don by Larry Solon, formerly with BBC,

Bernard (Whitey) Berquist, music conductor,
NBC’s National Farm and Home Hour, re-
signs after 19 years with network in Chi-
cago.

STATIONS smssaimisi e

<4 Robert R. Meskill, vice
president and partner,
WKID Broadcasting Co.,
assumes additional duties
as general manager of
4 WKID Urbana, Ill. Mr.

Meskill formerly was ac-

ﬂ'h count executive at CBS

Radio Spot Sales, Chicago.

Sterllng Zimmerman, regional sales man-
ager, KGBT-AM-TV Harlingen, Tex., to
KLFY-TV Lafayette, La., as general sales
manager.

Richard D. Cross, president, Vision Films
Inc. New Orleans, to WDSU-TV, same
city, as programming manager. He succeeds
Tom Hicks who has resigned.

< Robert J. Kent, former-
ly director, WITG (TV)
Washington, to WIPA
Annapolis, Md. as owner-
general manager.

Nicholas A. Bell, commercial manager,
WGUY Bangor, Me., promoted to general
manager. David J. Hart joins station as pro-
gram director.

Verne Paule, news-special events director,
WIPS Evansville, Ind., named general man-
ager, succeeding Jack McLean who remains
‘with station as advisor-sportscaster and
Fred Rollison, formerly with WFIE-TV,
same city, succeeds Mr. Paule. Betty Stacer,
formerly editor, Evansville College’s Cres-
cent, to WIPS as continuity director, suc-
ceeding Marilou Berry, resigned. John
George joins as announcer.

Jack Wallace, sales P
manager, KWBY Colo-
rado Springs, promoted to
assistant station manager.
Mr. Wallace will handle
regional and national ac-
counts,

Bill Mims, account ex- b
ecutive, KOAT-TV Al
buquerque, to KWBY as
sales manager, succeeding
Mr. Wallace (see above).
Before joining KWBY,
Mr. Mims was sales man-
ager, KQUE Albuquerque.

H. Ted Roney, formerly with WMPS Mem-
phis to KOME Tulsa, Okla., as general
manager. Stan Hagan and J. Howard Engle,
formerly with KTUL Tulsa, and Bob Latting
production manager, and account execu-
tive, respectively. Carel Nan McDonald,
formerly with KTUL Tulsa, and Bob Latting
to KOME as director of continuity and
chief announcer, respectively.

< Al Evans, account ex-
ecutive, WOKIJ Jackson,
Miss., promoted to sta-
tion manager.

=y b

Shaun Murphy, sales service director, KTVI
{TV) St. Louis, named national sales man-
ager, succeeded by James W. Svehla Jr. Mr.
Murphy formerly was manager of WATS
Sayre, Pa., and sales manager of WIVE
{TV) Elmira, N. Y. He will coordinate na-
tional sales activities with KTVI’s national
representative, Blair Tv Assoc. Inc.

GREATER CLEVELAND'S

NUMBER 1 STATION
SRS ‘fadio-detive" MBS

BROADCASTING




PEOPLE convinven

<% John C. Lee, sales man-
ager, KBNZ La Junta, to
KGHF Pueblo, both Colo-
rado, as commercial man-
ager, succeeding Ray J.
Williams, resigned.

George E. McGary, formerly sales man-
ager, WANT Richmond, Va., to WANB
Waynesburg, Pa., as station manager. He
succeeds Edward J. Kroen who becomes
program director.

Gordon F. Max, pro- b
duction manager, WREC-
TV Memphis, to WMBD-
TV Peocria, Ill., in simi-
lar capacity. WMBD-TV’s
target-date is January
1958.

J. Arthur Stober, formerly co-owner of

Singer-Stober Assoc., (tv film producers)

Miami Beach, Fla., to WNHC-TV New
Haven, Conn., as production manager.

< L. Walton Smith, ad-
vertising and promotion
director, WROC-TV Ro-
chester, N. Y., to Trans-
continent Television Corp.,
(WGR-AM-TV  Buffalo,
WROC-TV, and 350%
WSVA-AM-TV Harrison-
burg, Va.) N. Y., as promotion manager,
headquartering in Rochester.

Louise Jorjorian, promotion assistant, KPI1X
(TV) San Francisco, to KSFO, same city,
as promotion manager. Clare Van Sickle,
editor of Imprint, Foster & Kleiser
Co. House organ, succeeds her.

Bernard F. Corson Jr., b
advertising and sales pro-
motion director, Tidy
House Products Co., for
the past five years, has
been appointed assistant
manager of WLS Chicago.

William Crowdus, announcer, WFAA Dal-
las, named program director.

Leon Drew, program director, WXIX (TV)
Milwaukee, to KMOX-TV St. Louis in
similar capacity. Prior to WXIX, Mr. Drew
was production manager of KNXT (TV)
Los Angeles (see cut).

Jonathan Karas, professor of physics, U, of
New Hampshire, to WBZ-TV Boston, as
science director.

Peter Anthony McMahon, agency sales
supervisor, KSDO San Diego, named sales
director.

Sydney Smith, producer-director, KPTV
(TV) Portland, Ore., named account execu-
tive.

Frank Swan, formerly with KOBY San -

Francisce, G. M. (Jerry) Hauser, formerly
part-owner, KAFP Petaluma, and Ray
Bohannan, formerly with Bohannan Adv.,

BROADCASTING

* 13 sparkling Christmas Scripts. ® 15 discs all featuring the world’s

7—half hour shows
é6—quarter- hour shows

This series of original, distinctively fessional 16” transcriptions. Discs
different holiday shows may be must be returned by January 30,
used on a spot basis or as regularly 1958, thus giving you ample time to
spensored fifteen or thirty minute get by the holiday rush. You keep
shows. the scripts. A fabulous value .

all for only

ORDER AT ONCE

sesac inc.

There’s still time
to cash in on the

fabulous

CHRISTMAS
PACKAGE. ..

containing:

finest secular and religious musie ex-
clusively performed for the SESAC
Transcribed Library. Recorded on pro-

$49.50 complete!

The Coliseum Tower—10 Columbus Circle
New York 19, New York

== itS words

to the wise
are sufficient

“TelePrompTer per-
mits the local announ-
cer to make a great
many appearances with
authorityand intimacy.
TelePrompTer was in-
cluded as part of our
basic equipment at
WCKT from the first
day of our operation.”

Mr. Charles Kelly
Operations Manager

WCKT

Miami, Florida

TELEFRAAF TR
CARPANAT G S
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TelePrompTer cueing apparatus is
rapidly becoming the greatest time-
saver in the television industry.

LT 1 i S

JEEE‘,_'{Q/}E@MZPWER

~—— —Jl CORPORATION ——-
Jim Blair, Equip. Sales Mgr.

311 West 43rd Street, New York 36, N. Y., JUdsen 2-3800

The ona rear scresn prajector that permits color slidas to
be picked up by colar cameras is the new TelaPro 6000
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HAIL AND FAREWELL party at the local University Club signified the “changing order”
of executives at WXIX (TV) Milwaukee, Wis. L. to r: Charles E. Hinds Jr., program
director; Frank J. Shakespeare Jr., new WXIX general manager; Robert Uehlein Jr.,

formerly WXIX general manager now vice president and station relations director

| vice president and general sales manager, Jos. Schlitz Brewing Co., Edmund Bunker,

of CBS-TV, N, Y, and Leon Drew, WXIX program director, who leaves to join
KMOX St. Louis, Mo., in similar capacity.

Qakland, to KGMS Sacramento, all Cali-
fornia, as account executives.

Steve Schaffer, formerly sales manager,
Guardian Development Co. (product promo-
tion) N. Y., to KRHM (FM) Hollywood,
as account executive,

James A. Yergin, formerly manager of
presentations, promoted to advertising man-
ager of WOR-AM-TV New York, replacing
Robert J. Sullivan, resigned.

<4 David L. Smith, mem-
ber of program-production
department at WISH-TV
Indianapolis, appointed
production manager.

Clovis Goraum, advertising-merchandising
head, E. E. Saunders Co. (food specialists),
to WKAB Mobile, Ala. sales staff.

Charles L. Murn, formerly with Ted Bates
& Co., N. Y., and Ray Downing to WOKQO
Albany as account executives, Frank Mec-
Evoy to station sales staff,

Monroe Falitz, formerly salesman, WLIB
New York, to WRCA there, in similar
capacity.

Robert J. Knodell to KTZ0O Ottumwa, lowa;
Wayne Nelson to WBBM Chicago; Kenneth
N. Bunch, WYSR Franklin, Va.; Lee Tabor,
KRMW The Dalles, John Kline KOHU
Hermiston, both Cregon; Gordon R, Travis,
KORN Mitchell, S. D.; Quintilio Cera,
KOMU-TV Columbia, Mo.; Jacklyn Cum-
ber, WGEM-TV Quincy, Ill., and Rudolf
Herrig to KSL-TV Salt Lake City. All are
Northwest Schools graduates.

' Doc Lemon, formerly with KSO Des
Moines, Iowa, to WCUE Akron, Ohio as air

| personality and programming consultant.
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Bernie Bouma, account executive, KTBS-
TV Shreveport, La., resigns to form own
agency. Red Whittington joins station as
cameraman.

Bill Clark, formerly with WERI Westerly,
R. I, to WKMF Flint, Mich., as sports di-
rector.

Charles K. Chrismon, chief engineer, WFLO
Farmville, to WHBG Harrisonburg, both
Virginia, as chief engineer and salesman.
0. C. Covingfon succeeds him.

Bill Pierson, news reporter, and John
Rickwa, newscaster, to KTLN Denver, as
head of remote broadcast section and news-
caster respectively. Bob Badger joins station
as announcer.

Gary S. Franklin, news-public service direc-
tor, WAVY-TV Portsmouth, Va.; to WJZ-
TV Baltimore news staff,

Jim Williams, announcer, WWSW Pitts-
burgh, to KDKA, same city, as announcer
and host of Parade of Hits.

Robb Busse, assistant producer, WXYZ-TV
Detroit, to WSNY Schenectady, N, Y., as
announcer.

Verne: Freeman,. formerly announcer,
WLBT (TV) Jackson, Miss., to WJQS, same
city, in similar capacity.

Robert J. Lurtsema, formerly network co-
ordinator, WNAC-TV Boston, to WXCN-
FM Providence, as announcer,

Johnny Goodfellow, formerly orchestra
singer-arranger, to WIRE Indianapolis as
announcer,

J. B. Fuqua, owner-president, WIBF (TV)
Augusta, Ga., elected to Georgia House of
Representatives Nov. 35,

Burritt Wheeler, 73, whose Monday-Friday,

4:15-5 p.m., program of homespun philos-
ophy had been broadecast on KFI Los An-
geles since 1948, died Nov, 11, after long
illness,

PROGRAM SERVICES s

John Madigan, radio news manager, United
Press, N. Y., named 8. F. manager, suc-
ceeding Henry Rieger, who becomes L., A,
manager, Mr. Rieger replaces William E.
Best, resigned to enter public relations.
George McClelland Sebree III, manager, UP
bureau, Jefferson City, Mo., transfers to
Tulsa, Okla., in similar capacity, Robert L.
Debao, city editor, Cincinnati Post, succeeds
him,

John E. Phillips, formerly in sales-promo-
tion, and Carlin J. Heiman, formerly with
MBS, to A. C. Nielsen Co. (station index),
client service staff in Chicago and N. Y.,
respectively. Erwin H. Ephron, formerly
with ABC, to Nielsen’s broadcast division in
N. Y., as assistant public relations-publicity
director.

MANUFACTURING =

Russell M. Alston plant manager, Conrac
Inc. (tv receivers-industrial monitors) Glen-
dora, Calif., elected vice president in charge
of manufacturing,

Crump Smith, formerly manager of adver-
tising and sales promotion, International
Telephone & Telegraph Corp.’s Federal
Telephone & Radio Co., Clifton, N. J, to
manager of institutional-export advertising,
coordinator of trade shows-exhibits by com-
pany’s U. S. divisions and subsidiaries.

David A. Thomas, formerly chairman of
board and president, Babb Co., appointed
industrial business development manager,
RCA Industrial Electronic Products, Cam-
den, N. J.

Fred J. Vogt, chassis and sub-assembly fore-
man, Hoffman Electronics Corp., radio-tv
division, L. A., named division production
manager.

S, Krinsky, chief engineer, Chromatic Tv
Labs. (electronic division, Paramount Pic-
tures), to Western Engineering, Van Nuys,
Calif. (division of Telechrome Manufactur-
ing Corp., Long Island, N. Y.), as director,

Clarence D. Tuska, patent operations direc-
tor, RCA Labs., David Sarnoff Research
Center, Princeton, N. J., named patent staff
consultant. Olin V. Mitchell, manager, home
instruments, patent operations, succeeds him.

Westinghouse Electric Corp. announces ap-
pointments of marketing directors for three
of company’s major product divisions. Ap-
pointed were: S. F. Davies, with WEC since
1939 and most recently sales manager of
Micarta division, Hampton, S, C., to mar-
keting director, General Products division;
L. H. Loufek, to continue as manager of
customer relations and retail syndicate op-
eration, also will serve as marketing director,
apparatus products; and .R. M. Wilson,
since 1954 sales manager of Defense Prod-

BROADCASTING



—says Russell Z. Eller
Advertising Manager,
Sunkist Growers

“I lake the new PrINTERS INK
with its treatment of news
and the obvious integration
of advertising with basic
business objectives. This
places advertising

n its true light as
a force to perpetuate
the business cycle.”

Markets are changing. Pressures are increasing
to create more demand for goods and services.
Advertising and marketing men are more than ever
enthusiastic about PRINTERS' INK. Because more
than ever it puts the focus on the integration of adver-
tising, selling and marketing with the fast-moving
events which influence the currents of business.

The editorial program of the new PRINTERS' INK
is unique in covering the broad scope of the activi-
ties in teday's concept of marketing. It pin points
the subjects and covers them in depth; in authori-
tative, exciting news magazine style that has won the
acclaim of top executives across the land.

Nc other publication is doing this kind of a job

for the all important distribution half of American
business. Only PRINTERS' INK attempts to so inte-
grate the advertising, selling and marketing functions
and techniques with the whole of business manage-
ment. With its rich background of reporting the
best thinking in the field, enhanced by recently
expanded facilities, PRINTERS' INK is admirably
equipped to do this competently.

The key men in the marketing process who influ-
ence and make the decisions on advertising for their

companies are readers of the new PRINTERS' INK.

You can reach more of them with your sales message
in PRINTERS’ INK than in any other advertising
publication.




FOR A HAPPY PRESENTATION

The joy of accomplishment is a universal happiness,
Especially in the case of a film which is your ereation, born
out of hard work and eareful planning.

Because Precision's staff of specialists adds its own
creative efforts to yours by the use of specially designed
equipment, and by careful handling and intelligent timing—
you might say we are fellow creators, working with you

to bring out all you've put into the original...Yes,

and maybe more!

So, when you turn those 16mm dreams into

realities, be sure to call upon Precision for the accurate, sound
and exact processing your films deserve.

R ber: Precision is the p: tter in pr

of all film. No notching of originala—acene to scene
color correction, optical track printing, !j,_ =

all are the very best...36mm service, tool

you'll see ESI and hear I',__ s
. l

I LM LABORATORIES ., INC.
21 Waest 46th Street. New York 368, New Yorh

A DIVISION OF 3. A MAURER INC.

in everything. there Is one best . . . In film processing, I1's Precision

United Press Faﬁéﬁile Newspictures
and

United Press Movietone Newsfilm
Y Build Ratings
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IVONE THE TESTY

Sir Ivone Kirkpatrick, appointed to
head Great Britain’s commercial tele-
vision service, Independent Television
Authority, either enjoys a challenge
or possibly neglected to consult a vo-
cational counselor before he took the
job. At a London news conference
after his appointment, Sir Ivone said
he doesn't like commercials very much
and added quiz programs and croon-
ing to the peeve list. The new com-
mercial tv chief succeeds Sir Kenneth
Clark, who resigned the $8,500-a-
year post last August. Sir Ivone is re-
tired from the British Foreign Office.

ucts division, Pittsburgh, to marketing di-
rector, Defense Products.

Fred Hertz, formerly with radio-tv depart-
ment of Willard Alexander Inc., appointed
director of programming and production,
Gotham Recording Corp., New York.

INTERNANUNAL LU SR R S L S

Johnny Nadon, sales staff, Canadian Marconi
radio-tv sales division, to CIMS Montreal,

| as manager.

Peter Stursberg, formerly United Nations
commentator, Canadian Broadcasting Corp.,
to research officer in office of Canadian
Prime Minister John Diefenbaker, at Ottawa.

H. M, Smith, regional engineer, Canadian
Broadcasting Corp., Halifax, N. §., has been
loaned to Jamaican government to advise on
broadcast engineering problems.

TRADE ASSNS . messararsnsissomss e ma e samest

John P. Cunningham, president of Cunning-
ham & Walsh, N. Y., named to board of
directors and executive committee of Ad-
vertising Federation of America.

Harold V. Phillips, general manager, WTVH
(TV) Peoria, Ill., named midwest vice pres-
ident of Committee for Competitive Tv.

Julius Haber, Radio Corp. of America, re-
named 1957-58 public relations-advertising
chairman of Electronics Industries Assn.,
Washington.

Dr. Burton Paulu, radio-tv director, U. of
Minnesota, re-elected president of National
Assn. of Educational Broadcasters, St.
Louis.

Lafe Williams, KFEQ-AM-TV St. Joseph,
Mo., elected chairman of Missouri AP
Radio-Tv Assn., succeeding Bill Bowers,
KTTS-AM-TV Springfield. Dale Low of
KNCM Moberly named vice chairman.

Norman E. Watts, managing director, Adver-
tising Club of L. A., resigns Dec, 31,

EDUCATION oo ammingeans
Don Quayle, news supervisor, WOSU
Columbus (Ohio State U.), named acting

program director, succeeding Les Spencer
who joins WBNS, same city.

BROADCASTING



FOR THE RECORD

Station Authorizations, Applications

(As Compiled by Broadcasting)
November 7 rhrough November 13

b

Y prewy)

Includes data on new stations,

, ownership changes, hearing

cases, rules & standords chonges and rouimc mndup.

Abbreviations:

DA—directional antenna. ¢ éb—construcﬂon per=
mit. ERP—effective radiated power. vhf—very
high frequency. ubhf—ultra high fregquency. ant.
=antenna. aur.—aural. vis.—visual. kw—kilo-
watts. w—watt. mc—megacycles. D—day. N—

night. L8 — local sunset. mod, — modification
trans.—transmitter. unl.—unlimited hours. ko—
kilocycles. BCA—mbﬂdlary communications au-
thorization. SSA~-special service authorization
8TA—special temporary authorization, *—educ.

Am-Fm Summary through Nov. 13

Appls. In
On Pend- Hear-
Alr Licensed Cps ing ing
Am 3,092 3,279 306 488 158
Fm 522 580 19 90 1%

FCC Commercial Station Authorizotions
As of Oct. 31, 1957 *
Am Fm Ty

Licensed (all on air) 3,092 522 379

Cps on air 3,157 533 536
Cps not on air 122 47 119
Total authorized 3,279 580 655
Applications in hearing 158 17 84
New stations request 368 29 75
New station bids in hearing 116 9 30
Facilities change requests 217 17 2

Total applications pending 1,171 138 356
Licenses deleted in Aug. [I] 1 ¢
Cps deleted in Aug. 4 [} 2

* Based on official FCC monthly reports. These
are not always exactly current since the FCC
must awalt forinal notifications of stations golng
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 Nov, 13
Total Operating Stations in U. S.:

Vht Uht Total

Commercial 407 84 49

Noncomm. Educational 21 5 26
Grants since July 11, 1952:

(When FCC began processing applications
after tv freeze)

Vht Uht Total
Commercial 364 328 6921
Noncomm. Educational . 29 21 50¢

Applications filed since April 14, 1952:

{When FCC began processing applications
after tv freeze)

New Amend. Vhf Uht Total
Commercial 1,127 337 881 591 1,4123
Noncomm. Educ. 63 38 A 24
Total 1,195 337 219 623 1,538

1177 eps (33 vhf, 144 uhf) have been deleted.
1 0ne educational uhf has been deleted.

* One applicant did not specll‘y channel.

¢ Includes 48 alread I grante

¢ Includes 25 already gra.nted.

New Tv Stations

ACTIONS BY FCC

Mitchell, 8, Dak., Mitche!l Bcstg. Ass’n,, Ime.
(P. 0. Box 736)—Granted cp for new tv s{atlon
to operate on ch. 5; ERP 13.7 dbk (234 kw) vis
and 10.7 dbk (11 7 kw) aur.; ant. 570 ft.; waived
Sect. 3.813(b) to permit main studio to be located
at trans. site about half mile from city limits.
Announced Nov. 13.

Houma, La.,, St. Anthony Tele. Corp,—Desig~
nated for consolidated hearing applications for
new tv stations to operate on c¢h. I1.

New Orleans, La., Oklahoma Television Col
Designated for consolidated hearing applications
of Okiahoma for new tv station operate on
ch. 12 and Supreme for mod. of cp to operate on
ch, 12 in lieu of ch. 20. Announced Nov. 7,

St s, Mo., Lo Purchase Co.—Desig-
nated for consolidated hearing applications of
Louls! for cp for new tv station to operate on
ch. 2, and Signal for modification of c%to operate
on ch. 2 in lieu of ch. 36. Comr. Mack abstained
from voting. Announced Nov. 7.

Fargo, N. Dak., North Dakota Bestg. Co., Inc.—
Designated “for consolidated hearing a{)]i)!l‘lcaﬁons
for new tv stations to operate on ch. 1 Fargo.
Announced Nov. 1.

APPLICATIONS .

Waycross, Ga.-~John H. Phipps, vhf ch. 8 (180«
186 me); ERP 5.244 kw vis., 2.8 kw aur.; ant.
helght above average terrain 462 ft., above und
500 ft. Estima d construction cost $122,

;eal‘ operatin 00. revenue 5125000

. 0. address ox 3166, T assee, Fla. Studic
and trans. location Wnycmss Ga. Geo;raphlc co-
ordinates 31° 11’ 50 N. Lat., 82° 21’ 18"

Trans. RCA, ant. GE. Le al counsel McKenn

Wilkinson, Was n, D. C. Consulting en,

neer W. A. Snowden Jr., Tallahassee, Fla. r.
Phipps, sole owner, is owner of w TAL Tallahas-
see, Fla., WTYS P«'I.-trl1.l1=a. Fla., WKTG Thomas-
ville, Gh, WCTV (TV) Thanizcville, Ga., and
WPTV (TV) West Palm Beach, Fla. Announced

Nov. 7.

Moline, Il.—Illiway Television Ine. vhi ch.
(180-186 mc) ERP .316 kw vis., 158.5 kw aur.. ant,
height above averafe terraln 528 ft, above uund
906 ft. Estimated construction cost $670,000,

ear operating cost $675,000, revenue 3‘125.000.

. O. address 403 Safety Bldg. Rock Island, Ill.
Studio location. Moline, Ill. Trans. location, Lynn
Center, Ill. Geographic coordinates 41° 17° 31"

NATION-WIDE NEGOTIATIONS e FINANCING o APPRAISALS

RADIO = TELEVISION = NEWSPAPER

The First and

1. FIRST IN PROPERTIES SOLD
EMALL. LARGE AND VOLUME

WASHINGTON, D. C.
Wm. T. Stubblefield

CHICAGO, IlL. |
Ray Y. Hamilton

National

Media Brokerage Firm

ATLANTA, GA.
Jack L. Barton

B i
1737 DeSales St., N. W. e 1515 Healsy Bldg. Fidelity Union Lifs Bldg. 111 Suter St.
EX 3-3456 , DE 72754 JA 33431 RI 8-1175 EX 25671

Call your nearest office of

DALLAS, TEX.
Dewitt {Judge) Landis

Only

2. COABT-TO-CCAST & FPIVE OPPICES
STRATEGICALLY LOCATED

SAN FRANCISCO
W. R. [lke} Twining

HAMILTON, STUBBLEFIELD, TWINING & ASSOCIATES
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Plann'n
a Radio
tation?

'RCA can help you...

_‘L

L mbratiie am amtEiss aemre l]
’

=

informative
printed materials

prepared by experts
and available
free of charge.

For literature on equipment of
special interest or other infor-
mation,writeto RCA, Dept. -2
Building 15-1, Comden, N. l.

RADIO CORPORATION
of AMERICA

Page 128 e November 18, 1957

FOR THE RECORD conrinuen

. Lat., 90° 20 32* W. Long. Trans., ant. RCA. ber of Commerce.

al counsel Cohn and Marks, Wash., D. C. Con-
sul F engineer Lohnes and Culver, Wash.,
Principals include Stanley H. Guyer (20%), L F
('ir.xm.{J ,ﬁ%) Rruce R. Gran (1115%), Osear W.
m. E. Bettendorf, Lambert T Engdahl,
Kenneth G. Sturtevant, Joseph M. Baisch, 8. P,
Durr, Ruth Davis (each 5%) and others. Mr.
Guyer was 6% stockholder, WREX-TV Rock-
ford, IIl. L. F. Gran has theatre interests. Bruce
Gran was 32.5% stockholder, WREX-TV.
Baisch was 14% stockholder, WREX-TV. Euth
Davis I8 housewife. Dr. Durr is physician. The
others have various business interests. An-
nounced Nov.

Existing Tv Stations

ACTIONS BY FCC

KXLF-TV ch. 4, Butte, Mont.—Granted applica-
tion for private tv intercity relay tem for off-
the-air_picku grogtams of KID-TV (ch. 3)
Idaho Falls, I aho or rebroadcast by KXLF-TV.
Announced Nov.

WSPD-TV ch. 13 Toledo, Ohio—Is being ad-
vised that apphcatiun for mod. of cp to move
trans. to about 612 miles northeast of city, in=-
crease ant. from 510 ft. to 1,000 ft., with ERP
316 kw vis., and make other equipment changes,
indicates the necessity of a hearing.

CALL LETTERS ASSIGNED

KNME-TV Albuquerque, N, M.—Regents of the
U. of N. M. and Bd. of Education of City of
Alhuquerque, non-commercial ETV.

Allocations
TV CHANNEL CHANGES

By report and order, Commission finalized rule
making in Docket 12173 and amended its tv table
of assignments by deleting ch. 3 irom Cheyenne,
Wyo., and adding it to Sterling, Colo., deleting
ch. 8 from Ainsworth, Nebr., and substituting
ch. 8 for ch. 3 in McCook Nebr effective Dec. 11.

PROPOSED TV CHANNEL CHANGE

Commission invites comments by Nov. 25 to
notice of pro;osed rule making looking toward
substituting 75 for ch. 74 in Lewistown, Pa.,
so that latter channel may be available for tv
translator service in North Warren, Pa.. area.
Conewango Valley Television, Inc., filled applica-
cation for tv translator station on ch. 75 in North
Warren, but this assignment conflicts with pro-
posal in Docket 12076 to assign ch. 75 to Erle, Pa.

Translators
ACTIONS BY FCC

Pershing County Chamber of Commerce, Love-
lock, Nev.-Granted cp for new tv translator sta-
tion on ch. 70 to translate rograms of KOLO-TV
(ch. 8) Reno. Announced LT,

Charles A. Nelson, Paradise Valley and Gol-
conda, Nev.—Granted ¢p for new tv translator
station on ch. 74 tu translate programs of KBOI-

TV (ch. 2) Boise, 1
UHF—Television For Gallup Ass'n., Gallup,

N. Mex.-~Granted cp for new tv translator station
on ch. 70 to translate programs of KOB-TV (ch.
4) Albuquerque.

CALL LETTERS ASSIGNED*

K74AL Gold Beach, Ore.—~Community Tele~
vision Assn.
K70AY Lovelock, Nev.—Pershing County Cham-

Florida
$200,000.00

This regional facility delivers a
major segment of the rich Florida mar-
ket and has possibilities for increased
power and coverage. Located in an area
unsurpassed for living conditions. ARl
cash required.

WB81AA Lebanon & Hanover, N. H.—Springfield
Television Bestg. Cor

K80AJ San Saba, ex.—Norman R. Phillips.

*Translator channels are designated by the
numbers in their call letters.

New Am Stations

ACTIONS BY FCC

Fordyce, Ark.—Albert Mack Smith, Phillip D,
Brady and Louis AlIord, partnership d/b as Dal- ’
las Ounty Bestg. granted 1570 ke, 250 w D,
remote control trans i" . address ¢, Mr. Brady,
Box 604, McComb, Mlss Estimated construction
cost $8 245 first year oﬁeraung cost $18,000, rev-
enue Principals own WAPF McComb,
WMDC Hazlehurst Miss., and WABL Amite, La.
Announced Nov. 7.

Santa Rosa Bcestg. Co., Santa Rosa, Calif.;
EKRAK, Golden Valley Bestg. Co., Stockton,
Calif.; Radio Santa Rosa, Santa Rosa, Calif.—
Designated for consolidated hearin% applicatwns
of Santa Rosa for new am 0 operate on
1150 ke, 1 DA-D; Golden Valley to increase

ower of KRAK from 5 to 50 kw, and change
rom DA-N to DA-1, continuing operation on
1140 ke unl, and Radio Santa Rosa for new am
station to operate on 1150 ke, 500 w, 5 kw LS
DA-2, unl. Announced Nov. 7.

Bassett, Va.,, Radio Franklin Inc.—Designated
for consolidated hearing aPpllcations for new am
stations. Radio Franklin to operate on 1290 ke,
1 kw D, and Goodman to operate on 1270 ke,
500 w D. Announced Nov. 7

APPLICATIONS

Pomona-Claremont, Calif.—Intrastate Bcstra..
1220 ke, 250 w_D. P. O. address Saul R. Levin
6398 Wilshire Blvd., Los Angeles 48, Calif. Estl-
mated construction cost $24,445, first year operat-
ing cost $48,000, revenue $50,000, Owners are
Harriscope Inc. (Calif. corp.), Abbott London
and Saul Rohert Levine (each 14). Harriscope
Inc. has owned KTWO-TV Casper and KTWX-
TV Sheridan, both WYo, Mr. Abbott has real
estate and construction Interests. Mr. Levine is
%15% ti%vner KCAL Redlands, Calif. Announced

ov. 13,

Granite City, Il.—Madison County Bestrs., 920
ke, 500 w D. 0. address James B. Tharpe, 342
West 40th St., New York. Estimated construction
cost $60,829, first year operating cost $120,000,
revenue $120,000. Owners are Joseph L. Rosen-
miller Jr. (50%) and James B. Tharpe (50%). Mr.
Rosenmiller is vice pres.-58% stockholder of
WESO Southbridge, Mass., pres.=52% stockholder
of WCTC-AM-FM New Brunswick, N. J. Mr.
Tharpe is 5% stockholder of preferred stock and
2.59% stockholder of common stock of Texas Tele-
casting Inc., licensee of KDUB-AM-TV Lubbock,
Tex.,, KPAR-TV Sweetwater, Tex. and KEDY-
v le Springs, Tex. Announced 12.

Portageville, Mo.—New Madrid County Restg.
Ce., 1050 ke, 250 w D. P. O. address Charles W.
Stratton. 710 Pryor St. Mayfleld, Ky. Estimated
construction cost $11,040, first Year operating cost

H. Chas. W. Stratton (each 16%%)
Mr. McCallum ia owner of WC Benton, Ky.
Mr. Dunn is U, rural mall carrler Mr. Mose
Bohn is8 % owner of WETM Mayfield, KY., ag are
H. D. Bohn and Chas. Stratton. Mr. Stration also

owns 15 of WEOA Hop Ky. Messrs
Bohn, Bohn and Stratton will, wm: FCC ap-
roval, be 15 owners of G0 Mayfleld and

KTM will be deleted; upon this deletion this
application is contingent. Announced Nov. 12,

Rio Pledras, P. R.—Julio Morales Ortlz, 1200

. O. address Box 335, Hato Rey,

P. R. Esﬁmated construction cost $12 first

year operating cost $30,000, revenue $42050 Sr.

z, sole owner, is 2 shares owner of WRIO

Southwwest
$65,.000.00

Presently showing some profit, this
local station is located in a small but
rapidly growing market. Needs owner-
operator. $20,000 down with easy terms.

Exclusive wiih

Blackburn & Gompam/

NEGOTIATIONS ¢ FINANCING ® APPRAISALS

WASHINGTON, D. C.
James W. Blackburn
Jack V. Harvey
Washingten Building
STerling 3-4341

ATLANTA
Clifford B. Marshall
Stanley Whitaker
Healey Building
JAckson 5-1576

CHICAGO
H. W. Cassill
William B. Ryan
333 N. Michigan Avenue
Financial 6-6460

BROADCASTING



SSIONAL CARDS

PROFE

JANSKY & BAILEY INC.
Excacutive Offices
1735 De Soles 5t., N. W, ME, B-5411
Offices and Laberatories
1339 Wisconsin Ave., N. W.
Washlngton, D. C. FEderal 3-4800
Member APCCE *

JAMES C. McNARY
Consulting Engineer
National Press Bldg., wash. 4, D. C.
Telephone District 7-1205
Member AFCCE*®

—FEstablished 1926—
PAUL GODLEY CO.

Upper Montclair, N. J. Pligrim 6-3000
Laboratories, Great Notch, N. J.
Member AFCCE *

GEORGE C. DAVIS
CONSULTING ENGINEERS
RADIO & TELEVISION
501-514 Munsey Bldg. STerling 3-0111
Woashington 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
KANSAS CITY, MO.
Member AFGCE*

JACKSON 5302

A.D.RING & ASSOCIATES
30 Years' Experience in Rodio
Engineering
Pennsylvanio Bldg.  Republic 7-2347
WASHINGTON 4, D. C,
Member AFCCE*

GAUTNEY & JONES
CONSULTING RADIO ENGINEERS
1052 Warner Bldg. National 8-7757
washington 4, D. C.

Member AFCCE*

Lohnes & Culver
MUNSEY BUILDING DISTRICT 7-8213
WASHINGTON 4, D. C.
Member AFCCE *

RUSSELL P. MAY

711 14th St., N. W. Shercton Bldg.
Woshington 5, D. C. 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 Bidg.
710 14th St., N. W Executiva 3-5670
Woshington 5, D. C.
303 White Henry Stuart Bldg‘.‘
Mutuol 3280 Seattls 1, Woshington
Membher APCCE*

KEAR & KENNEDY
1302 18th St, N. W.  Hudson 3-9000
WASHINGTON 6, D, C.
Member AFCEE *

A. EARL CULLUM, JR.
CONSULTING RAPIO ENGINEERS
INWOQD POST OFFICE
DALLAS §, TEXAS
LAKESIRE 8-6108
Member AFOCE®

GUY C. HUTCHESON
P. O. Box 32 CRestview 4-8721
1100 W. Abram
ARLINGTON, TEXAS

ROBERT M. SILLIMAN
John A. Moffet—Associate
14065 G St., N. W,
Republic 7-6646
Waoshington 5, D. C.
Member AFCCE*

LYNNE C. SMEBY

CONSULTING ENGINEER AM-FM-TY
7615 LYNN DRIVE
WASHINGTON 15, D. C.
Oliver 2-8520

GEO. P. ADAIR ENG. CO.
Consulting Engineers
Radio-Television
Communieations-Electronics
1610 Eye St., N.W,, Washington, D. C.
Executive 3-1230 Executive 3-5851
Member AFOCE *

WALTER F. KEAN
CONSULTING RADIO ENGINEERS
Associates
George M. Sklom, Robert A, Jones
1 Riverside Road—Riverside 7-2153
Riverside, Ill.

(A Chicago suburb)

WILLIAM E. BENNS, JR.
Consulting Radio Engineer
3802 Military Rd., N. W., Wash., D. C.
Phone EMerson 2-8071
Box 2468, Birminghom, Ala.
Phone STote 7-2601
Member AFCCE*

ROBERT L. HAMMETT
CONSULTING RADIO ENGINEER
821 MARKET STREET
SAN FRANCISCO 3, CALIFORNIA
SUTTER 17545

JOHN B. HEFFELFINGER
B840V Cherry St. Hiland 4-7010

KANSAS CITY, MISSOURI

Vandivere,
Cohen & Wearn

Consulting Electronic Engineers
612 Evons Bldg. NA. 8-2698
1420 New York Ave., N. W.
Washingten 5, D. €.

CARL E. SMITH

CONSULTING RADIO ENGINEERS
4900 Euclid Avenue
Cleveland 3, Ohio
HEnderson 2-3177

Member APCCB®

J. G. ROUNTREE, JR.
5622 Dyér Street
EMerson 3-3266
Dallas 6, Texas

VIR N. JAMES

SPECIALTY
Directional Antenaa Proofs
Mountaln and Plaln Terrain
1316 S Kearney Skyline 5-1603
Denver 22, Colorado

JOHN H. MULLANEY
Consulting Radio Engineers
2000 P St., N. W.
Washington 6, D, C.
Columbia 5-4666

A. E. TOWNE ASSOCS., INC.

TELEVISION and RADIO
ENGINEERING CONSULTANTS

420 Taylor St.
San Francisce 2, Calif.
PR. 5-3100

RALPH J. BITZER, Consulting Engineer

Sulte 298, Arcede Bldg., St. Louls 1, Mo.

Garfield 1-4954
“For Resvlts in Broadcast Enginesring”
AM-FM-TV
Aloecsi S T

Petitions ¢+ Licensing Field Service

—
| SERVICE DIRECTORY

PETE JOHNSON
CONSULTING ENGINEERS

KANAWHA HOTEL BLDG
CHARLESTON, W. VA.

PHONE:
DI1.3-7503

MERL SAXON

Consulting Radio Engineer
622 Hoskins Street
Lufkin, Texas

NEptune 4-4242 NEptune 4-9558

COMMERCIAL RADIO
MONITORING COMPANY
PRECLISION PREQUENCY
MEASUREMENTS
A FULL TIME SERVICE FOR AM-FM-TV
P. Q. Box 7037 Kansas City, Mo.
Phonw Juckson 3-5302

CAPITOL RADIO
ENGINEERING [NSTITUTE

Accredited Technical Institute Curricwia
3224 16th S1., N.W., Wash. 10, D. C.
Practicol Broad ™ El ies angl-
neering home study and residence courses.
Write For Free Catolog, specify course.

SPOT YOUR FIRM’S NAME HERE,
To Be Seen by 77,440* Readers
—among them, the decision-making
station owners and managers, chief
engineers and technici pplicants
for am, fm, tv and facsimlle facilities.
+1956 ARB Continuing Readership Study
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BILLY BANKS, President

Like Hundreds
of Broadcasters...

President

BILLY BANKS of
WHAT

Philadelphia, Pa.

and General Manager

DOLLY BANKS

Selected
STAINLESS TOWERS

DOLLY BANKS, Gen. Mgr.

LEARN WHY MANY BROADCASTERS CHOOSE
STAINLESS TDWERS

Call or Write
for Informative
Literature.

G-I'ainless, ine.
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FOR THE RECORD cowrinuvep

Rie Piedras, which he will sell upon grant of
this application. Announced Nov. 13.

Existing Am Stations

ACTIONS BY FCC

WPOW BErooklyn, N. Y.—Granted application
to change station location to New ork
establish main studio at 41 E. 42nd St., and main-
tain aux. studios at trans. {operates on 1330 kc,
5 kw DA-I, sharing time with WEVD New York,
and WHAZ Troy). Announced Nov. 7,

KGIL, San Fernando, Calif.—Designated for
hearlng ppIication for change on 1260 kc from

A-1 unl, to 1 kw, 5 kw LS, DA-2 unl,;
made KPPC Pasadenl, party to preceeding. An-
nounced Nov. 7.

CALL LETTERS ASSIGNED

WBYE Calera, Ala.—Shelby County Bestg. Co.,
1370 ke. Changed from WSCB.

WTYM Longmeadow, Mass.—Springfield
Bestg. Co., 1600 ke. Changed from WJIKO.

WRNEB New Bern, N. C.—WBOF-TV Inc., 1490
ke. Changed from WOOW

WTHE Spartanburg, S. C.—Spartanburg Beste.
Col,gégou ke. Change: *from WJAN. Effective Jan.
1, 5

WEZE Boston, Mass.—Vic Diehm Assoc. Inc.
1260 ke. Changed from WUDA. Effective Dec.

New Fm Stations

ACTIONS BY FCC

Hamilton, Ohio, The Fort Hamilton Bestg. Co.
—Granted 1035 mc, 8.7 kw unl. P. O. address
Robert L. Odson, Second National Bank Bldg.,
Hamilton. Applicant intends to use tower and
equipment a ready in ogHod operating order, pre-
viously used by ‘M. Principals include

John C, Sla (50%) Herbert G. Pabst (2145%)
and others. Messrs Slade and Pabst have inter-
ests in WMOH Hamilton. Announced Nov. 7

Middletown, Ohio—Paul F. Braden—Granted
105.9 me, 7.8 kw unl. P. O. address WPFB, Central
Ave., Middletown. Estimated construction cost
$16,100, first ﬁear operating cost $3,600. revenue
$10,000. Mr. Braden, owner WPFB Middletown,
will be sole owner. Announced Nov. 7

APPLICATIONS

Inglewood, Calif~—Albert John Williams, 103.9
me, 450 kw unl. P, O, address 1310 Fairfield St.,
Giendale, . Estimated construction cost
$8,500, first year operating cost $12,000, revenue
$12.000. Mr. Williams, sole owner, is_Permittee,

KTYM Inglewood, Calif. Announced Nov. 12.
Kansas City, Kan.—Floyd W. Hurlbert, 98.1
me, 44 kw unl. P. O. address 5094 Rock Creek

Lane, Mission, Kan. Estimated construction cost
,700, first ear operating cost $10,800, revenue
15,000. Mr. urlhert sole owner. Is division man-

cqer, Investors Diversified Syndicate, Kansas
ty, Mo. Announced Nov. 12.

Existing Fm Stations

ACTIONS BY FCC
CALL LETTERS ASSIGNED
KAFE Oakland, Calif.—Daniel Xavier Solo,

98.1 me.
WDAS-FM Philadelphia,
Ine., 9.5 me.

Ownership Changes

ACTIONS BY FCC

KBMN Bozeman, Mont—Granted transfer of
control from Lura B. Penwell, et al, Dale G.
$. Moore, et al. (Mr. Moore has interests in KVOD
Denver; KSLV Monte Vista, and KRAI Craig,
all Colo.); consideration $22.000. Announced
Nov. 7.

KRIZ Phoenix, Ariz.—Granted assignment of
license to Radio Phoenix, Inc. (Richard B., John
L. and Burton K. Wheeler have interest in
KTLN Denver, Colo.); consideration $100,000. An-
nounced Nov. 7.

WIPA Annapolis, Md.—Granted transfer of
control from James Stolcz, et al, to Robert J.
Kent; consideration $49,200, plus assumpt.ion of
$20.800 liabilities. Announced Nov. 1.

WJIJKO East Longmeadow, Mass.—Granted
transfer of control from Gerson Askinas, et al.,
to Paul J. and Frances P. Perreault, and Arthur
and Helen S. Tacker (Paul J. Perreault and
Arthur Tacker have interest in WSKI Montpelier,
;t.) 8 oronsideration $15.900 for 60.4%. Announce

ov. 7.

WMOU-AM-FM Berlin, N. H—Granted assign-
ment of licenses to McKee Bestg. Co., Inc. (Rich-
ard P. and Virginia A. McKee); consideration
$110,000. Announced Nov. 7.

WJIWG Conway, N. H—Granted assignment of
license to McKee Bcstg Inc.; consideration $33,-
000. Announced Nov

KMIN Grants, N. Mex.—Granted assignment of

Pa.—Max M. Leon~

license to John Blake and David M. Button, d/b
as Grants Bcsts Mr. Button has interest in
KSVP Artesia, l‘lex. consideration $37,500.
Announced Nov. 7.

KSTA Coleman, Texas—Granted acquisition of
positive control by Floyd Shelton (now 30%
stockholder) through purchase from H. Jack-
son of latter's 50% interest; consideration $35,-
000. Announced Nov. 7.

WTRB Ripley, Tenn —Granted assi ent of
license to Shelby McCallum, Smith Dunn and

L. B, Fuqua d/b as Lauderdale Bestg. Co. (Mr.
MeCallum owns WCBL Benton, K¥.); considera-
tion $19,500. Announced Nov. 7.

KOWB Laramie, Wyo.—Granted transfer of
control from Richard P. and Virginia A. McKee
and Gordon Davis to Richard K. Power, John C.
Hunter and Oswald A. Friend, Jr. {Messrs.
Power and Hunter have interests in WCMP Pine
City, Minn., and Mr. Power also has interest in
WAVN Stillwalter, Minn.); consideration $54,925.
Announced Nov. 7.

APPLICATIONS

KSJO San Jose, Calit.—Seeks assignment of li-
cense from Patrick H. Peabedy to Santa Clara
Bestg. Co. (a Calif. corp.). Corporate change. No
control change. Announced Nov. 13.

KROG Sonora, Calif.—Seeks assignrnent of li-
cense from Brewster E. Ferrel to John H. Rob-
bins for $20,083. Mr. Robbins was in auto repairs.
Announced Nov. 12.

WGHF (FM) Brookfield, Conn—Seeks acquisi-
tion of positive control of licensee corp. {Eastern
Bestg. System Inc.) by August J, Detzer through
purchase of stock from W. G. H. Finch and Elsie
G. Finch for $4.80 per share. Announced Nov. 12.

WROD Daytona Beach, Fla—Seeks transfer
of control of licensee corp. (Daytona Beach
Bestg. Corp.) from John §. Murphy and James
F. McDonough to Radie of Daytona Inc. for
$145,000. Radio of Daytona Inc. is owned by
Morton G. Bassett Jr. {80%) and James F. Mc-
Donough (20%). Mr. Bassett is account executive
(2% interest) John Blair, stations reps. Mr. Mc-
Donough has been chief engineer, WROD. An-
nounced Nov.

WFEC Miami, Fla.—Seeks transfer of control
of licensee corp. (Florida East Coast Bestg. Co.,
Inc.) from Harry Trenner to Harry Trenner,
Herbert Schorr, Fraternity Assoc. Inc. and 16
others through corporate reorganization and is-
suance of new stock for loan of $135, Harry
Trenner's present holdings will be reduced to
approximatew 37%, Herbert Schorr’s will be re-
duced to 30% and new stockholders will own
3314 %. (See WRVM Rochester, N.
nounced Nov. 7.

WMGE Madison, Ga.-—Seeks assi ent of li-
cense from Dairlyland Bestg. Co. Howard C.
Gilreath and F. K. Graham d/b as Glireath and
Graham for $30,000. Mr Gilreath is manager of
WVOP Vidalia, Ga. Mr. Graham is president and

owner ot' manufacturing corp. Announced
Nov. 12.

WLS Chicago, IlL—Seeks transfer of control of
licensee corp. from Agricultural BcstE. Co. to
The Prairie Farmer Publishing Co. Corporate
change. No control change. Announced Nov. 13.

KLEE Ottumwa, Iowa—Seeks transfer of con-
trol of licensee corp. (Mid-America Bestg. Co.,
Ine.) from J. Willlam O’Connor and Jack Lester
to Carroll H. Marts for $57,500 basic purchase
price. Mr. Marts is viece president sales, MBS.
Announced Nov. T.

WFEA Manchester, N. H—Seeks relinquish-
ment of positlve control of licensee cotp. by Far-
ris E. Rahall through issuance ot new stock.
Owners' interests: Farrls E. Rahall Joe Rahall,
Sam G. Rahall, e R. Fry anc'i R. Davies
. Messrs. Rahall own 234% of WKAP,
% of WN'AR
a., one-third of WTSP St. Peters-
burg, Fla. N Toe CBahall owns 40.55% of WWNR
Beckley, W. Va,, while the other two Rahalls
each own 15.25%, O, R. Davies is 4.6% owner of
w . WQCY (TV} and 4.6% owner of WNAR.
He is’ also manaier of WKAP and WQCY (TV).
Announced Oct.

WRVM Rochester, N. Y.—Seeks transfer of
control of licensee corp. (Rochester Bestg. Co.,
Inc.) from Florida East Coast Bestg. Co. Ine. to
Fraternity Assoc. Inc. and 16 other steckholders
through corporate reorganization and issuance of
new stock. Upon consummation of transfer of
control of Flerida East Coast Bestg, Co. (see
WFEC Miami, Fla.,, above) common ckholders
of that company will be identical with stockhold-
ers of Rochester Bestg. Co. Announced Nov. 7.

WHYL Carlisle, Pa., WAYZ Waynesboro, Pa,,
WFVA Freﬂerlcksburg, Va., WAGE Leesburg, Va,,
WSIG Mt. Jackson WINC, WRFL (FM)
Winchester, Va., WELD Fisher, W' Va.—Seeks in-
voluntary transfer of controi of respective li-
censee cOorps. or involuntary assignments of li-
censees or c'i from Richard F. Lewis Jr. to
Marjon Park Lewis, executrix of estate of Rich-
ard F. Lewis Jr., deceased. Announced Nov. 13.

WEZN Elizabethtown, Pa.—Seeks assignment
of cp from Will Groff tr/as Colonial Bestg. Co.
to Colonial Bestg. Co. (a corp.) for $12,700 plus
$5,000 in stock. Colonial Bestg. Co. will be
owned by Lowell W. williams (51%), Richard
E. Burg {(20%), Will Goff (10%) and Ella K,
Nelson (10%). Mr. Wildlams was general man-
ager and 37. 5% owner of WNOW-AM-FM-TV
York, Pa. Mr. Burg is station manager, WNOW-
AM-FM-TV. Mr. Goff was announcer-salesman,

Continued on page 135
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box num] are sent 8t owner's risk.

CLASSIFIED ADVERTISEMENTS

Payable in advance: Chacks and money orders only.

¢ DEADLINE: Undisplayed—Monday preceding publication date. Display—Tuesday preceding publication date.
¢ SITUATIONS WANTED 20¢ per yord—SZ.DO 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.
ApricanTs: If transeriptions or bulk pmkm mbmltted, $1.00 eberf; for muling {Forward remittance 1{;

any liability or responaibi

mrately, please). All transcriptions, photos, ets., sent to
ty for their custody or return.

RADIO

RADIO

RADIO

Help Wanted

Help Wanted—(Cont’d)

Help Wanted—(Cont’d)

Management

Sales

Announcers

Manager wanted immedfiate
in metropolitan Canadian man
should be strong on sales and prom on and
willing to accept real challenge to bulld up
station. Excellent opportuni for man not
afraid of plenty of work at least for the first
year. Excellent salary and incentive. Also
wanted, three salesmen. Rush full details and
?revious experience to Box 718B, BROADCAST-

ciy for rndio mﬁon
ty.

Need a combo manager-salesman for small
southwest single market. Munt be cn ble of
nal es, as well as organiza ability

train others in competitive murket Must have
knowledge of agency and regional accounts.
Box 802B, BROADCASTING.

Write your own ticket! Sales openin
Po:]ﬂ:nd's top mtk}n al;nd ey Lobs
outlet, means opportun!
with us! Contact Mel Stone, WLOB,
Maine_

at WLOB,
r Network
for_top man. Grow
Portland,

Announcers

Pennsylvania chaln needs erlenced an-
nouncers. Good working cond tions, 40-hour
week, paid vacation, time and half, $85 a week.
Mintmum one- tyear experience neeessary Excel-
lent opportunities for advancement to executive

position. Send tape, with news, commercials, and
sample music ﬁ;ogﬂm AElus resnme and photo-
graph. Box 27 RO

Sports mouneer for year-around play-by-pla &
Ap{: . C. Pieplow, KSDN. Aberdeen,

no maintenance,

Announcer with first § one,
TRC, Santa Fe, N. M.

contact G. C. Packard,

Announcer experleneedttall

hases needed im-
mediately by 5,000 wa C sta

tion. city of
17,000. Our man_should hail from Kansas or
adjacent states. This is permanent pOsltion with
good station and floaters need not nl;ea Send
audition, references, marital and draft ¥us. and
salary requlrements to Jim Heaton, KVGB, Great
Bend, Kansas.

Station mansager or commercial manager. Inde-
pendent in market of 30,000 with 11 years ex-
perience, local, network, small and metropolitan
markets with' excellent references. Thorough
knowledge of music-news operation. Promotion-

nded. Can sell against best salesman in town.
Available January first 1958. For salary require-

ments, erences, and resume write Box 926B,
BROADCASTING.

Florida top-notch pop DJ. $100 week to start.
Additional income by selling. Send tape, resume,
rrleférencee first letter. Box 441B. BROADCAST-

2 years experience. Strong music, Basle to
Beethoven, News, write continui and copy.
Tops on board. Box 525B. BROADCASTING.

General mamger-agnesslve n.les Take chnrf
of excellent well-equi gp daytime station in
rural eastern Seaboard market. Want honest.
hard worker who lkes small towns and sellin
Excellent salary and commission. Box 952B,
BROADCASTING.

Strong selling manager wanted for midwest radio
and tv station. Wonderful deal for right ma
Send full detalls to Box %698, BROADCAS'I'ING

anding central U. 8. station desires manager
wi proven record. Exceptional o portunl

Good salary. Excellent working conditions. Good
salary plus override. Send complete Info to Box
970B, BROADCASTING.

Sales

Need tape, resume. photo from versatile an-
nouncer. 50 kw central New York station. Box
762B, BROADCASTING.

Immediate opening tor staff announcer qualified
also as newsman watt lndependent near
Chicago. Personal inu:rview n 1
ag.oedncaﬁon‘ erperience in resume. Box 821B.

TV afiliated first station in five-station midwest
medium market desires capable board-operatin
morning man with sound staff ons an
televizion potential. No eccenfrics considered.
Address tape, resume. snapshot and require-
ments to Box 863B, BROADCASTING.

Good opportunity in Wilmington, Delaware for
experienced man who can sell radio. Guaranteed
$125 per Week against 15%. Personal interview
neceesall;y. age, educatlon, experience, pres-
ent billing. Box 685B, BROADCX TING.

If you are a top radio salesman and ready for
management or sales manager of a progressive,

tast movin radio station, send full info to Box
9728, iDC TING.

Live llke a milllomireé and start mnking g

million whlle ouw're doing {t. Come

fornial . .. just for the winter ., . but for

a permment eales position with a lﬁ'lg agi
€ mee

gressive, xrandlng organization.
your terms if you're an experienced salesman
with a proven production record . .

matter how well you're doing now, thls is youl'
blg chance to ml the break to Califi 0.0
to start strikin, without any cut-b ck
from your present ineome ?oply Radio Station
KJogidiI!otel Stockton, Stockton. You'll be glad

Wondertul opportunity for exreﬂenced salesrnan,
who wants permanent ition. Rich market,
&enty of business. Most ldeal spot in California

live. One hour to trout ﬂsh ng and hunting.
All new RCA equipment. We want a hig| ug
man who will become part of the comm g
Radio Station KONG, P. O. Box 1429, Visalia.
California.

Immediate openin,

£or experienced local sales
manager. Excellen m.mlty for ualiﬁed man
with top, fulltime sta n in fi arket,
Send full ‘Bartlculers 1n first letter to General
Manager, WCLI, Corning. New York.

Sa'lesmm-announcer—engineers—continulty writer
WCLW. 791 McPherson St., Mansfield,

We are looking for a saleslady to assist in radio
time sales. We would like one with either agency

A guaranteed salary plus
handle specialty accounts. Some
alr time if deeired Send m'loto and full informa-
tion. WFRO, Frem

Immediate open!n for experienced salesman.
Established accoun‘u and market. Guara.ntee
a commission. This is a well ga
on for the ambitious salesman. Send
formation, experience and photo. You will
called by phone for personal interview
ualifications meet requirements. Contact Roi:ert
. Wolfe, WFRO, Fremont, Ohio.

In and around Dallas, Texas, we need good an-
nonncers, no dj's please. Must know good music,
send Tn?e and resume Box 875B., BROAD-

Will have OE f around J’nnum?r first for chief
announcer. Excellent proposition for man capable
assigtance on sales an copg or plag]fby-play
sports. Single station marke Roc ountain
west. Box 925B, BROADCASTIN

Two openings. Needed immediately. Top-notch
dj and good experienced announcer for outstand-
ing Illinols radio station. Salary tof s in major
market. Send resume, photo and to Box
956B, BROADCAST

If you can come into a major market, take over
four hours of 5 kw music and news station, and
build an audience in three months on your per-
sonali then you're the man we_ want. Send
audition tape and resume. Box 957B, BROAD-
CASTING.

Disc jockey and special events man for P-
rated show on top-rated news and music indie.
Sunny Florida living in booming market. Send
tahre resume, etc., Box 958B, BROADCAST-

Experi~

Immediate ogenin:—dj midwest. Peppy.
150 week.

enced. Introduce records in rhyme.
Box 102C, BROADCASTING.

Want experienced dj for morning show. Strong
on commercials to $375 month. Good future.
Growing area. Mild climate. Good beaches. Send
tape, resume to Manager, KBRZ, Freeport, Texas.

Need good combination disc jockey. Play-by-
glay man or play-by-play salesman, First c
elptful but not necessa Salary, talent and
commission. KFJL, Klamath Falls, Oregon.

An with approximately one year -
ence looking for permanency and a realm
for mornin show. Send tape, resume and pie-

, Hagerstown, Maryland.

Announcer=newsman who would like to

take
over complete news de

artment. Must be able

ather, write and broadcast. Good oppor-

mtunilI iyis in a good news station. WBYS, Canton,
no.

Experienced staff dl All-round man. WKLZ,
Ka. lamazoo. Michiga:

WPAZ Pottstown, Pa. needs personality disc
jockey. Salary open, profit sharing.

Fulltime 5 kw, independent, wants pop dj who
can do news, and who wants to become a mem-=
ber of wing organization. Start at rrsoo per
week. Send tape, resume and g’ho '1'. C.
Hooper, Radlocstation WQOK, 298,

Greenville,

Wanted, announcer with sports experience. Joe
Phﬁhps. WSSO0, Starkville, Missiagippi, home of
Mississippi State College.

Ohio, immediate—dj, fast _Haced. expetienced.
Call Akron, Blackstone 3-6171.

Big small town market of 70.000 (general vicinity
of Atlanta) wants combo man with 1st phone
ticket for m%’ll'lt shift—never more than 4 or 5
hours per night on board, only 5 nights a week
Must have good voice. Send , resume and
desitedll starting salary jimmediately to Don
I\Gdltci. 5& Lakeview Ave, NE, Atlanta 5,
€o! 0

Technical

Need an engineer-announcer for small southwest
single market. Prefer man !rom the southwest,
Box 801B, BROADCASTIN

Wanted e er for 5000 watt network afiHate,
south, m stay sober, be cooperative,
with good character. Full

nces

information p!
refere Box
BROADCAS

Tauired first letter.

Florlda east coast daytimer needs combo-man,
Would be chief engineer. Good base. Can sell if
desired. Box 922B, BROADCASTING.

Engineer-announcer with first class ticket for
combo work in major market. Good velce and
experience required. Send audition tape and
resume. Box 957B, BROADCASTING.

Chief engineer-announcer or chief engineer-
salesman with solid experience either combina-
tion, salary to $125 depending. Midwest t]:u'efe
Reqguire complete resume. tape, picture. Box
961 BROADCASTIN

Experlenced announcer. Can also sell at high

percentage, to later become commercial man-

aﬁer Contact Dr. F. P. cerniflia Radlo Station
, Monroe, Louisiana, Fairfax 3-4617.

Snappy announcer-salesman. If you have “zoom'
for music _and news Phone vingston,
Montana. Paylng eighty-five dotlars week plus
fifteen percent commission to start.

Chief engineer-announcer or
indie. Must be resfonsible,
experlence and _abil:

buy Send resume
Box 984B ‘BROADCAST

sales.
sober,

California
strong on
remuneration, Can
oto, tape first mail.

Eastern Kentucky dnytimer needs first class
engineer immediately, Send complete resume.
Box B91B, BROADCXSTING.

BROADCASTING

November 18, 1957 o Page 131




RADIO

RADIO

Stations— (Cont’d)

Help Wanted-—(Cont’d)

Help Wanted—(Cont’d)

Situations Wanted— (Cont'd)

Technical

Production-Programming, Others

Sales

Wanted, engineer-announcetr with first class
phone. Central Penna Network affiliate. Experi-
ence referred, immediate opening, benefits.
Write Box 999B, BROADCASTING,

Wanted, first phone, with good voice, unlimited
opportunities and good pay, desirable place to
work, with good staff. Contact Mike Dlonovan,
KANA, Anaconda, Mont.

Combination engineer-announcer needed imme-
diately. Good salary. Excellent working con-
ditions, Call, wire or write Les Ryder, KCIL,
Houma, Louisiana.

Engineer-announcer, Combination board work
and maintenance. First phone. Contact KCOW
Radio, Alliance, Nebraska.

Chief en&rmeer—mnouncer send tape and resume
to KWOW, Pomona, California.

Engineer wanted with 1st class_radio-telephone
UMcense, Apply WBEC, 33 Eagle Street, Pittsfield,
ass,

Technical supervisor take charge well equlgped
am-fm operation. New Gates kilowatt am, GE fm
transmitters, remote controlled. Applicants must
have several years all-around maintenance ex-
perlence. Excellent opportunity for engineer
preferring station which maintains A-1 equipment
condition. Contact Ray Cheney, . Mt
Vernon, Illinois.

Wanted, engineer, first class, for 5 kw directional,
ng announcing re@ired. Contact Harry W. Jack-
son, CE, WMMN, Fairmont. W. Va.

Production-Programming, Others

Someone to handle trafic and some correspond-
ence, Progressive station. Northwest North Caro-
lina. Wonderful climate. Excellent pay to the
right person. Box £82B, BROADCAS G.

Want experienced local newsman. Photographic
experience helpful. Pay in three figures for right
tan. Send pix, tape and full facts. Box B40B,
BROADCASTING.

Experienced and persuasive copywriter for net-
work station in beautiful Texas resort city. Box
246B, BROADCASTING.

The BIG MONEY goes to
F. C. C. LICENSED MEN!

F.C.C. License—the Key to Batter Jobs

An FCC commercial (not amateur) li-
cense is your ticket to higher pay and
more interesting employment. This license
is Federal Government evidence of your
ciualiﬂcation. Employers are eager to hire
licensed technicians.

Grantham Training Does the Job
Grantham School of Electronics special-

izes in preparing students to rass FCC
examinations. We train you quickly and
well, All courses begin with basi¢ funda-

mentals—NO previous training required.
Beginners get 1st class license in 12 weeks.

learn by Mail or in Residence
You can train either by correspondence

Immediate opening for good. experienced con-
tinuity director for pace setting radio station in
major midwest market (Illinois). Salary tops.
Send samples, é)hoto. background, Box 956B,
BROADCASTING.

Experienced woman office and traffic manager
with buokkeeginﬁ knowledge and well-rounded
small station ckground. Salary to $85. Furnish
complete resume, references,
Box 962B, BROADCASTING.

5000 watt Mutual station desires ambitions pro-
ram director for progressive midwest market.
errific opportunity. Send full info to Box 971B,

BROADCASTING.

Immediate opening for experienced radio cre-
ative newsman. WCOJ, Coatesville, Penna.

Copywriter. Experienced. Send details. WEOK,
Poughkeepsie, N. Y.

picture. Midwest.

Newsman, no experience necessary. $60 week to
start. Journalism background preferred. Enthus-
tasm desired. No clock watchers please. Contact
News Director, Ed Leonard, WICH, P, O. Box
629, Norwich, Connecticut, pronto.

Newsman., Radio-television, capable leg and air
man with small market riation 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 g permanent berth in a
news department which has twice recelved na-
tional recognition. Scale starts at $85 for 40
hours. Salary commensurate with experience
and ability. Write or phone W. P. Williamson.
WKBN, Youngstown, Ohio. Sterling 2-1145.

News direetor needed for local news operation
which covers suburbs north of New York Ci
Good news background, voice necessary. Mod-
ern air-conditioned studios, happy A)eop e, good
salary and future. Present news editor leaving
after eight mutually happ¥ years, Send resume,
tape at once. WLNA, Peekskill, New York.

RADIO

Situations Wanted

Sales, aggressive, intelligence, fine appearance.
Veteran, young, college graduate, scholarship
student. Locate N. Y, area. Box 938B. BROAD-
CASTING.

Announcers

DJ beginner, capable, eager to please, Sal
second to opportunily. Grad N. Y. radio school.
Ta%e and resume immediately on request. Box
785B, BROADCASTING.

Girl personality, dj, run own bhoard, eager to
leage. Free to fravel. gimmicks and sales. Box
86B, BROADCASTING.

Personality-dj. Strong commercials, gimmicks,
ete., run own board, Steady, eager to Gplease, go
anywhere. Box 787B, BROADCASTING.

Highly experienced deejay now in top market.
Neg‘o. Great wvoice. Hister. First phone. Box
887B, BROADCASTING.

Basketball announcer, 7 years experience. Finest
of references. Excellent voice. Box 898B, BROAD-
CASTING.

To&notch personality who x-sells; for station
wi showmanship; no top fortier; state salary.
Box 928B. BRO CASTING.

Attention! Lar%e markets! Searching for a top-
fiight personality deejay. who does a terrific ''on
the air’ selling job? Look no further. I'm your
man. 8 Years experience, excellent voice, re-
freshing delivery, versatile, production minded,
ood references. Present salary $130.00. Box
30B, BROADCASTING.

Announcer: Radio-tv. Aggressive, enthuslastie,
Strong, convincing *sell” appeal. Pleasant voice,
Production-minded, capable writer. Interested
in permanency and future. Box 931B, BROAD-
CASTING.

Announcer with six years experience in news,
records. and play-by;vplay sports would like to
relocate in N. C. or Virdinia. Presently with 50
kw. Box 835B, BROADCASTING.

Got it?—Get it! Production-minded df with fine
music show. 3 years experience; sel lnﬁ voice;
4 years college; married. Box 936B, BROAD-
CASTING.

Management

Permanent location, with opportunltg of agart
ownership. Experienced all phases. Box 807B,
BROADCASTING.

Seeking first opportunity as manager. Teh Years
radio-tv-theatre. 30, married, mature. Box 862B,
BROADCASTING.

Seeking Job manager small station southern
states working interest or salary. Experienced
announcing. sales programming. Not a super
radio man, just plain common sense. Ambitious.
References. Avalilable immediately. Box B84B,
BROADCASTING.

Mountain states; manager, assistant manager,
G;'ogram director, announcer, or combo thereof.

ill consider all openings in this area, Ten years
radio experience all departments and some tele-
vision. Box 933B. BROADCASTING.

Seven years experience public relations, news-
paper and all phases station operation, except
enfineerm . Now managing twg stations, Love to
sell, B.A. Degree. Radio Station Administration.
Married, 31. Box 951B, BROADCASTING,

or in residence at either division of Grant-
ham School of Electronlcs—Hollywood,
Calif,, or Washington, D, C. Our free book-
let gives details nf both types of courses.
Send for your free copy today.

D ke s T e e et s e o —

MAIL TO SCHOOL MEAREST YOU.
l Grantham Schools, Desk 14-F w'r
821 19th Street N. W. DR £505 N. western Ave,
Hellywood 27, Callf.

Washington 6, D. C,

Pleass send me your free hooklet, telling how I ran
get my commetrelal FCC leense aulckly. T understand
there is no abligation and no salesman will call.

Name

Address
City

Btate

| om interested in:
O Home Study, [J Resident Closses
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Desire to manage good music station. Twenty
plus years experience in radio. Married, sober

and economical. Professional musician. Box
992B, BROADCASTING.
Experienced manager, thirteen years radio-

television. Looking for opportunity to manage
station, become part-owner. Degree, family,
sales-minded, economical operator. Good refer-
ences. Box 993B, BROADCASTING.

Exceptionally talented newcomer wants posi-
tion announcing news, sports, dj. Married, col-
lege grad. TV acting background. Box 942B,
BROADCASTING.

Sinus trouble is forcing me to leave central
Illinoils. If you are located in a favorable climate,
need a 35-year-old, married, local news man or
fast moving disc jJockey, can pay 450-500 dollars
per month to start. write Box D48B, BROAD-
CASTING.

Attractive girl personality desires disc jocke,
osition. Experience, college graduate. Box 950B,
ROADCASTING.

Professional broadcaster, married, veteran, col-
lege graduate, eleven years broadcasting, known
in the industry¥, desires program directorship, 5
to 50 kilowatts. Box 953B, BROADCASTING.

Announcer possessing warm, friendly dj banter,
good news, looking for immediate opening. &
Years experience. Box %60B, BROADCASTING.

Experienced announcer-salesman. Young, am-
bitious. family man, Veteran, college, employed.
Box 963B, BROADCASTING.

Rarity, deejay with talent, also first phone. No
Storzman he, he a showman be. $140.00. Box
964B, BROADCASTING.

Top deejay in midwestern cltgr of 50,000 desires
better working conditions in the midwest. Mar-
ried; college education; two 5years experience;
ca ébmties unlimited. Box 965B., BROADCAST-

Former network sportscaster and sports director

wishes to relocate. Excellent play-by-glay. Tape.
icture and resume on request. ox §66B,
ROADCASTING.

Top man now in northeast major market will
relocate as operations manager for top money.
Ten years experience. If you can afford a good
operation, I'll send resume. Box 100C, BROAD-
CASTING.

General manager for small market station de-
sires similar position with medium or large mar-
ket station. Proven record and best references
from nation's most respected multiple-station
owner. Current station sold after increase in
income. Available after December 15th. Will
accept salary-override arrangement or will work
out management contract. Must have minimum
$8,000 plus. Write to R. C.. 1750 39th Ave., San
Francisco.

Experienced staff announcer.
Will consider all.
BROADCASTING.

DJ, three years experience, good commercial de-
gxesr iNkénow music. family. Box 981B, BROAD-

Exgertence, versatility, stability. 12 vears radio
ane tv.  Announcer-salesman. Play-by-play.
Combo. Strong news, music,

5 wrimﬁ. Sober,
mature family man. Show me opportunity to
advance according to what I produce, and I'll
show you real professional ability. Top refer-
ences. Don't answer this {f you're looking for
tIaIr?éteur or cheap help. Box 983B, BROADCAST-

Prefer midwest.
Top references. Box 978B,

BROADCASTING




RADIO

TELEVISION

TELEVISION
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Situations Wanted—(Cont’d) Help Wanted Situations Wanted—(Cont’d)

Announcers Management Announcers

Experienced dj desires non-combo operation E:_c&anding central U. 8, station desires manager Experienced announcer, preSently employed in
wi cpportunig to develop ag personality on wi proven record. Exceptional opportunity. ratﬁo. desires advancement to tv. le, 27,
morning or n1§ ttime show. Top 40 operation. Good salary. Excellent working conditions. Good  veteran. Tape, resume available. Box 908B,
Max music—min chatter. Box 987B, BROAD- salary plus over-ride. Send complete info BROADCAS! G.
CASTING. Box 973B, BROADCASTING.

Announcer. Ten years experience network af-
flllate and independent. Quality voice, familiar
all types music. News and sports, write and de-
liver. Also coxﬁr. Some sales. Public relations,
tlcgrl(l;ege. Married. Car. Box 989B, BROADCAST-

Disc jockey; experienced, vet, college. Prefer
east coast. Interview or tape will convince. Box
990B, BROADCASTING. |

Experienced staff announcer. specialize in sports.
734 McKinley Place South., St. Cloud, Minnesota.

Florida, attention: former resident returning with
extensive announcing experience, 1st ticket.
News and ﬁood music specialist. Box 104,
Greensbore, N. C.

Versatile staff man, four years announcing ex-
perience, available November 15th. Will consider
all offers. References, married, reliable. Cal
Harvey, WMRE, Monrce, Georgia (81711).

Radio announcer. Negro. B.S. Degree. Thoroughly
trained in news, commercials, board d{ work.
Travel anywhere, tape. resume available. Do
adgsiggy. 114-27 - 141st Street, Jamaica, N. Y. JA.

Announcer, some_experience In major market.
Operate console. Presently employed, desire job
in any market at reasonable salary comparable
to market. Married, children, do not drink.
Contact John Stikes, Mobile, Alabama. Phone
Greenwood 8-2373.

Technical
Engineer, 1st phone, experienced am and fm
transmitter, studio. remotes and recording. Will
relocate. Available immediately. Box B865B,
BROADCASTING.
First phone; experienced transmitter, control
room, remotes, and constructions. Box 9B,
BROADCASTING.

Combo man, 1st phone, $85, no car. BE 7-6721
after 6:00 p.m. Russ Randolph, 2219 N. Parkside
Ave., Chicago, Illinois.

Production-Programming, Others

Program director, want position with full re-

sponsibility of that department. 14 years ex-

erience in all departments of radio and tv,

lly gualified to oversee a smooth operation in

a competitive market. Can furnish best of ref-

erences from past employers. Married, sober, 30
years old. Box 932B, BROADCASTING.

Experienced 1st phone combo family man prefer
co/w deejay. No maintenance. Box 939B, BROAD-
CASTING.

Idea man with production and announcing ex-
perience, now working, interested in position to
develop as a personality. Interested only in op-
eration with fast-paced production: no combo
operation; no daytimer; $125. Write Box 8%49B.
BROADCASTING.

I think 1 know. At least I should, having spent
the past 10 years creating advertisi and pro-
motion for every phase 'of radio and television in-
cluding network, spot and local. Have served as
copywriter, assistant manager and manager. Can
supply excellent references and samples. If
you're looking for a man who's old in experi-
ence and young in fact, let's talk. Box #87B,
BROADCASTING.

Hollday help. Experienced all phases. Now till
January 6. Work helidays. Eastern U. S. Box
985B, BROADCASTING. '

Contlnuity writer, imaginative, versatile, ac-
curate. Woman. Experience local news editing.
traffic, interviewing also. Employed Washington,

. C.; want north central iocation, radio, tele-
vision. or agency continuity. Box 986B, BROAD-
CASTING.

Husband-wife team desire positions with ad-
vancement., management possibilitles. College
graduates, experienced most phases radio. Inter-
ested community living. Prefer west or north-
west, but will consider any good offer. Box 983B,
BROADCASTING.

Commercial continuity writer with 7 years ex-
erience in radio and television. Ellis Babcock,
813 S. 12th, Manitowoc. Wise.

Sales

Unusual opfuortunity created for assistant na-
tional tv sales manager for two tv stations, one
NBC-TV and one ABC-TV, owned by the same
company, in one of the richest markets in mid-
America. Send complete info to Box 874B,
BROADCASTING.

Technical *

Assistant supervisor well established tv station
in nertheast with transmitter staff of 6, requires
asgistant transmitter supervisor. Must be tech-
nically guauﬂed in measurement and malinte-
nance of tv transmission equipment. Character
and technical references required with applica-
tion. Box 690B. BROADCASTING.

Unusual opportunity for inexperienced man who
wants on-the-job training in tv transmitter op-
eration. First phone required. Box 691B, BROAD-
CASTING.

Television engineer. Immediate opening for ex-
?!erienced engineer with first phone. Contact

. E. Barg, 1015 N. Sixth Street. Milwaukee,
Wisconsin.

Versatile tv man desires position In northeast.
Smooth commercial delivelg. news, weather,
sports and mc experience. Box 921B. BROAD-
CASTING.

TV announcer, air personality. Solid experience,

exceptional abilit{. outstanding tv-radio back-
ound. Seeking better financial opportunities.
0X 941B, BROADCASTING. b

Professional broadeaster, married, veteran, col-
lege graduate, elevén years broadecasting, known
in the industry, desires major market arogra.m
directorship. Box 954B, BROADCASTING.

Seeking job as staff announcer radio-tv. Thor-
oughly trained. Live commercial experience.
Tape avallable. Box 979B, BROADCASTING.

News-sports. Gather, write, air news. Actlon
sports. Five years at the “mike," four years ‘“on
camera.” Seeking bigger market after present
city three years. Box 096B, BROADCASTING.

Technical

More radio than tv experience, recent technical
school graduate. Box B, BROADCASTING.

Production-Programming, Others

Experienced television copywriter with speed
and Iimagination for Texas vhf. Box 945B,
BROADCASTING.

New net affiliate in three station market ur-
gently needs applications from experienced news-
men who are able to head department as well
as deliver it on the air. Excellent opportunity for
excellent talent. Box 968B, BROADCASTING.

Fine opportunity for news man with strong mid-
west radio-tv outlet. Desire man who can report
news, and write, as well as do both radio and
tv_ air work. Send full info tape. availability.
salary desired Shoto. experience to Box 975B,
BROADCASTING.

Artist-photographer combination. Radio and tele-
vision operation. Must have working knowledge
of news and commercial Ehutographi{. Complete
photo equipment and dark room facilities avall-
able. Send complete background and samples of
work to Box $76B, BROADCASTING.

We need an idea man to head up our promotion

department for midwest radio and tv station.

Unlimited opi)ortunity. Good salary., commensu-

rate with ability to build and develop tep notch

gromotional ideas. Send samples, background to
ox 977B. BROADCASTING.

Newsman: Wanted immediately by Michigan
radio-tv station. Good delivery an: abilitgva to
gather and write own news essential. Send tape.
resume and photo. State salary requirements first
}:Btter. Contact News Director, WJIIM-TV,
ansing.

TELEVISION

Situations Wanted

Management

Manager-salesmanager. Management and sales
experience in television and radio. Dependable
with consistent successful record. Desires stable
growth operation. Box 934B., BROADCASTING.

Station wmanager-commercial manager. Hard
working. conscientious with outstanding tv sales
and ad agency record. 10 years experience with
best of references. Relocate west of Mississippi
only. Family man interested in incentive plan.
Available now! Box 982B. BROADCASTING.

Manager in small market, looking for oppor-
tunity in larger , market. Sales-minded. eco-
nomical operator, sound ideas, programming
background. Thirteen years radio-television, Ex-
cellent references. Box 894B, BROADCASTING.

Sales

Sales, aggressive, intelligence, fine appearance.

Veteran, young, college graduate, scholarship
student. Locate N. Y. area. Box 938B. BROAD-
CASTING.

Family man. Three Years with present employer.

Seeks Freater potential in western market.
Available for Interview., Bex 9%44B, BROAD-
CASTING.

Thoroughly experienced, good record, fine refer-
ences. Sales-management experience. No drifter,
family, 31. If you have the right, permanent posi-
tion. I'll make you money. Box 9580B, BROAD-
CASTING.

BROADCASTING

Immediate Sale

12 KW GE UHF
TRANSMITTER

complete including Pyranol
Transformers

Antenna System

including 3865’ Stainless
Tower and Waveguide

Studio Equipment

complete including 2 studie
camera chains and 2 film
camera chains

Excellent Condition

Will sell transmitter or
studio equipment separately
or make offer on entire
package

Inventory and Description
on request

Write Box 104C, Broadcasting
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TELEVISION FOR SALE WANTED TO BUY
Situations Wanted——(Cont’d) Stations— (Cont’d) Equipment—{(Cont'd)
: FM transmitter 6 to 10 kw and accessories in-
peauics] Norman & Norman, I S e oratsaly,  cluding monltor and studio equipment.'Contact
Engineer, 1st phone, experienced all phases of handled with care and discretion. m‘e,ri'nced Slf&rgaeo Vlg:o m & Co. B35 N. 19t St Filadel-
studio operation, presently employed. Desires to f‘:rl:.ner radio and television owners and opera-

relocate on west coast. Box 985B, BRCAD-

CASTING.

Production-Programming, Others

Write now for our free bulletin of outstlndinz
radio and tv buys throughout the United States

Photographer. Experienced news and commer-
cial, complete equipment; famil locate any-
where. Box 893B, BROADCAS G

Copywriter-fresh, new production Ideas, on-
camera _and writing experience. Box 520B,
BROADCASTING.

Young man, 25 college degree, Masters in music
and tv production and direction. Three years ex-
E‘r}ence as iv-music director and cameraman.

perienced singer, actor, Seeks r§1351t11-1n with a
future. Box 9371B. BROADCASTING.

Versatile television announcer. Two %:ara on-
camera. News, weather, commercials. 0 years
radio-television sales, Seven years radio.” An-
nouncing, programming. Matried, stable. Will
announce, sell or consider radio management.
Box 998B, BROADCASTING.

FOR SALE

Stations

For sale, fulltime station located in midwest, do-
ing nice business. No broker. Box 924B, BROAD-
CKSTING.

For sale: North Alabama small station, new
e%uipment excellent market, good gross. $75,

ash down. No brokers. Box 943B,
BROADCASTING

Wanted, operating partner. Owner of two slngle
station market ro erties in northeast seeks a
fressive. compe operator who will buy 50

terest in both and operate them. Other commi
ments prevent me from doing the right kind of
a job myself. Cash necessary, but ability more
important. Write fully in confidence. Box 997B,
BROADCAS'I'ING

Calfornia fulltime. Good frequency. Excellent
growth possibilities. Now grossin $12,000
monthly and Increasing. Asking $185000 with
$65,000 down. Bex 103C, BHOADCAS G.

Gﬁunmy broadcast property now avaflable on ex-
clusive hasls Ra ph  Erwin, Broker. Tuloma
Building, Tulsa

Ozark wonderland. A thrlving medlum cii‘:% mar-
ket. A pioneer station. Pri ritten
inquiries invited. Ralph Erwin Btoker Tuloma
Building, Tulsa.

Mid-continent station. Now available. A !u.ll-

time operation. Cily of more than 30,000.

than 300 miles from Kansas City. Substantial

down payment required. Written Inquiries in-

%}fé’ lph Erwin, Broker, Tuloma Building.
a.

Twin Clty investment groups seek selected mid-
western radio and television properties for im-
mediate investment. Substantial cash down pay-
menta assured. All inquiries handled with con-
ﬂdence and _diseretion. Herb G

Ags .
Piymouth Building. olis, o

Minneapolis, Minnesota.

Jack L. Stoll & Associates, 6381 Hollywood Bivd.,
Los A 1 Calif.

Equipment
16mm Pprofessional motion picture production
equipmeént, complete, like new. Free descriptive

list. Box 927B, BROADCASTING.

For immediate sale. Two (2) Adler model VST
150H tv transmitters, 150 watts visual, 75 watts
aural. channel 13. One (1) Alford 4 bay gain of
4 transmitting antenna, channel! 13. One (1
beacon for above. One (1) dummy load. KSHO-
TV, Rancho Vegas, Las Vegas, Nevada. Phone
Dudley 2-8010.

740 feet 6% inch coax transmission line in per-
fect condition. Crated and ready for shipment,
$1,400 cash. Contact W. L. Shackelford, KSWS-
TV, Roswell, New Mexico.

Moblle broadcast siudio. Converted air llne bus.
With or without equig’ment Range 20 mlles.
Money maker. WEOK, Poughkeepsie, N. Y.

Two_ Dage 300C vicucon camera chains with latest
modifica ions, includ © cameras, two_cam-
era controls lpower suppues. two 1-inch
lenses, two 3 anh enses, two tripods and fric-
tion heads. George Wilson, TV, Cadillac.
Mich. Prospect 5-3478.

Tower, 200’ gnyed Windcharger, n pe light-
ing, perfect condition, presently erectetg will ac-
cept best offer received before November
must be moved promptly, Phillip G. Back, Ark-
ansas Gazette Building, Little Rock, Arkansas.

WANTED TO BUY

Stations

Stations wanted! New Mexico, Texas, Colorado,
Oklahoma, Lo

nSaE, Mis-
sourl. Private service. Ralph J. Erwin. Broker.
The Tuloma Bullding, Tulsa.

Equipment

Wanted to buy, 10 kw fm transmitter, other fm
accessories. Reply Box 467B, BROADCASTING

Wanted: 250 watt fm transmitter, frequency and
modulntion monitor. State make and condition.
k cash sale. Box 947B, BROADCASTING.

Television studio in New York state wants used
lighting equipment. Box 101C, BROADCASTING.

Used Gates remote control units, complete, Con-
tact Ken Duke, KDDD, Dumas. Texas. Phone
Webster 5-4141.

Interested in purchasing a 3 kw or a 5§ kw fm
transmitter or a 5 :lm ampllﬂer whjch can
be driven by 1 ansmitter.

L 5§gonderllng. WOPA Oak Park luinois. Village

We need 5 to 10 kw fm transmitter and acces-
sories-monjtor-studio  equipment. Any unit or
4 set up. Write Missionary Foundation, Box
254, Pasadena, California.
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PAY-TV OPPORTUNITY

Television station in prosperous and growing city of
210,000 population. ldeal opportunity for early en-
try into prosperous Pay-TV. Includes 60,000 square
feet of valuable land well located, 5,260 square feet
tile and cement block building fully equipped and air
conditioned, 450 foot tower, RCA transmitter and
Channel 17 radiator. Will sell for less than replace-
ment cost on favorable terms.

Box 820B, BROADCASTING

Nl aal gl gl gl gl gl gl gty

AN A A A A A A A A A A AN A A A A AN A A

QIPOOPVOVIVOVVPOOC

INSTRUCTIONS

FCC nrstdphone Preparation by correspondence
or in resident clamsas. Gur schools are located in
Hollywood, California and m, D. C.
For free booklet, write Granthi.m ool, Desk
B2, §21-19th Street, N. W., Washington, D. C.
FCC first phone license in nx weeks. Guaranteed
instruction by master t . Phone FL

2-2738. Klkins Radio License School. 3606 Regent
Drive. Dallag, Texas.

F.C.C. license residence or corr: ndence. The
Pathfinder method-ghort-thoro =i ve.

For bonus offer write Pathfinder dio Services,
737 11th St., N. W., Washingten, D. C.

RADIO
Help Wanted

Announcers

PERSONALITY D_]'

If you are a dj who is a personality on a
minimum of talk and who can follow

sound music policy, WSBA, York, Penn-
sylvania has an attractive position for
you. Salary open. Send tape and complete
mformatzort to Program Director.

ONE OF AMERICA’S
LEADING INDEPENDENTS

in top 20 market soon moves out
into other major areas. We're now
recruiting talented, experienced
jocks and newsmen ready to join
young, aggressive, dynamic group
operation. Solid, mature, non-fran-
tic success-proved broadcasters in-
vite your tape and resume. Send to

Bill Burns, Pgm. Dir,
Gordon Broadcasting Co.
HOTEL SINTON e CINCINNATI 2, OHIO

PEDPIDPODIDODPD PP DD DD
FLORIDA OPENING

Steady announcer-disc jockey
wanted by new, live-wire muysic and
news daytimer. (Not top 40). Good
salary for good man. Pleasant work-
ing conditions. Excellent fishing and
swimming. Average temperature
74°. Rush tape, photo and resume.
WBIL, Box 638, Leesburg, Florida
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Situations Wanted

Announcers

AT LIBERTY

Clyde Caswell, ulso known professionally
as Jim Christie. Over 20 years radio
I experience. Knows dall facets. Voted in
“Top Ten" D.J." s in ¢/w field lt.m three
years. I d in Manc Pro-
gromming or what have you? Would like
Midwest or Chicago area but will con.
sider all others. Excellent references of
past performances.
1428 Jefferson St.,

Des Plaines, Ill.
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TELEVISION

Help Wanted

OPPORTUNITY. Experienced young
woman to do live TV commercials on
across-the-board show in Philadelphia.
Must be personable and sell convincingly.
Young housewife type preferred. Firm
contract to right gal. Send full resume
and photograph to
Box 923B, BROADCASTING.,

ASSISTANT PROMOTION MANAGER

Network owned TV station in
East needs an assistant pro-
motion-publicity manager im-
mediately. Good future for
experienced go - getter with
some writing ability. Send resu-

me and samples to

Box 105C, BROADCASTING

, FOR SALE

Transmitter, VHF Dumont 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
Al Professional Makes
New—Used—Trades
Suppli pi—I'uris— A& cesmmorizn

STEFFEN ELECTRO ART CO.

4406 W, North Avenme
Milwaukee 8, Wise,
Hilltop 4-2715

Amaeriea’s Tape Recorder Specialists

EMPLOYMENT SERVICE

BROADCASTERS EXECUTIVE
PLACEMENT SERVICE

CONFIDENTIAL CONTACT
NATIONWIDE SERVICE
HOWARD S. FRAZIER, INC.

1736 Wisconsin Ave., N. W.
WASHINGTON 7, 0. G,

BROADCASTING
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Continued from page 130

WNOW. Ella Nelson has retail fur shop. An-
nounced Nov. 7.

WPCC Clinton, 5. C.—Seeks assignment of cp
from Clinton Bestg. Co. to Radio Station wWPCC
Inc. Corporate change. No centrol change. An-
nounced Nov. 12

KMIL Cameron, Tex.—Seeks assignment of li-
cense from Milam County Bestg. Service Ltd., to
Milam Rcstrs. Ltd. Corporate change. No control
change. Announced Nov. 6.

Hearing Cases
FINAL DECISIONS

Commission announced its order of Nov. 6
dismissing petition by Sangamon Valley Televi-
slon Corp., unsuccessful applicant for ch. 2 in
Springfield, Ill, compatative proceeding for re-
consideration or clarification of Aug. 27 action
(announcing ;‘?provnl of specifications submitted
by WMAY- In¢., for operation of station
WMAY-TV Springfield, on ch. 36 pursuant to
memorandum opinion and order which sub-
stituted ch. 35 for ch, 2 and modified WMAY-TV
authorization accordingly, which action was
without prejudice to whatever action Commis-
sion may be required to take as result of deci-
sions by Court of Appeals In Sangamon Valley
Television Corp. v, United States and FCC) to
reflect the fact that, under the specific terms of
frant which it voluntarily accepted. WMAY-TV
nc., has surrendered all asserted rights with
respect to ch. 2. Comrs. Mack and Craven ab-
stained from voting.

By memorandum opinion and order of Nov. 13,
Commission denied petition by Radio Cincinnati
Ine, (WKRC-TV ch, 12), Cincinnati, Ohlo, inter-
venor, for enlargement of issues and motion to
strike certain language in opposition thereto
filed by WHAS Inc. (WHAS- ch. 11), Louis-
ville. KY. in proceeding on application of
WHAS-TV to move trans. toward Lexington,
Ky., increase ant. height to 1.818 ft., and make
other changes.

By memorandum opinion and order of Nov. 13,
Commission denied motion by Nevada Telecast-
ing Corp. (KAKJ ch. 4), Reno, Nev., for discov-
ery and inspection of certain statements in con-
nection with proceeding on revocation of cp of

J. Comr,. Ford abstained from voting.

BY memorandum opinion and order of Nov. 13.
Commission denied motion by Booth Radio &
Television Stations Inc. (WJVA), South Bend,
Ind,, to enlarge issues in am proceeding on its
a Pﬁcaﬂon and that of Allegan County Bestrs.,
Allegan, Mich., both involving 1580 kc.

Commission announced Its decision of Nov. 13
which (1) dismissed pleading by American
Sonthern Bcestrs, entitled “Further Repéy to
and Explanations of Questions Directed to Carrol
F. Jackson at Oral Hearing": &2& %'anted o~
tests of Southland Bestg. Co. (WLAU) and New
Laure]l Radio Station Ine. (WAML), both Laurel,
Miss.; (3) reversed Commission's action of Nov
24, 1654. grantingbappucauon of Carroll F. and
D, N, Jackson, d/b as American Southern Bestrs,
for new am station (WPWR) to operate on 1430
ke, 1 kw D, in Laurel, Miss.,, and denied said
application, and (4) terminated Eroceedings in
Docket 11262. Comrs. Craven and Ford abstained
from wvoting.

INITIAL DECISIONS

Hearing Examiner H. Gifford Irion issued
initial decision lookixégl toward grant of ap-
test by Mid-Florida dio Corp. {(am station
WLOF), Orlando, Fla,, and (2) confirming Feb. 6
grant of applicaéion of Telrad Inc., for mod. of
cp of station WESH-TV (ch. 2) Daytona Besach,
Fla., to move trans. to a site about 25 miles from
Daytona Beach in direction of Orlando and in-
crease ERP to 100 kw . and 60.3 kw aur. and
ant. height to 940 ft. Announced Nov. 7.

Hearini Examiner Jay A. Kyle issued Initial
decision looking toward grant of appllecation of
Gold Coast Bestrs. for new am station to operate
on 1470 ke, 5 kw DA, D, in Pompano Beach, Fla.
Announced Nov. 8

Hearing Examiner Annie Neal Huntting issued
an initlal decision looking toward grant of ap-

lication of Robert H. Sauber for new am station
?o operate on 1430 ke, 500 w D, in Franklin, Pa.
Announced Nov. 8.

Hearing Examiner Thomas H. Donahue issued
initial decision looking toward grant of applica-
tion of Beehive Telecasting Corp. for new tv
station to operate on ch. 11 in Prove, Utah, An-
nounced Nov. 13.

OTHER ACTIONS

Commission Instructions in Docket Cases

Commission on Nov. 13 directed preparation
of documents locking toward:

Denyin etition by Community Telecasting
Co. (\%xi‘vp ch, ‘13), Youngstown, Ohio, for re-
hearing and reconsideration of ﬁept. 5 memo-
randum opinion and order which dismigsed its
protest to Commission's Feb, 20 grant of appli-
cation of WKST Inec., to change trans. site of

WICClST-TV (ch. 45) and make equipment changes,
a

nd

Denying petition by Interstate Bestg. Co. JInc.
(WQXR), New York City, for rehearing and
stay of Feb. 13 decision which n&ranted applica-
tion of E. Weaks McKinney-Smith for new am
station to operate on 1560 ke, 1 kw unl., em-
ploying a three-element directional ant, in
Paducah, Ky.

ORAL ARGUMENTS SCHEDULED

Commission on Nov. 13 scheduled following
am proceedings for oral argument on Dec. 10:

Hocking WValley Bcstg. Corp. (WHOK) Lan-
caster, Ohio.

Valley Bestg. Co. and Cherokee Bcestg. Co.,
both Murphy, N. C.

Star of the Plains Bestg. Co., Slaton, Texas,
and Plainview Radio, Plainview, Tex., Tesched-
uled from Nov. 25 to Dec. 10.

By order, Commission designated for hearing
on specified issues application of Sacramento
Telecasters Inc., for mod. of cp to change trans.
and studio site of KBET-TV (ch. 10) Sacramento,
Calif., change e ant. and make other equip~
ment changes: denied requests by McClatchy
Bestg. Co. for stay of Dec, 9, 1954, grant of KBET~
TV application and for oral argument on Me-
Clatchy's petition for inclusion of issues: granted
McClatchy petition for inclusion of certain issues
insofar as they relate to application for mod. of
cp and denied tition in all other res?cects;
granted KBET- motion to strike McClatchy’s
petition for inclusion of issues from ch. 10 com-
parative proceeding; made McClatchy party to
proceeding. -

Routine Roundup

ACTIONS BY FCC

PETITIONS FOR RULE MAKING FILED

Star Broadcasting Co. Ine, WCBF-TV Roch-
ester, N. Y.—Petition requesfing amendment of
Sec, 3.606 of rules to allocate ch. 13 to Rochester.
Petitioner also requests issuance of order to
show cause why its authorization for ch. IS
Rochester should not be modified to specify
operation on ch. 13.

ACTIONS ON MOTIONS

On petitlon by ch. 16 of Rhode Island Ine.
(WNET ch, 18), Providence, R. I, Commission
on Nov. 8§ granted in part request for extension
of time for flling reply comments in tv rule-
making proceeding involving Providence; New
Haven, Conn., and Portland and Orono, Me.;
time extended from Nov. 12 to Nov. 27.

By Hearing Examiner Basil P. Cooper on Nov. 7

Ordered that prehearing conference will be
held on Nov. 19 in re £m applications of Hall
Bestg. Co. Ine., Los Angeles; Hogan Bestg. Corp.,
Long Beach, and Richard C. Symonton, Los
Angeles, all Calif. .

By Hearing Examiner James D. Cunningham

on Nov,

Ordered that hearing presently scheduled for
Nov. 13 on application of Chinook Television
Co., Yakima, ash., for gg to replace expired
permit (ch. 23), is continued indefinitely ¥en
action on applicant's petition for dismissal o
his application without prejudice.

By Chief Hearing Examiner James D.
Cunningham on Nov. 6

Granted petition of Jack A, Burnett for dis-
missal without prejudice of his application and
retained in hearing status application of United
Telecasting and Radio Co., for new tv stations
to operate on ch. 8 in Ogden, Utah.

By Hearing Examiner Annie Neal Huntting

on dates shown

Granted motlon of Public Service Bestg.,
Riviera Beach, Fla., and continued from Nov. 8
to Nov. 15 for exchange of applicants’ direct
cases, from Nov. 13 to Nov. 20 for glving notice
as to witnesses desired for cross-examination,
and hearing 18 continued from Nov. 20 to Nov.
27, in yroceeding on Public's am application and
that of Gold Coast Bestg, Co., Lake Worth, Fla.

By Hearing Examiner Elzabeth €. Smlith

on Nov,

Granted petition of Cleveland County Bcests.
Co., Shelby, N. C., for leave to amend Its am
apﬁlication t{o show engineering changes which
will result in reducing interference it will re-
ceive from the proposal of Mountain View Bcsts.
Co., Joneshoro, Tenn, and applicafion, as
amended, is retained jn hearing status.

BROADCAST ACTIONS
By the Broadcast Bureau
Actions of November 8

WAHR Miami Beach, Fla.—Granted assignment
of licenses to Alan H. RosenSon and Yvette
Rosenson, d/b as Mercantile Bestg. Co.

KLEA Lovington, N, Mex.—Granted assignment
oftilce)nse to Lea County Bestg, Co. (stock trans-
action).

KFYR-TV KMOT, EUMV-TV, KFYR—Granted
ac%ulsition of positive control by Marietta Meyer
Ekberg through sale of stock by Etta Hoskins
Meyer to licensee (stock to be retired).

WOV New York, N. Y.—Granted relinquishment
of positive control by Morris 8. Novik through
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MORE

FACILITIES
FOR YOUR PROGRAMS

MORE

VIEWERS FOR
YOUR MONEY

SALES
FOR YOUR PRODUCTS

CHANNEL 4

WWJ-TV

DETROIT

NBC TELEVISION NETWORK

ASSOCIATE AM-FM STATION WWJ

First in Michigan—Qwned and
Operated by THE DETROIT NEWS
.

National Representafives
PETERS, GRIFFIN, WOODWARD, INC.

BUYING
BIG

BUSINESS?

BEST BUY
IN ROANOKE!

WSLS-TV

The circle of WSLS-TV influence
reaches a 2 billion dollar market
. + . bringing 548,200 households
within sales range.

Confirmed by NCS #2 Spring 1956

“best looking”
in ROANCKE..

TR
maximum
Represented power
Nationally

AVERY-KNODEL, INC. =
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the sale of stock to Georgia L. Weil and Edna
M. Hartley.

WCGC Belmont, N. C.—Granted license cover-
ing inerease in power, change hours of opera-
tion. install DA and new trans.; conditions.

WOKZ Alton, Ill.—Granted mod. of license to
change studio location and remote control point.

KDDD Dumas, Tex.—Granted cp to change
ant.-trans. location and operate trans. by remote
control (Same as studic), and waived Sect. 3.30
(a) of rules.

KOIL Omaha, Nebr.—Granted cp to install new
main trans.

KETA Oklahoma City, Okla—Granted mod. of
cp to change ERP fo vis. 74.1 kw, aur. 44.7 kw,
and change type trans. ant. heifht 1450 it

WMDF Mount Dora, Fla.—Granied mod. of cp
to chan%e ant.-trans. location specify studio lo-
cation {same as trans. locatlon), change type
trans. and make changes in ant. (increase height)
and ground system; condition.

WBAB Babylon, N. Y.—Granted mod. of cp
to change type irans. and make changes in
ground systemi.

WQIC Meridian, Miss.—Granted mod. of cp
to change antenna-trans. location.

WTRN rone, Pa.—Granted change of remote
control authority.

Actions of November 7

Granted licenses for following tv stations:
KOTI, cCalifornia Oregon Television, Inc., Kla-
math Falis, Oreg.; KHQA-TV, Lee Bestg., Inc.,
Hannibal, Mo.; WRLP Greenfield Teleyision
Bestg. Corp, Greenfield, Mass.; WTVK, South
Central Bestg. Corp., Knoxvﬂle, Tenn.; WPT.
Sarkes Tarzian, Inc., Roanoke, Ind., and chan
deseription of studio and trans. locations to 3
Butler Rd., Fort Wayne, Ind.; KPAC-TV, Texas
Goldcoast Televlslon, Inc., Port Arf.hur, Tex.;
KGEZ-TV, KGEZ-TV, Inec., Kalispell, Mont., ERP
vis. 151 kw, aur, 8.91 kw, ant. height 220 ft. and
specify studio location (same as trans. Site);
KSPR-TV, Donald Lewis Hathaway, Casper, Wyo.
ERP vis. 13.5 kw, aur. 6.78 kw, ant. height 80
ft.. KOAC-TV, State or Or fgon Acting By and
Through the State Board o Higher Education,
Corvallis, Oreg. ERP vis. 29 kw, aur. 14.5 kw ant.
height 1210 #t. (Noncommercial Educational TV);
WMVS-TV Milwaukee Board of Vocational and
Adult Education, Milwaukee, Wis. ERP vis. 129
kw, aur. 5.7 kw, ant. height 740 ft. (Noncommer-~
clal Educational TV

KODE-TV Joplln Mo.—Granted license cover-
ing changes in facilities of tv station ERP vis.
219 kw (DA), aur. 129 kw (DA).

WMAL-TV Washmgton, D. C.—Granted license
to malntain trans. Incorporated (granted 10-
3-55) as aux. facilitles at main trans. site,

KOMO-TV Seattle, Wash.—Granted license
covering installation of aux. trans. and ant. at
main trans. site.

WMAR-TV Baltimore, Md.—Granted license
cptvering installation of aux. trans. at main trans.
site.

KTBC-TV Austin, Tex.—Granted license cover-
ing chanfes In facilities (main trans. & ant.);
and installation of aux. trans. at main trans. site.

KELO-TV Sioux Falls, S. Dak.—Granted li~
cense covering changes in facilities of tv sta-
tion, ERP vis. 224 kw, aur. 128 kw, ant. height
980 ft., and specify studio location.

WBNS TV Columbus, Ohio—Granted request
for cancellation of license covering aux. trans.
in order to facilitate installation of new egulp-
ment, as previously authorized by the Com-
mission.

KOB-TV Albuquerque, N. Mex.—Granted cp to
change ERP to vis. 27 kw, aur. 13.5 kw, change
type of trans. and other equipment changes, ant.
height 4200 ft.

KWJB-FM Globe, Ariz—Granted mod. of cp
to change type trans.; condition.

WHYN-TV Springfield, Mass.—Granted exten-
sion of completion date to 1-1-58.

Actions of November §

WTAE McKeesport, Pa.—Granted mod. of cp
to change studio location to Penn-Lincoln Park-
way interchange, Ardmore Blvd., Wilkinsburg,
Pa., and waived Sect. 3.813(b) of the rules; ant.
height 960 ft.

WDHF Chicago, IlL.—Granted mod. of cp to in-
crease ERP of fm station to 52 kw, specify new
trans.-ant. location as 727 8. Central, Oak Lawn,
1ll.; and studlo location and remote control point
as 9680 Plaza Terrace, Chicago, Il.; change type
trans. and make changes in ant. system: ant.
height 230 ft.

KETC St. Louis, Mo.—Granted extension of
completion date to 1-6-58.

Actions of November §

WISC-TV Madison, Wis—Granted license for
tv station: ant. height 790 ft.

KBRV Soda Springs, Idaho—Granted license
for am station.

WEZB HoheWwood, Ala.—Granted license cover-
ing change in ant.-trans. location and make
changes in ant. and ground system.

WDSG Dyersburg, Tenn.—Granted ¢p to move
irans. ap zfmximate 3' 300 ft. from present loeation
(same address), change studio locatlon and op-
erate trans. by remote control; tondition.

KFAD Fairfield, JTowa—Granted extension of
authority to remain silent for additional 45 days
from 11-1-57 to permit the preparation and proc-
essing of application for assignment of license.

KALV Alva, Okla—Granted extension of au-
thority to sign-off at %:30 p.m. local time or
period ending 1-1-58.

KMOR Oroville, Calif.=Granted permission to
remain silent for period of 30 days from 11-2-57

1or purposes of refinancing and reorganizing and
a ow me for completion of transfer negotia-

Following were granted extensions of comple-~
tion dates: KOCS Ontario, Calif.,, to’ 3-31-38:
KELL Kellogg, Tdaho, to 3-31-58.

Actions of Nov. 4

KCLP Rayville, La—Granted license for am
station; conditions.

WXXX Hattiesburg, Miss.—Granted license for
am station; conditions.

KCUR-FM Kansas City, Mo—Granted license
for noncommercial educational fm station.

KPEN Atherton, Callf—Granted license for
fm station.

KRCW Santa Barbara, Callf.—Granted license
for fm station; studio-remote control point ad-
dress specified as 818 State St., Santa Barbara.

WVVW Grafton, W. va,—Granted license cov-
ering Instaliation of new trans.

WSPD Toledo, Ohio—Granted license covering
installation of new trans. as alternate main
trans. at maln trans. site.

WBNX New York, N. Y.—Granted ¢p to install
new trans. as an AnX. trans. at present main
trans. site.

WCKR Miami, Fla.—Granted cp to change auXx.
trans. location from old main trans. location to
present main trans. location.

WOAI-TV San Antonlo, Tex.—Granted cp to
maintain presently licensed trans. and ant. at
old trans. site as aux. facilities.

Following were granted extensions of comple-
tion datesg WTWO Bangor, Me., to 1-13-58;
WSBA-TV York, Pa., to 5-22- '58; Koxn Ox.naul
Calif., to 5-21-58; WWHG Hornell, N. to 12-31.

License Renewals

WABYV Ahbeville, 5. C.; WADE Wadeshoro,
N. C.; WAIM Anderson, 8. C.; WAKN Aiken,
§ G wam pean . <
o C. WB ur. n,
gity N.C: WBCU Union, 8. C.; WBEU Beanfort,
S. C‘, WBIG & aux. Greenshoro, N. C.; WBLR
Bateshurg, 8. C.; WBRM Marion, N. C., WBUY

N. ;s WCDJ Edenton, N, C.; WCEC
Roc: Mount, N. C WCKB Dunn, N. C ! WCNC
Elizabeth City, N. C., wCeprs Tarhoro. N. C.;
WCSC Charleston, S. C.; WDKD Kingstree, 8. C.,
WDNC Durham, N. C,; WEAB Greer, 8. C.;
WEED Rocky Mount, N. C.; WGTC Greenville,
N. C.; WGWR Asheboro, N. C WIAM Willlams-
ton, N. C.; WIS Columbia, S. C WIST Charlotte,

ACS;! WJAN Spartanburg, S. WINC Jackson-
vllle N. C.; WKBC North wﬁkesboro, N. C.i
WKMT Kings Moun C.; WLON Lincoln-
ton, N, C; WSAT smsimry, . C.; WTIK Dur-
ham, .; WWIT_ Canton N C.; 'WICO Salise
bury, Md "WJKO Springfiela, Mass.

UPCOMING

Novemher
Nov. 17-20: Tenth Annual Conference, Public Re-

lations Soclety of America, Hotel Sheraton,
Philadelphia.
Nov. 19-20: American Assn. of Advertigsing Agen-

cles, eastern region, Roosevelt Hotel, ew
York.

Nov, 22: Television Bureau of Advertising, mem-
bership meeting, Sheraton Hotel, Chicago.

Nov. 22: American Assn. of Advertising Agencles,
east central region. Detroif.

December
Dec. 6: Board of governors, Canadian Broadcast—
ing Corp. House of Commons, Ottaw:
Dec. 9! UP Newspaper Editors of New York
State, Hotel Syracuse, Syracuse.
Dec. 18: “Resturgent New England,” state broad-
caster groupn organization meetlng, Vendome

Hotel. Boston
January
Jan. 24-26: American Women Ih Radlo & Tv,
annual “Sight ahd Sound Seminar,” Hotel

Biltmore, Palm Beach, Fla.

Jan. 30-31! 13th annual Radio & Television In-
stitute, School of Journalism, U. of Georgia.

February

Feb. 1: Farm Broadcasting Day, celebration to
be planned by NARTB and Dept. of Agri-
culture.

Feb. 3-7: American Institute of Electrical Engi~
neers, general meeting, Statler and Sheraton-
McAlpin Hotels, New York.

Feb. 13-15: 11th annual Westem Radio and Tv
Conf., Bellevue Hotel, San Francisco.

April

April 22-24;: Electronic Components Conf., Am-

assador Hotel, Los Angeles.

April 24-26: Advertising Federation of America,
fourth district convention, Floridian Hotel,
Tampsa, Fla.

April 28-May 1: 36th annual Broadcast Engineer-

g Cong., Statler Hotel, Los Angeles.
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NBC

JOE VADALA

cameramen

on

JESSE SABIN

depend

SANTINO SOZI10

IRV SMITH

the high speed and wide latitude
of Du Pont “Superior” 4!

Speaking for NBC cameramen all over the
world. Mr. Gene Juster, Manager of NBC
Newsfilm, said that DuPont Superior® 4
Motion Picture Film is the best combination
of wide exposure latitude and high speed they
have found.

News cameramen have to shoot many situa-
tions with only available light and they have
found that “Superior” 4, lets them get good
newsreel shots in almost any light. In fact, as
a test of this film’s speed, a man was photo-
graphed in a darkroom, holding a lighted match
a foot from his face. With this single light
source, DuPont ““Superior” 4 recorded recog-
nizable features.

99 times out of 100, these cameramen cannot

REG. U, 5. PAL OFF.

BETTER THINGS FOR BETTER LIVING
... THROUGH CHEMISTRY

BROADCASTING

afford the luxury of a meter reading before they
shoot. They rely on their experience and their
confidence in the film they use to get a good
picture—and they usually can’t go back and try
again. Many of the men assign their own speed
ratings to a film, and NBC has learned to de-
pend on the wide latitude of “Superior” 4 to
handle these varied ratings during processing,.

In view of the confidence which NBC’s ex-
perienced cameramen, like those shown above,
place in Du Pont “Superior” 4, it’s not surprising
to find that this fine film 1s in NBC’s film stocks.

FOR FURTHER INFORMATION about Du Pont Motion
Picture Films, ask the nearest Du Pont Sales Office,
or write Du Pont Co., Photo Products Dept., Wilming-
ton 98, Delaware. In Canada: Du Pont Company of
Canada (1956) Limited, Toronto.

Mr. Gane Juster {right) of NBC Nawsfilm
and Mr. William Sweet, Du Pont Tech-
nical Representative, discuss the ability
of Du Pont “"Superior” 4 to withstand the
high processing temperatures met when
using NBC’s "Jiffy’” processor.

DU PONT MOTION PICTURE FILM

DISTRICT SALES OFFICES
Atlanta 8, Ga. 805 Peachtree Bldg.
Boston 10, Mass. 140 Federal Street
Chicago 30, I1l.. .4560 Touhy Ave., Lincolnwood
Cleveland 16, Ohio. . .20950 Center Ridge Road

Dallas 7, Texas. ..
Los Angeles 38, Calif., 7051 Santa Monica Blvd.
New York 11, N. Y.
Phila., Pa...308 E. Lancaster Ave., Wynnewood
Export. .. Nemours Bldg., Wilmington 98, Del.
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RADIO’S STERLING QUALITIES

Stephen B. Lubunski, vice president in
charge of programming, American Broad-
casting Network, told the Providence Ad-
vertising Club that it is difficult to make
a bad buy in radio and virtually impos-
sible to make a bad buy in network radio.
He made these points gbout radio to ad-
vertisers and agencies seeking effective
advertising at a reasonable cost:

We think that network radio offers
you some possible answers. Radio is the
only medium which effectively combines
entertainment, communication, informa-
tion and advertising all at once. It offers
showmanship in entertainment plus sales-
manship by personalities. It offers you
copy control and the kind of careful in-
tegration of commercials into the body
of radio shows which makes your ad-
vertising more effective.

Radio has the quality of multi-access—
the ability to reach into every room in
the house, into the automobiles, and
everywhere else outside of the home.
Radio is ambiactive—it allows listeners
to continue doing the things they have
to do or want to do while listening to
the radio. Radio is the ideal medium
for reaching 170 million people through
140 million radio sets—the largest po-
tential circulation you can buy in ad-
vertising. No other advertising medium
has anything like radio’s power to satu-
rate, its ability to persuade and its ex-
traordinary capacity to reach people
everywhere and in every conceivable
activity.

WHAT’S FUNNY ABOUT TV FUN?

Critic-writer John Lardner, in the Nov.

2 New Yorker magazine, examines the

whys and wherefores of, good humor as

expressed on the air and finds it little
better than “synthetic fun.”

In a number of recent television shows,
the dominant note has been one of good
humor without visible or audible cause,
The performers in these shows—Frank
Sinatra, Dinah Shore, Bing Crosby, Perry
Como and Louis Armstrong, among
others—have worked long and hard to
establish the point that comedy on credit,
the mere display of cheerfulness or gaiety,
is a satisfactory substitute for comedy it-
self. Heard comedy, they seem to sug-
gest, is droll; that unheard and accounted
for is just as funny. It’s a tenuous propo-
sition, at best. In practice, comedy on
credit, or synthetic fun, is bound, I think,
to embarrass and frustrate the spectator
who was brought up on the product of
outright professional comedians. Gay or
not (and much of the best of it is sad or
dour or wolfish), real comedy has a
sound metallic base. It accounts for
itself,

It’s true that we're living at a time of
crisis for comedy in television. The air
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has been almost completely purged of
trained comedians, on commercial
grounds. . . . Live entertainment in the
costly evening hours has fallen largely
into the hands of “personalities” like Mr.
Sinatra, Miss Shore, and the others . . .
(“Personality” seems to be a slang word
in the trade for a singer who goes on per-
forming between songs). The personality,
or singer, is asked to manage the entire
gamut of crowd-pleasing, from music to
clowning. The fun he or she produces
turn out invariably to be synthetic fun—
the comedy of the baffling wink, the
groundless giggle, the esoteric gesture, the
private joke or allusion in a language that
appears to be rooted in jazz dialect or
Athapascan, or both.

. .. What’s disturbing about this state ot
affairs is that the taste for complete com-
edy (which at its best involves not only a
comic point but an opportunity for satire
and comic criticism) is in some danger of
being bred out of our species entirely, like
the taste of natural orange juice.

The sham comedy of the singer-person-
ality has several subdivisions. One is non-
chalance, a time-honored substitute for
wit. Nonchalance on television ranges
from the easy, polished, almost ingrained
equanimity of Mr. Crosby, which seems to
arise logically from his character, to the
utter sang-froid of Mr. Como, who is
nonchalant in a purer, more literal sense,
like a damp match. In Miss Shore, who
now sometimes practices it for humorous
purposes, nonchalance is a little out of
place, as it might be in any normally vi-
vacious and straightforward woman. Mr.
Sinatra, a somewhat adaptive performer
(though an excellent singer), is fine at non-
chalance when he is working with an ex-
pert like Mr. Crosby. At other times, he
handles the mood uncertainly; he is prob-
ably not a natural-born understater.
There's a tendency among personalities
who are inexpert at composure to “break
up,” as the current jargon goes—to laugh,
sometimes from nervousness, sometimes
deliberately and wishfully, with no prov-
ocation whatsoever. . . .

GLOOMY OUTLOOK FOR FILM

Edwin Silverman, president of Chicago’s
Essaness Theatre Corp., thinks banking
interest are forcing film executives to sell
backlogs to tv at too meager a price. He
warns that this could collapse the movie
industry as it exists today and subse-
quently put tv in the impossible position
of having to bear high film production
costs by itself. Mr. Silverman’s remarks,
in part, to the Essaness board:

After careful analysis of the impact of
the release of major motion pictures to
television, it is an inescapable conclusion
that unless the distributing companies
refrain from short-sightedly making addi-
tional important pictures available to tv,

the theatre business as we know it will
disappear.

It is possible that 10,000 theatres may
close during the next year.

The liquidating influence of banking
interests has caused veteran film execu-
tives to act against their best judgment in
selling their backlogs to television for
meager sums.

Ironically, if theatres perish, future
quality motion pictures will not be
available to television because tv cannot
absorb the heavy production costs that
accompany the making of quality
movies. . . .

Television, as it is now constituted,
cannot match movie theatres in covering
the enormous costs of making fine films.
Producers and distributors of quality
movies must realize they cannot have
their cake and eat it too, unless and until
pay television comes along.

SUN OR SHADOWS AHEAD?

The biggest business boom in history,
to start around [962, is predicted by
Arch N. Booth, executive vice president
of the Chamber of Commerce of the
U. 5. Speaking Thursday before the In-
surance Federation of New York, Mr.
Booth warned that governmental restric-
tions on private enterprise can endanger
this bright outlook. A portion of his talk
follows:

The business boom which America
has been enjoying for the past ten years,
the experts tell us, is slowing down. But
no widespread slump is in sight.

For the five-year period ahead—be-
tween now and 1962—the economists see
a steady growth of the economy.

And, then—beginning about 1962—
this country will experience the greatest
business boom in its history.

The business future is bright, indeed
—they tell us.

But things will not be that easy. There
are hazards in the way.

For example, there are hazards which
business faces on the legislative front. . . .
The future of business will be shaped
by the decisions that are made in the
legislative halls and the administrative
offices of Washington,

If we are to enjoy good business in this
country in the months and years ahead,
then we must have a philosophy back
of our national policies and national laws
that is conducive to good business—
and not a philosophy that frowns on
free enterprise and considers it an evil.

.+ . The whole future of private busi-
ness could be changed by laws passed in
one single session of Congress. And
there is plenty of evidence to show that
it definitely would be, if the business
community were thoroughly well organ-
ized, alert to what is happening and vigor-
ously on the job.

BROADCASTING
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and the grant punch board

This is a nuclear reactor. And neu-
trons from the tons of pure uranium
metal inserted in these holes produce
radioisotopes — the strange and won-
derful prizes of the atomic age.

While these man-made radioactive
materials have been available for only
a short time in commercial quantities,
they have already found a wide range
of uses—in industry, in agriculture
and in medicine where radioisotopes
have practically replaced radium in
the treatment of cancer.

Every day new uses are being found
for uranium in nuclear power devel-
opments. To meet these present and
future needs, Anaconda has developed
reserves of millions of tons of urani-
um ore. These reserves, together with
new ore processing methods pioneered

‘BROADCASTING

by Anaconda at its Bluewater, New
Mexico plant, have made Anaconda
America’s leading producer of ura-
nium concentrate,

Other Anaconda products are also
contributing to the expanding use of
nuclear energy. Many are used in the
actual production of radioisotopes,
while lead—another metal produced
in large quantity by Anaconda—is em-
ployed as radiation shielding where-
ever radioactive material is present.

Anaconda’s role in nuclear energy
is typical of the way in which its ex-
tensive line of non-ferrous metals and
metal products—the broadest combi-
nation offered industry today—is con-
tributing to America’s growth and

progress. 51280A
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The
ANACONDA

Company

The American Brass Company
Anaconda Wire & Cable Company
Andes Copper Mining Company
Chile Copper Company
Greene Cananeo Copper Company
Anaconda Aluminum Company
Anacanda Sales Company

International Smelting ond
Refining Company
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-OR NEWS
N THE
NATION'S
CAPITAL...

|S THE SPEAKER OF THE HOUSE!

WRC is Washington's favorite radio station for news! Its Monday-through-Friday local news
programs win an average 26% share of audience— greater than the competition on any of the
other 16 radio stations in the nation's Capital. Now, more than ever, listeners want news. And
because these audiences want news, and listen attentively, your sales story—within the naws
program format—goes over with maximum impact. You can benefit immediately from WRC's

big news ‘'beat.”” Your NBC Spot Sales representative
will supply you with current availabilities in a flash. Call him. W R C 9

Source: NSI Report — Washington, D.C., Area — July, 1957 WASHINGTON, D.C. SOLD BY NBC SPOT SALES
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— MONDAY MEMO

from PAUL G. GUMBINNER, vice president and radio-tv director, Lawrence C. Gumbinner Agency

THERE’S INSPIRING FRUSTRATION
IN CREATING COMMERCIALS

Once there was an author who wrote a book, had it
published, and was wholeheartedly satisfied as he read the
first bound copy. He was equally pleased when he re-read it a
year later. That’s why he never was ablc to write a second
book fit for publication.

Pity the creative man who is genuinely satisfied with his
creative work. An ad may look good in final proof form . . .
the answer print of a commercial may be fine . . . a finished
pressing of a radio spot may sound great. But when he sees
it in print or catches it on the air weeks later—he generally
finds it could have been better. There’s one thing about it
that’s not right—and that one thing becomes progressively
worse to him each time he sees it.

Frustrating? Sure! But these are the things on which he
builds—the flaws of his own making that he must avoid in
the future. Avoid them he will, only to discover new ones.
And, as long as he'’s in the business, he had better squirm at
the human, mechanical and electronic errors that inevitably
crop up in broadcasting.

Take radio. You create a certain type of effect on paper, in
the mind, in the “inner ear.” You *“hear” it mentally—describe
it enthusiastically. But to make it audible to others, you rust
work with a producer, a composer, an arranger, a sound-effects
man, a group of musicians, singers, announcers and an engi-
neer. Each of them “hears” it differently than you do. But with
enough time, patience and money, you finally get what
you're after.

And it sometimes isn’t until weeks of repeated hearings on
the air that you feel it has too much bass. So from then on
you're acutely conscious of an excess of booming accom-
paniment.

TV BREEDS ITS DISCONTENT, TOO

Take television. Live commercials aren’t so bad unless the
announcer fluffs, the technical director pushes a wrong button,
or a prop misbehaves on camera (in a tight close-up, of
course). But at least its creator sees it just once and retains
only a memory (or a kinescope). It may haunt him in retro-
spect, but it won't be constantly rubbed under his nose,

Not so film. Every time he views a commercial, one little
something is very apt to take over in prominence, like the
proverbial sore thumb.

For instance, he dislikes increasingly the angle at which a
room scene was shot. It would have been better off the other
wall, more interesting, with more free area for the cast. But
he hadn’t been able to see it in camera until pretty late.

To move the camera and re-light would have taken the best
part of an hour. And with so much stuff still to shoot, that
would have meant overtime and who'd pay for it? They were
right up to the budget.

In fact, the matter of budget had caused a change in the
whole opening sequence, long before production started. He
had visualized opening black, with widely-separated cones of
light coming on one after the other, to reveal three different
people—*“Something like Durante’s exit.”

But that required a really big stage, and a camera mounted
on a crane (Item: crane, $200 per day) and a scaled down
matching set for a transition from people to product close-ups.

BROADCASTING

It would have been great, but the producer screamed about
the cost. So did the client.

They finally worked out a single shot dollying along the
three people, then the three packages. It was effective all right
—but the original idea . . . that would have been a knockout!

And how about that “testimonial” film by Magda Glamor
of Hollywood? Every time he watched it, he was hypnotized
by her eyes darting from lens to cue-card. The b---- (for
beauty!) refused to bother memorizing four short takes for
30 seconds of script. Nice, cooperative girl. And that after
sitting around for the extra hours it took the make-up man to
remove the bags under those famous eyes.

Frustrating? Sure, but look at the things he has learned,
painfully, through the years.

PRE-PLANNING PREVENTS HEADACHES

It’s wise to explore camera angles in advance via a really
comprehensive story board. Experiment on the board. It’s
cheaper per sketch than per hour on the set.

Or have the sets up a day in advance when possible. Take a
few Polaroid shots from the planned camera positions, with
people standing in where the cast will do its stuff. You'll
learn a lot.

Avoid tricks, unless the sky's the limit in a production
budget. When a special effect is highly essential, work with
the producer in advance, before the idea is so cemented in
your mind that you’ll never be able to pry it out. Together,
you can get that idea, or a reasonable facsimile, immortalized.

Be sure of the cast. That corking good announcer may look
fine on camera full face, but go chinless in profile. The pretty
girl may audition well, but freeze up on the set. The celebrities’
quirks of working (and they do have them!) should be ferreted
out beforehand, and planned for.

When you're frustrated in your private life, you can learn
to live with it. But in the creative broadcasting business, your
frustrations should be stepping stones that carry you ever
onwards and upward. Excelsior!

And if you ever achieve a commercial that’s absolutely
irrefutably, in-every-way perfect—man, you'd better quit!

(Note: As this article is finished, I think it’s pretty good.
But when I re-read it in BroapcAsTING, I’'m sure T'll like it a
lot less. . . )

Paul G. Gumbinner, b. Feb. 4, 1905, New
York. One of four founding members of
Gumbinner agency in 1923, starting as
“general office boy” and copywriter, now
vice president and radio-tv direcior. First
active in broadeasting in 1927 as agency
director of a radio show for Webster cigars,
identified later with Norwich Pharmacal Co’s
Fat Man series on ABC Radio and with Joan Davis for Ameri-
can Tobacco Co’s Roi-Tan cigars. Currently in charge of heavy
spot campaigns for such clients as Block Drug Co., Bourjois
Inc., Chap Stick Co., Q-Tips Inc., Manischewitz wines, Sutton
Cosmetics and American Tobacco Co's Herbert Tareyton
cigarettes.
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EDITORIALS

The Public's Interest

THE more the public attitude toward pay television is explored,
the more it seems that proponents consist chiefly of those who
stand to benefit financially. .

Within the past 10 days three totally unrelated surveys have
produced evidence to support these conclusions. Pay tv came out
on the short end of the stick every time—twice with the end almost
too short to permit a hand-hold.

Most recent as well as broadest of these was conducted for
BROADCASTING by The Pulse Inc. The survey was run in 10 major
.markets and the tabulations, completed last week, showed an even
two-thirds would not “be interested” in having pay television in
their- homes. This even though they were told specifically that
“first-run movies, major sports events, Broadway shows, operas,
ballets, etc.” might be among the attractions waiting for them.

The two other surveys, conducted within specific areas, were
even more overwhelming. In California, KSBW-TV Salinas and
KSBY-TV San Luis Obispe went on the air with a special program
to find out what their viewers wanted. The result: 5,002-to-4
against pay tv. In Bartlesville, Okla., where a wired subscription
television test is in progress—although the people there don’t re-
gard it as pay tv in the strictest sense—Sen. William Langer (R-
N. D.) has been running a mail poll and has found overwhelming
opposition to subscription television,

The Pulse survey for BROADCASTING went farther than these, and
some of the additional findings merit attention here. If the pay tv
forces find encouragement in the fact that one-third of the respond-
ents would be interested in toll tv, they may think twice when
they see what these people would be willing to pay. First, a major-
ity preferred to pay by the program, presumably because they want
to keep total expenditures down; of these, almost two-thirds said
they would pay less than $1.25 per program. Among those pre-
ferring a fixed monthly fee, about two-thirds would pay less than
$6 a month.

Moreover, almost two-thirds of all respondents said they would
not be willing to pay for present free tv programs, either. Since
this figure parallels the number who opposed pay tv, and since
more than 90% rated the present free tv program service as satis-
factory to excellent, the obvious conclusion is that the people just
didn’t want to pay, period.

Whether these conclusions apply equally to wired as well as
on-the-air pay television remains to be seen. The findings do point
up again that it is not the public which is agitating for toll television.

The Cork Doesn’t Fit

WE EXPECTED to be criticized when we published an editorial
[ in our Oct. 28 issue advocating the acceptance of liquor ad-
vertising on radio and television, and our expectations have been
realized.

A sampling of our mail on the subject has appeared in OpEN
ME. A few writers have approved our position. More have
opposed it. The opposition, in the main, has come from two sources:
broadcasters who fear the political repercussions of putting liquor
advertising on the air and prohibitionists who oppose not only
liquer advertising but also liquor.

Let us dispose of the latter opposition first,

By every indication, prohibitionists constitute a minority—an
inconsiderable minority—of the U.S. public. There is no evidence
whatever to suggest that the majority of the people wish a return
to prohibition. Until a majority votes liquor out, liquor will be
legal. If liquor is legal, the advertising of it must also be legal.
It must therefore be fully within the broadcaster’s legal right to
broadcast liquor advertising.

As we said in our first editorial, there are moral problems in-
volved in liquor advertising. Moderation is to be encouraged in
the drinking of liquor. So it should be sought in liquor advertising.

Several broadcasters have pointed out to us——as though they
were quoting sources as binding as a decision of the Supreme
Court-~that the radio and television codes advise against the
acceptance of liquor advertising. This is true. It is also true that
the liquor admeonition was written into the codes as a grandstand
renunciation of something which nobody was accepting anyway.
To say that liquor advertising should be rejected because the codes
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Drawn for BROADCASTING by 81d Hix

“As a special guest tonight, we bring you the all-time high winner of the
quiz shows!”

reject it is to grant the codes a meaning they do not actually
possess. Besides, the codes can be and have been changed, by
amendment, by interpretation and occasionally, by violation.

Political repercussions would undoubtedly follow a revision of
the codes to admit liquor advertising—whether done formally or
by the practical disregard of those code provisions. How serious
would those political repercussions be?

Some congressmen would make speeches and introduce bills
to outlaw liquor advertising. The congressmen who would react
adversely to the introduction of liquor advertising on the air would
be of the same kind that have been introducing anti-liquor legisla-
tion of one sort or another in every session since the repeal of the
18th amendment 24 years ago. In short, they would be those from
communities where dry sentiment is strong. This kind of congress-
man must oppose liquor advertising whether it is carried on the
air or not.

To both classes of our critics we wish to announce that we are
neither in the pay of the devil nor naive about politics in Wash-
ington. And we still think it would be perfectly proper to put proper
liquor advertising on the air.

How More Can Do Less

THE rival allegations of the two unions whose dispute disrupted
NBC-TV programs over two weekends cannot be discussed
with clarity until more facts are known.

What can be said, with clarity and apprehension, is that the dis-
pute between the National Assn, of Broadcast Employes & Tech-
nicians and the Radio & Television Directors Guild is sympto-
matic of jurisdictional difficulties in network television.

Unless these jurisdictional rivalries are brought under control,
television is apt to wind up in the strait jacket that for years has
encased the movies. The movies allowed unions to establish juris-
dictional lines so finely drawn that inefficiency has resulted.

Perhaps the movies can afford the time and money that are
wasted by the partition of jobs into idiotic fragments. Television
cannot. Yet television even now is being squeezed by jurisdictional
pressures that could lead to the rigidities of craft distinctions that
obtain in Hollywood.

The question at issue at NBC is whether directors can talk di-
rectly to technicians or must convey instructions through a techni-
cal director who, like the technicians, is a NABET member. We
have never understood why a competent director needs to communi-
cate through an intermediary, and so the question seems to us of
relatively minor significance.

But the fact that NABET and the directors guild regard it as
important enough to create trouble is in itself an indication of the
way that television unionism could go if management does not
assert sensible controls. Television production costs already are
high enough. They do not need to be padded by the creation of
jobs by jurisdictional rivalries.

‘BROADCASTING



DAYTIME NIGHTTIME

WSAZ-TV WSAZ-TV

DELIVERS 1000 HOMES DELIVERS 1000 HOMES
BETWEEN 9 AND 5 PM BETWEEN 7:30 AND 10:30 PM
FOR $1.31 FOR $1.30

The Second Statien’s Cost per Thousand Homes is $1.96 RIS N AL KRR R LR LR YL
50% Higher 84% Higher

The Third Station’s Cost per Thousand Homes is $8.49 | The Third Station’s Cost per Thousand Homes is $5.42
584%, Higher 317% Higher

AND ARMgmiln]=

WSAZ-TV delivers (o131 3 1120 I, 117
total homes tENE LKLY
HUNTINGTON-CH:A iRy 0], I FLTN T
COMELI=Y,

Source: June, 1957 ARB

All figures bosed on 260-time Frequency

'WSAZ»W 1

et

HUNTINGTON-CHARLESTON, W. VA.

N.B.C. NETWORK
Affiliated with Radic Siations
WSAZ, Huntington & WKAZ, Charlesion
LAWRENCE H ROGERS, PRESIDENT
C. TOM GARTEN, Commercial Manager
Represented by The Kaiz Agency

HUﬂTtNCTON~EHAﬁLE. w. VA,
N.B.C. NETTWORK

Atiliated with Radio Stations
WSAZ. Huntington § WKAZ. Charleston

LAWRENCE H. ROGERS, PRESIDENT
C. TOm GARTEN, Commercial Manager
Represented by The Katz Agency



NOTHING...

BUT THE OTHER SEVEN
HOUSTON RADIO STATIONS!

Everyone in and around Houston already knows
the answer . . . there’s nothing under the KILT but
the seven other Houston radio stations, lagging far
behind! The new August Area Pulse proves it beyond
a shadow of a doubt.* Not only is KILT the number
one station in Houston metro ratings (any Hooper, any
Pulse, any Trendex) ... but its strong signal and unique
programming reaches 70% more listeners in the 53-county
Houston area (Pulse) survey than the next station in the area.

Call your John Blair man for rates and availabilities . . . and
go KILT to the hilt!

*August 19-23, 1957 Puilse Area Report covering in-home and
oul-of-home audience in Houston 53-county area.

K".T HOUSTON » KI.'F'KFJZ DALLAS-FORT WORTH » KTSA SAN ANTONIO

{now in common ownership with KEEL, Shrevepert!

represented by .'0“" BI.AIR & Co.

THE TREMENDOUS TEXAS TRIANGLE
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IF-YOU

CAN FIND A
BETTER
TATION
BUYIT?

Sation w0k Yalbs in
STR;{E’;T TEXAS TELE\"IS\B“ ‘

J‘ UA_ )
\)‘,? {Pm o ) Out of Texas, the great television perfection eight full years...
W~ [ country, comes the greatest of them KPRC-TV, Houston. We challenge
Ef; . } 7 g'M@: | all, mellow, warm-hearted, aged to you to find a better station.
JACK HARRIS JACK McGREW EDWARD PETRY & CO.

Vice President and General Manager Station Manager National Representatives

COURTESY OF ANCIENT AGE



any wonder KVTV wins
the audience awards In

Sioux clty? look what they offer*

the top shows the top-rated the top 35
of 2 networks syndicated shows local live programs

When it comes to TY domi-
nance . . . there’s no contest in |
Sioux City.

To join the winning team, con

’ - =
tact your Katz representative. ( g

CBS — ABC Sioux City, lowa

Under the same managemen tu WNAX570th
StthtD D. Sullivan, General Manager




