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WHEELING: 3/ TV MARKET

*Television Magazine

ation Reaching The Booming Upper Ohio Valley

N, No. 10 IN A sevies RIVER TRANSPORTATION

Life-line for industry and a major factor in
the economy of the thriving WTRF-TV
area is the storied Ohio River. On its broad
surface flowed eighty-one and one-half million
tons of cargo in 1957, for a total of seventeen
billion, two hundred million ton-miles. This
amazing tonnage is more than one and one-
half times the tonnage locked through the
Panama Canal in the same period. The cargo
carried and the people who handle it on
ship and shore are more reasons why the
WTRF-TV market is a super market for
alert advertisers . . . a market of 425,196 TV
homes, where two million people have a
spendable income of $2}% billion annually.

—

l. ATEST The November ARB Survey for the six-county Wheeling (W.Va.)-Steubenville (Ohio) Metro-
politan Area show WTRF-TV dominant in 81.6% of the nighttime quarter-hour segments,
A R B su RVEY and in 73.6% of the daytime quarter-hour segments. Day and night, from sign-on to sign-off
Sunday throughSaturday, WTRF-TV dominates each quarter-hour more than 75 % of the time!
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o .

For availabilities, call Bob
Ferguson, VP and Gen, Mgr.,

or Needham Smith, Sales Manager,
at CEdar 2.7777.
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IN INLAND CALIFORNIA (AND WESTERN NEVADA)

BEELINE

RADIO
delivers more
for the money

Car-loving people in the Beeline market
spend over $544,000,000 a year on autos
(not counting all the supplies). And
every corner of this high-octane mar-
ket can be reached on the Beeline.

As a group, the Beeline stations give
you more radio homes than any com-
bination of competitors . . . at by far
the lowest cost per thousand.

( SR&D & Nielsen)
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KRLD-TV is your best buy

FIRST IN AUDIENCE: ARB's latest Dallas-Fort Worth report shows that KRLD-TV domi-
nates in audience share from sign-on Sunday morning to sign-off Saturday night. The
Nielsen Station Index (December, 1958) also shows more TV homes watch KRLD-TV
than any other station in the Dallas - Fort Worth area!

FIRST IN POPULARITY: The latest Dallas Telepulse lists 15 out of the top 18 once-a-week
'shows and eight of the top ten multi-weekly shows —all on KRLD-TV.

FIRST IN AREA OF COVERAGE: KRLD-TV, with its low-band channel, and telecasting
with maximum power from its tremendous tower (1,685 feet above average terrain),
has the largest circulation of any station in the southern United States!

. ]
m m & m The Branham Company, Exclusive Representative.

THE DALLAS TIMES HERALD STATIONS
JOHN W, RUNYON CLYDE W. REMBERT
Chonnel 4, Dolloa

Chairman of the Board President
MAXIMUM POWER
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Salvage ® Mutual may be sold again.
Transferred within past fortnight from
Guterma to Roach control, network is
now being looked at by at least four
concerns. They include two cosmetic
firms, one reportedly Max Factor, and
undisclosed “diversified” group. Late
entry Friday, was fourth group, which
includes number of broadcasters who
reportedly had access to about-$750,000
in cash.

Mutual’'s total liabilities were more
than $1.2 million at mid-1958 (BROAD-
CASTING, Feb. 16), but operating losses
are now down to some $30,000 a
month, it's reported. One or two good
sales could put network in break-even
operation, though it would take more
to eat into total debt.

Second look in Miami ® FCC has de-
cided to take another look at Miami
ch. 7 case (WCKT, headed by former
NBC President Niles Trammell, with
15%, with principals in Miami Herald
and Miami Daily News owning balance
in equal amounts). At meeting last
Thursday, FCC instructed staff to draw
up bill of particulars paralleling that in
Boston ch. 5 case (WHDH-TV) to as-
certain whether any commissioner
should have disqualified himself in final
vote three years ago because of pur-
ported ex parte contacts, and related
issues. This is being done prior to
acting on pending petition for recon-
sideration by one of losing applicants.

Court of Appeals in Washington last
year remanded ch. 7 case to FCC on
ground that Commission had failed to
give appropriate consideration to effect
of consulting fee arrangement Mr.
Trammell had with RCA-NBC. But
hearing and prior investigation ordered
last Thursday is based on testimony be-
fore House Legislative Oversight Com-
mittee and particularly is directed to
question whether improper ex-parte
contacts had been made on behalf of
Biscayne with former Comr. Richard A.
Mack or with others.

Du Pont and radio ® Prestige tv ad-
vertiser E. 1. du Pont de Nemours &
Co., Wilmington, Del., may also go into
spot radio. As yet plans for spot radio
campaign that would start this summer
(presented by its agency, BBDO, New
York) have not been cleared by com-
pany. Such du Pont move—regardless
of budget—would give immediate lift
to spot radio because of name value of
advertiser that has skipped over radio
in ad plans for recent years.
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Strain tells ® Those rehearings in tv
cases involving allegations of backdoor
wirepulling are beginning to take toll
of FCC lawyers. Assistant General
Counsel Richard A. Solomon resigned
to join Justice Dept. Now word is As-
sociate General Counsel Edgar W.
Holtz is thinking of making move out
of FCC. Friends say he wanted to leave
after completing Miam: ch. 10 rehear-
ing, but felt he ought to see Boston
ch. 5 through when he received that
assignment.

The traders e Identities of stations
bartering tv spot time for feature films
—practice which was highlighted in
bizarre financial didoes of Bon Ami-
Matthew Fox-Guild Films in Guterma
SEC case—may become public infor-
mation when SEC hearing is held in
Washington March 23. SEC officials
claim information is in files, and may
be placed on record. '

Step-child ® Just as fm broadcasting
seems to face brighter future, NAB
convention schedule is being juggled to
cut short fm program at Chicago. Fm
originally was to have full Monday
morning (March 16). However, when
shift of keynote speech from Monday
luncheon to 1 a.m. became necessary,
fm meeting was tentatively bracketed
9-10:45 a.m., adjourning in time -for
keynote speech. Closed labor relations-
personnel meeting would run at same
time as abbreviated fm session.

One-sided * In disposing of ch. 7
KIRO-TV Seattle case last week by
instructing staff to affirm 1957 grant,
FCC voted overwhelmingly in favor of
action. While no vote is “final” until
written opinion is acted upon, it’s
learned that vote was 5-1-1, with one
commissioner each favoring opposing

applicants KXA and KVI (story page
64).

Y&R on the mova ® More changes, new
lines of authority and added responsi-
bility to key executives are forthcoming
at Young & Rubicam’s media Dept.
Under aegis of W. E. (Pete) Matthews,
newly-elected media vice president.
Those close to situation speak of Y & R
as being on the move, gearing for im-
pressive media year. Y & R is agency
that set up new radio-tv department
under vice president Peter G. Levathes
at first of year.

Widened vhf ® There’s substance in
renewed talk about additional channels
for vhf. While FCC Chairman Doerfer

CLOSED CIRCUIT-

did not elaborate on his comments
made before Radio & Television Execu-
tives Society in New York, Feb. 4,
wherein he voiced optimism, it’s
learned that efforts are being made for
showdown with military on what it
might relinquish in vhf space and
what it would expect in return. Nothing
is on paper yet, but there seems to be
feeling that some additional vhf space
in contiguous band beginning with ch. 7
could be procured.

Political Imagery e Cunningham and
Walsh now has mid-March as its target
date for release of its study on tv’s
power to influence independent vote
during political campaign. Agency used
New York State gubernatorial race as
its laboratory, originally was to release
study earlier in year (CLosep CIRCUIT,
Nov. 17, 1958) but ran into difficulties
of grey areas in findings. It’ll treat “per-
sonality” or “image” established in mind
of viewers, rather than power of tv to
convey political issues.

Three Survivors ¢ ABC-TV now plans
to retain Beat the Clock, and Who Do
You Trust? when it programs revamped
daytime schedule in April, will insert its
newly-purchased 125 episodes of Gale
Storm Show (which were originally
shown on CBS-TV) for re-run in 2:30
to 3 p.m. slot. These three shows will
be basic in future programming in day
house (see story page 38). Network
seems sure to drop 11:30 a.m.-noon
segment, will program noon-1 p.m., but
has not decided future of 1-1:30 p.m.
period (programming picks up at 2
p.m.).

In highest federal echelons, great
concern is being evinced these days
over what is regarded as trend toward
run-away Inflation. It’s hot potato, not
only economically but politically be-
cause of constant boring in of organized
labor to raise pay and fringe benefits
which triggers vicious cycle by causing
inflated prices. Concerning broadcast-
ers, notably networks, is past experi-
ence, reflected in inordinate demands
for time on all sides to air issue. It’s
problem Advertising Council won't
touch.

William B. Maillefert, who resigned
recently as vice president in charge of
radio division, Edward Petry & Co., is
following lead of Ed Murrow and tak-
ing at least -one year sabbatical in
Europe. He leaves in late March or
early April and plans to survey broad-
cast operations on continent as back-
ground for free lance writing.
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WJW-TV has skyrocketed to the top with the BIG m o
STARS in all THE BIG MOVIES from Warner Famous on the local scene
Bros, 20th Century, and United Artists. Take the

late shows for instance at 11:20 PM -12:45 AM
... an average © A.R.B. rating Sunday through )
Saturday. Add to this the great new Paramount

Features and you have a galaxy of stars selling
for you. Represented by The Katz Agency, inc. CHANNEL 8
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WEEK IN BRIEF

Why not multiple spotting in tv, a la Britain? ® That
may be “a jolly good question” in the opinion of Ed
Reich, television-radio dept. of Erwin Wasey, Ruthrauff
& Ryan, Los Angeles. Mr. Reich, who spent 18 months
in Britain teaching U.S. commercial technique, doesn’t
say their system is any better than ours, but he does
seem to suggest we might bite into a few English crack-
ers some tea-time and see how they taste. The menu is
explained in this week’s MonNpay MEMo. Page 31.

Mr. Reich
How tough is a feature film? ® Station survey by BROADCASTING ansSwers
oft-posed questions about the beatings they will take as well as number

of re-runs advisable, time lag between repeats and other scheduling
factors. Page 33.

ABC-TV’s ‘Daybreak’ braked ® Young & Rubicam calls the shots, failing
to renew all of General Foods’ schedule; cuts for other clients. Revamping
by network, chopping away 20 quarter-hours per week expected. Page 38.

Timebuyers & reps ® Importance of upgrading the status of agency
timebuyer and suggestions on closer cooperation between buyers and
station representatives are explored at seminar of Radio & Television
Executives Society. Page 39,

Lusk hits back ® Benton & Bowles president attacks critics of tv among
the admen. Says it has become “fashionable” to slash away at program-
ming on the networks. Page 39.

Names make commercials ® Mrs. Roosevelt in first appearance on
radio-tv commercials, endorses Lever margarine product. Page 41,

Wanted—network president ¢ Alexander Guterma’s expedited exit
from Mutual network, promoted jointly by Securities & Exchange Com-
mission and Hal Roach Jr., leaves vacancy in network’s top post. MBS
programming continues normally. Page 56.

Oversight awakens ® Chairman Harris appoints four new members,
asks House for $200,000 and introduces a bill to carry out reform legis-
lation recommended as a result of 1958 investigations. Page 62.

Harris leaves White House behind ® Commerce Committee chairman
announces his communications subcommittee will investigate the spec-
trum, contrary to proposal for study by Presidential committee. House
asked to assign $100,000 to start study. Page 62.

Improper Bostonians? ® Ch. 5 rehearing opens with testimony of nu-
merous contacts with Washington political figures. Enforcement of anti-
trust laws brought into question. Page 66.

Splinter politician invokes Sec. 315 ¢ Lar Daly, backed by split FCC
decision, gets time from major outlets to answer Chicago Mayor Richard
J. Daley in bid for mayoralty nomination. Page 75.

Network tv programming ® Executives of the three tv networks evaluate
today’s shows; find they are not so “mediocre” as some critics maintain
and foresee improvement in the future. Page 80.
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DYNAMIC ACTION

FOR THE

Thrilling stories of long-haul
truckers at home and along
the highway.

[n a brand-new series that
brings you heart-in-your
mouth adventure with
plenty of heart.

Created and produced by
Robert Maxwell, famed
creator of LASSIE,
CANNONBALL will ride your
way with big audiences and
increased profits.

ENTIRE FAMILY!

INDEPENDENT
TELEVISION
CORPORATION

| 488 Madison Ave.*N.Y. 22 +PLaza 5-2100

7



They buy as a family . . .

KANSAS CITY KCMO KCMO-TV The Katz Agency
SYRACUSE WHEN WHEN-TV The Katz Agency
PHOENIX KPHO KPHO-TV The Katz Agency
OMAHA WOW WOW-TV John Blair & Co. — Blair-TV
TULSA KRMG John Blair & Co.

Meredith Stations Are Affiliated With BETTER HOMES and GARDENS and SUCCESSFUL FARMING Magazines
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AT DEADLINE

LATE NEWSBREAKS APPEAR ON THIS PAGE AND NEXT e DETAILED COVERAGE OF THE WEEK BEGINS PAGE 33

TAYLOR TELLS OF FCC TOUR

Details of contacts in January 1957
with all FCC members and number of
government and political figures were
described Friday (Feb. 20) by John
Taylor, official of Boston Globe, inter-
venor in Boston ch. 5 rehearing (see
page 66), who made Washington rounds
with cousin Davis Taylor, publisher of
Globe.

His summary of reactions of each
commissioner: Craven (abstained in
case): said he’d heard rumor politics
affected straw vote. Bartley: interrupted
Cousins, warned he was quasi-judicial
official, said he might be on “our side”
and felt Globe wouldn’t want to thus
force him to disqualify himself; men-
tioned competitive inequality where one
of two local newspapers gets tv.

McConnaughey: told them they were
not “parties,” that there was nothing
he could do now. Lee: said DuMont
deserved some consideration as pioneer
in tv; said he might have voted for
Boston Post if it had remained in con-
test because Post page one editorial

defending Mr. Lee during Senate ques-
tioning “looked mighty good to me.”
Mack: said he favored awarding tv to
newspapers because they deal in “news”
while tv station itself deals in “enter-
tainment’’; (Mr. Taylor noted Mr. Mack
was “quite a talker.”)

Doerfer: didn’t seem to want to talk,
noted his quasi-judicial status, left roon
once, returned and told them to tel
their story but be careful; observed that
often FCC member specializes in cer-
tain case and ‘“guides” or “tells” other
members how to vote; observed Cousins
may have made “slight pitch here,” but
guessed it was all right. Hyde: sym-
pathized with their “confusion,” said
when he was chairman he’d tried to Set
up comparative criteria, but now was
disturbed at lack of it.

Mr. Taylor testified former Secretary
of Commerce Weeks told Taylors he
would have given them same help as
he gave Mr. Choate but it was too late

Continues on page 10

Trouble seen
for studio links

Broadcasters may find themselves
suffering interference in studio-trans-
mitter link circuits under new 942-952
mc allocations, according to A. Prose
Walker, NAB engineering director. Mr.
Walker Friday explained association
asked for exclusive channels, but Com-
mission authorized protection only to
existing broadcast use, leaving future
stations at mercy of other services using
same band.

Commission action announced Thurs-
day made final rule-making proposal
reallocating 890-942 mc band to gov-
ernment. It allocated 942-952 mc band
to am-fm and tv sound STL service,
to fm intercity relay services, and also
to international fixed public and inter-
national aeronautical fixed station in
U.S. territories only. Fixed stations now
authorized in 890-942 mc band are al-
lowed to shift to 942-952 mc band if
they can show they are receiving harm-
ful interference from government radio-
positioning service in 890-942 mc.

Prior to allocations change, tv audio
STL had 890-911 mc, am STL had

925-940 mc, and fm STL, 940-952 mc.
First two assignments were shared with
experimental services, last band was
exclusive.

Daly ruling hit

CBS Friday asked FCC to reconsider
its decision that Lar Daly, Chicago
splinter mayoralty candidate, is entitled
to equal time because of newscasts in-
volving other candidates run on net-
work-owned WBBM-TV Chicago (see
page 75). Each of such broadcasts,
CBS said, were regularly scheduled
newscasts, ran from 29 seconds to 97
seconds, were treated as legitimate
news. Network said its position (that
Daly is not entitled to equal time) was
based on FCC interpretation of Sec.
315 issued last October holding that
candidates’ appearance on routine news-
casts was not used under Sec. 315. Com-
mission action, holding Daly entitled
to time because of appearances of other
candidates in newscasts, is violation of
freedom of press and speech First
Amendment, CBS said, and therefore
unconstitutional. Network asked for
prompt order reversing last week’s de-
cision. ‘

Vodka revolt

Public response to discontinu-
ance of vodka commercials by
WCRB Boston shows “surprising
indignation at such censorship by
the NAB,” Theodore Jones, sta-
tion president, said Friday. Mr.
Jones dropped liquor advertising
after being rebuked by NAB at re-
gional meeting in Boston last fall,
deciding reluctantly to conform to
clause in association’s radio stand-
ards of practice.

About. 80% of hundreds of let-
ters “decried the hypocrisy of ra-
dio and tv in refusing to accept
liquor advertising,” he said, urging
association to reappraise liquor sit-
uation. Appeal for public reaction
was made at request of Sackel
Co., agency for WCRB sponsor,
Nuyens vodka. WCRB cancelled
26-week contract for 11 p.m. and
midnight newscasts five nights
weekly. Mr. Jones said he con-
sidered Boston replies indicative
of national thinking.

Plymouth looking

Plymouth Div. of Chrysler Corp.
said Friday (Feb. 20) it is looking for
new network tv show. New program
will be handled by N.W. Ayer. Up to
now, Ayer had handled all billing for
Plymouth except Plymouth Show-
Lawrence Welk on ABC-TV (Wed.,
7:30-8:30 p.m.). But Plymouth is drop-
ping that show at end of May and in
effect terminating arrangement with
Grant, which handled Plymouth com-
mercials on program ($5.75 million
billing if figured on vyearly basis).
Plymouth (via Ayer) uses spot radio,
is in-and-out of network radio and has
some spot tv.

Business Briefly

o Farm House Frozen Food Co., N.Y.,
will begin a spot television campaign
in 25 markets today (Feb. 23) aimed at
“further piercing the padlock held by
major frozen food manufacturers.”
Campaign, to run through June, was
placed by Co-ordinated Marketing
Agency, N.Y.

BROADCASTING, February 23, 1959 ?



CONTINUES from page 9

and also told them that, all things being
equal, he preferred Herald-Traveler for
ch. 5. Cousins also saw Sens. Styles
Bridges (R-N.H.) and Frederick Payne
(R-Me.) but asked no help, he said.
Two Globe employes contacted White
House news secretary James Hagerty,
Mr. Taylor noted, and another saw
presidential aide Robert Cutler.

Witness said John Fisher, former
Saltonstall aide whom he identified as
partner with Herald-Traveler counsel
Thomas Joyce in public relations firm,
called Globe employe and said Taylors
had made “good impression” with their
visits, but were putting on too much
pressure and ought to “take it easy.”
“That’s a funny one,” Mr. Taylor ob-
served.

Examiner Stern halted questioning
of Mr. Taylor on interview by FBI
agent on Globe’s antitrust charges
against competing Herald-Traveler. But
DuMont, Greater Boston and Massa-

chusetts Bay indicated they intend to
bring up matter of whether Mr. Mc-
Connaughey violated law in checking
with Justice Dept. and with FCC gen-
eral counsel on antitrust case. DuMont
counsel William Roberts said he intends
to call Mr. Weeks and Justice antitrust
chief Victor Hansen as witnesses. Ex-
aminer Stern asked for pertinent laws
which insulate FCC members from
consultation with certain officials and
others in adjudication case, explaining
he is not familiar with such laws.

ABC-TV Pacific drama

ABC-TV today (Feb. 23) announces
new hour-long adventure drama series,
Adventures in Paradise, based on stories
by Pulitzer Prize winning novelist
James Michener, to start in late Sep-
tember. Paradise is set for Mondays
8:30-9:30 p.m. EST, following return
of Cheyenne, starring Clint Walker,
from 7:30 to 8:30 p.m., according to
Thomas W. Moore, vice-president in

charge of ABC-TV programming. 20th
Century Fox, with Martin Manulis,
vice-president in charge of tv produc-
tion.

Reinsch to manage
Democratic convention

J. Leonard Reinsch, executive direc-
tor of Cox stations, named special as-
sistant to chairman of Democratic Na-
tional Committee in charge of 1960
national convention. Appointment an-
nounced yesterday by Paul M. Butler,
chairman. Mr. Reinsch, who is tv-radio
consultant to national committee, was
general manager of 1956 Democratic
convention, tv-radio director of 1952
convention, radio director of 1944 con-
vention and radio director of Roosevelt-
Truman campaign in 1944, Cox sta-
tions include WSB-AM-FM-TV Atlanta
WHIO-AM-FM-TV Dayton and in-
terests in WCKR and WCKT (TV)
Miami.

WEEK’'S HEADLINERS

F. KENNETH BEIRN, presi-
dent of C. J. LaRoche,
N.Y., moves to Revlon Inc.
as v.p. in charge of adver-
tising, replacing GEORGE J.
ABRAMS, resigned. Mr, Ab-
rams, chairman of radio-tv
. ~+ committee of Assn. of Na-
BT SR tional Advertisers, is known

Mr. Beirn Mr. Abrams to be negotiating with sev-
eral companies, including Warner Lambert Pharmaceutical
Co. Other Revlon changes: WiLLIAM R. DAHLMANN, for-
merly of BBDO, to group marketing director; EMANUEL
GoreN, formerly of Lehn & Fink Products Corps., N.Y.,
to v.p.-general manager of Thayer Labs Div., and STANLEY
S. FurnEess to Thayer director of marketing. Mr. Beirn
handled 14 Revlon products at LaRoche. He joined Biow
Co. in 1948, becoming principal and president of successor,
Biow-Beirn-Toigo, in 1953. Leaving in 1957, Mr. Beirn
joined Ruthrauff & Ryan as executive v.p., later becoming
president. He served as senior v.p. of merged Erwin Wasey,
Ruthrauff & Ryan until January 1958 when he assumed
presidency of C. J. LaRoche. Mr. Abrams came to Revlon
in 1955 from Block Drug Co. where he was v.p. of adver-
tising and sales. Earlier he was with Eversharp Inc., Anacin
Co. (now part of American Home Products) and National
Biscuit Co.

JosepH F. McCAFFREY, past special reporter for NBC on
national political conventions and election night coverage,
appointed Washington correspondent of Crosley Broadcast-
ing Corp. Mr. McCaffrey is former president of Radio-Tv
Correspondents Assn. of Washington, JAMES L. SNYDER,
news director and assistant program manager of KDKA-
AM-FM Pittsburgh, named chief of Washington news bu-
reau of Westinghouse Broadcasting Co., succeeding Rop
MAcLEIsH, named head of WBC’s overseas operations.
Joun KUuLAMER, KDKA-AM-FM news editor, replaces Mr.
Snyder.

s JouN KaroL, v.p. in charge

of network sales for CBS
Radio since 1951, appointed
v.p. in charge of planning
and development. Succeed-
ing Mr. Karol is GEORGE J.
ARKEDIS, general sales man-
: %, ager of WBBM-TV Chi-

S cago, owned by CBS. Both
Mr. Karol Mr. Arkedis  5ppointments Zre effective
March 2. Mr. Arkedis joined network in 1946 as account
executive. Mr. Karol came to CBS in 1930 as director of
research. He is former secretary and treasurer of American
Marketing Assn. and past president of Market Research
Council.

HARRY D. WAy, vice president and media director of Erwin
Wasey, Ruthrauff & Ryan, New York, named executive
vice president in charge of New York office. He succeeds
FREDERICK J. WACHTER, who has resigned and is reported
to be joining Knox Reeves, Minneapolis. Mr, Way, 43,
joined EW&RR 1%4 years ago, after 20 years’ service with
Warwick & Legler, New York.

MERLIN E. CARLOCK, formerly chairman
and director of Burke Dowling Adams,
appointed v.p. of Compton Adv., New
York. His precise assignment was not de-
fined but agency announced, “Mr. Carlock
brings to us a wealth of experience in
fields of advertising in which Compton is
A involved and is developing for its present

clients.” Mr. Carlock has been in agency
Mr. Carlock business for 33 years. Before his associa-
tion with BDA, he was vice chairman of Calkins & Holden
Inc. and v.p. of Benton & Bowles. He began his career with
BBDO as copywriter.

= FOR OTHER NEWS OF PEOPLE SEE FATES & FORTUNES
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Imagine 11 retail centers tied

to Indianapolis—all
covered mainly by WFBM-TV'!

@ Maybe you just don'’t know the half of it! When
satcllite markets total 33%, richer and 509, bigger than
your present idea of Indianapolis sales . . . that’s enlarg-
ing your sales opportunities with a capital $.

Here, too, it only takes one television station to guar-
antee major coverage in 50 Mid-Indiana counties. Why
is it WFBM-TV ? Simply because it is the only NBC
basic affiliate. Nielsen Coverage Study No. 3 supports
these facts.

where else does a central market exert such an
economic pull on so many specific areas that are retail
trading centers in their own right ?

...and where can you buy just one station with no
overlapping penetration by basic affiliates of the
same network ?

Only h@?"e —WFBM-TV dominates Mid-Indiana
in total coverage and market penetration . . . and we’re
proud of our current ARB. Call for the facts. Let us show
you how to test regional marketing ideas with amazing
results!

The Nation’s 13th Television Market

... with the only basic NBC coverage
of 760,000 TV set owning families.

- - o . . .
. Indianapolis itself - Major retail
area for 18 richer-than-average counties. 1,000,000 pop-
ulation— 350,600 families with 90% television ownership!

':Q': 11 Satellites Each a recognized

marketing area—and well within WFBM-TV’s basic
area of influence. Includes Marion ¢« Anderson -
Muncie -+ Bloomington ¢ Vincennes ¢ Terre Haute
+ Danville, Illinois + Lafayette « Peru - Logansport
« Kokomo.

Represented Nationally by the KATZ Agency

CHANNEL 6

......

-----

BASIC NBC-
TV AFFILIATE
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2-Station

MACKENZIE'S <y
T 00.3"

starring

RICHARD CARLSON

35.3 RATING

BEATS Restiess Gun, Peter Gunn,
Wells Fargo, Cheyenne, Groucho
Marx, Perry Como and many

others. ‘
Pulse, Jan. ‘59

4-Station
CHICAGO

SEA

HUNT BULS

starring SHARE
LLOYD BRIDGES 25.1 RATING

BEATS Groucho Marx, £d Sullivan,
Wells Fargo, Peter Gunn, Gale
Storm, GE Theatre and many

others.
ARB, Jan. '58

R Ay

4-Station
SAN FRANCISCO

KRON-TV

R .9 HIGHWAY ;
at > NI 463

SHARE

21.9 RATING

BEATS Playhouse 90, £d Sullivan,
Ernie Fard, Cimarran City, Law-
rence Welk, Californians and many

others.
ARB, Jan.'59

starring

BRODERICK CRAWFORD




£

3-Station
CINCINNATI

4

WHKRC-TV

7%

SHARE

20.7 RATING

BEATS Ed Sullivan, Phil Sitvers,
Hit Parade, Restiess Gun, Jackie
Gleason, Bob Cummings and many

pthers.
ARB, Dec. '58

4-Station
SAN FRANCISCO

KRON-TV

203"

SHARE

28.1 RATING

BEATS Desilu Playhouse, Ed Sulli-
van, Dinah Shore Chevy Show,
Steve Allen, Californians and many
others.

ARB, Jan. '59

Bl AT

3-Station
BOSTON

wBZ-TV

615

SHARE

27.6 RATING

BEATS People Are Funny, Mav-
erick, Have Gun- Will Travel,
Wyatt Earp, Red Skelton, Real
McCoys and and many others.
ARB, Dec. '58

| 3-Station
MIAM]

WTVJ

46.3"

SHARE

26.3 RATING

BEATS GE Theatre, Texan, Danny
Thomas, Ernie Ford, Chéyenne,
Groucho Marx and many others,

ARB, Dec. '58

4.Station
DETROIT

WJIBK-TV

626"

SHARE

30.1 RATING

BEATS Perry Masan, Restless Gun,
What's My Line, Jack Benny, Ed
Sultivan, Bob Cummings and maiy

others.
ARB, Jan. '39

2-Station

BRISTOL-JOHNSON CITY
WUJHL-TV

610"

SHARE

36.3 RATING

BEATS Wyatt Earp, Lineup, Perry

Como, Maverick, Peter Gunn,

Wells Fargo and many others.
ARB, Dec. '58

2-Station

JOPLIN-PITTSBURG
KOAM-TV

0./

SHARE

31.3 RATING

BEATS Trackdown, Ed Sullivan,
Bob Cummings, George Burns,
Red Skelton, Texan and many

others.
ARB, Dec. '59

3-Station
COLUMBUS

WEBNS-TV

23.0°

SHARE

28.3 RATING

BEATS Ernie Ford, Danny Thomas,
Groucho Marx, Lawrence Welk,
Wells Fargo, Ed Sullivan and many
others.

ARB, Dec. '58
3-Station
ST. LOUIS
KSD-TV
%
©
1]
SHARE

27.5 RATING

BEATS Cheyenne, .Millionaire,
Ernie Ford, Alfeed Hitchcock, Ed
Sullivan, Wells Fargo and many

others.
ARB, Dec. '58

come from ZI

Dr. Sydney Roslow, direc-
tor of Pulse, Inc., heads a
nationwide staff trained to
make and convert home
interview reports into re-
liable ratings. Some of
the Ziv show ratings used
here are based on these
authoritative findings.

The Ziv man in your
market can show you how
to profit from using one of
America's GREAT selling
forces — a Ziv show!




WKMH innovation in
Detroit’s top dining places

One reason WKMH has such a big listening audience ON THE AIR
is because of the many public services it performs ON THE GROUND.
Latest innovation is this WKMH FLASH BULLETIN that brings
Detroit business men important news ‘“‘hot off the wire’’ in Detroit’s
top luncheon places. It’s a PLUS that’s appreciated, and is typical

of the many popular WKMH services that win more friends daily

for Detroit’s Music and Sports Station. Why not tap the rich

Detroit market for your clients on WKMH? You get BIG

exposure at lowest cost per thousand . . . and you save an additional

159, when you buy 4 or more Knorr stations.
Represented by Headley-Reed

| kﬂ O ErOADCASTING CORPORATION
WEKMH si™  WEKMF tiieen WELL Mane™ WSAM e, WEKHM N

—_— e —— e S - e S



A CALENDAR OF MEETINGS AND EVENTS
IN BROADCASTING AND RELATED FIELDS

(*Indicates first or revised listing)

FEBRUARY

Feb.. 23-24—American Bar Assn, annual con-
vention, Edgewater Beach Hotel, Chicago (to be
preceded Feb. 19-22 by several allied bar group
meetings). ABA will hear status report on con-
troversial Canon 35 prohlbltmg radio-tv court-
room coverage.

*Feb. 24—Radio & Television Executives Society
timebuying & selling seminar -luncheon, 12:15
p.m., Hawaiian Room, Hotel Lexington, New. York.
Topic, "“Wideotape & Its Media Significance.”
Speaker, Alexander Cantweil, BBDO.

*Feh. 24—Fm Broadcasters of Southern California
membership meeting, 12 noon, at Nikabob Restau-
rant, Los Angeles.

Feb. 24-25—NAB Conference of State Broad-
caster Assn, Presidents. Annual meeting and con-
ferences with legislators. Shoreham Hotel, Wash-
ington. A feature of the final day will be the
annual Voice of Democracy awards luncheon,

%Feh. 25— Radio & Television Executives Society
roundtable luncheon, 12:30 p.m., Palm Terrace,
Hotel Roosevelt, New York. Howard S. Meighan,
consultant to Ampex and president of Videotape
Productions, appraises. vtr's impact.

Feb. 25-27—Electronic Industries Assn. ina'ustrial
relations conference, Chase Park Hotel, St. Louis.

Feb. 26—NAB Engmeermg Advisory Commnttee,
NAB hdqrs., Washington.

*Feb. 26—Rep. Oren Harris (D-Ark.), chairman
of House Interstate & Foreign Commerce Com-
mittee (and last year’s chairman of the House
Oversight Committee), addresses luncheon meet-
ing of Federal Communications Bar Assn., Con-
gressional Room, Willard Hotel, Washington.

Feb. 27—Democratic National Committee meets
in Washingten to pick final site for 1960 nominat-
ing convention.

MARCH

*March 3-—Special meeting of Technical Com-
mittee, Assn. of Maximum Service Telecasters,
at AMST headquarters, Washington. Meeting
will deal with allocations matters in preparation
for annual meeting of AMST March 15 in Chicago.

March 3—Second annual legislature dinner of
New York State Assn. of Radio & Television
Broadcasters with Gov. Nelson A. Rockefeller as
guest-of-honor and keynote speaker, Ten Eyck
Hotel, Albauy. Also on dais will be New York
Senators Jaob K. Javits and Kenneth B. Keating,
Comr. Robe-t Lee, of FCC, and Gov. Rockefeller's
entire cabi 2t. Mike Hanna, WHCU Ithaca, is
chairman of dinner.

March 4—~Czlifornia Broadcasters Assn., annual
membership meeting, El Dorado Inn, Sacramento.

*March 5-—7entative date for argument before
U.S. Supreme¢ Court in Farmers Union v. WDAY
Inc. (WDAY-rV Fargo, N.D.), involving question
of immunity of broadcast station when polfitical
candidate, invoking Sec. 315 of Communications
Case No. 248.

BROADCASTING, February 23, 1959

Act, utters libel on air.

March 5-6—Assn. of National Advertisers, ‘‘Ad-
vertising to Business & Industry,” Hotel Webster
Hall, Pittsburgh.

*March 6-7—14th annual Radio-Tv
& Clinic, U. of Oklahoma, Norman.
Broadcasters Assn. and Oklahoma chapter of Assn.
of Women in Broadcasting are co-sponsoring with
U. of Oklahoma. Some 30 speakers from industry
will appear on program.

*March 7—Academy of Television Arts & Sci-
ences, N.Y., tv tape study and demonstration,
NBC Teletape Center, 67th & Broadway, New
York.

Conference

March 13-14—Arkansas Broadcasters Assn., spring
meeting, Hotel Marion, Little Rock.

March 15—Assn. of Maximum Service Telecast-
ers, annual membership meeting, Conrad Hilten
Hotel, Chicago, 9:30 a.m.

*March 15—NWMutual Affiliates Advisory Commit-
tee, Conrad Hilton Hotel, Chicago.

March 15-18—NAB’s annual convention at the
Conrad Hilton Hotel, Chicago. Exhibits open; non-
agenda meetings scheduled March 15. Formal ses-
sions open March 16 with keynote speech
by Robert W. Sarnoff and continue through March
18; schedule topped by an address by FCC Chair-
man John C. Doerfer and FCC-industry roundtable.
Only NAB associate members supplying broadcast
equipment are eligible to exhibit. Annual NAS
Engineering Conference, with several joint manage-
ment-technical sessions, will be held concurrently
with cenvention in the same hotel.

March 16—NAB Tv Code Review Board, Conrad
Hilton Hotel, Chicago.

*March 18—Symposium on social and economic
forces of advertising co-sponsored by St. Louis
Council of American Assn. of Adv. Agencies and
U. of Missouri School of Journalism, Sheraton-
Jefferson Hotel. Dr. Eart F. English, dean of
school, will moderate. Registration, $22.50.

March 18-20—Quarterly conference, Electronic
Industries Assn., Statler Hilton Hotel, Washington.

March 23-26—Annual convention Canadian Assn.
of Radio & Television Broadcasters, Royal York
Hotel, Toronto, Ont. .

March 23-26—National convention, Institute of
Radio Engineers, Waldorf-Astoria,- New York. The
nation’s leading electronic scientists will attend.
Advances in space technology and major new
electronic fields will be explored.

*March 23-28—Short Course
Analysis & Reporting, Northwestern U., Fisk Hall,
Evanston, Ill. Journalism and law schools . with
Ford Foundation grant, will conduct intensive
instruction for radio-tv, press and :magazine
newsmen. Courtroom broadcasting is one of topics.
Attendance fee $100. Registration must be re-
ceived by March 16. Scholarships for needy avail-
able. Members of lecture staff will be available
for interviews.

*March 30—Deadline for filing copies of direct
testimony in FCC's inquiry into allocation of fre-
quencies between 25 mc and 890 mc. Number
of copies to be filed: 1 notarized original, and 20
copies.

APRIL

April 1—Research workshop Assn, of National

Advertisers, Hotel Pierre, New York.

April 3-4—OQregon Assn. of Broadcasters, U. of
Oregon, Eugene.

April 3-5—Mississippi Broadcasters Assn., an-
nual meeting, Buena Vista Hotel, Biloxi.

April 5-8—National Retail Werchants
sales promotion division, Eden Roc Hotel,
Beach.

Assn.,
Miami

April 6-9—National Premium Buyers, 26th an-
nual exposition, Navy Pier, Chicago. Premium Ad-
vertising Assn. of America will meet April 7,
same Site.

April 7—Trial of former FCC Comr. Richard A.
Mack and friend, Thurman A. Wniteside, tor con-
spiracy to defraud U.S. Presiding: Judge Burnita
S. Matthews, U.S. District Court, Washington,
D.C.

April B—Deadline for comments to FCC on day-
time radio stations’ request to operate from 6

Qklahoma

in Crime News.

how to
be a hero

to your

clients

Clients raising a statue to the sta-
tion manager? It could happen if
you install TelePrompTer. Why risk
fluffs and freeze-ups when Tele-
PrompTer assures smooth, profes-
sional delivery even after a single
run-through? With TelePrompTer
you can deliver network quality on
a local level. And that means more
business from both local and na-
tional advertisers.

TelePro 6000 Rear Screen Projector
can give your commercials another
big boost. The brightest image im-
aginable gives authentic back-
ground for your clients’ messages.
Both TelePrompTer and TelePro
will be on exhibit at the N. A. B.
Convention in Chicago, March 15.
Don’t miss them.

Uiznm/D N@MP’/TEZK’}

CORPORATION.

Originators of
GROUP COMMUNICATIONS
311 WEST 43 ST,, NEW YORK 36, N.Y.

LOS ANGELES - WASHINGTON, D.C. - CHICAGO
HUNTSVILLE, ALA. = TORONTO - LONDON
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Rochcsfer. N.Y.s Newest D.J.

Until recently,
King of the
American
Forces
Network

FRIEL

He wowed ’em in Munich! He
thrilled 'em in Paris! He was a sen-
sation at the Brussels World’s Fair!
Now he brings his vast talents and
winning personality to WHEC for
the delight of listeners and sponsors
alike! Every weekday . . .

3:05 to 6:00 P. M.

Basic GBS In Roches ter!

REPRESENTATIVES: EVERETT McKINNEY, INC.
NEW YORK +« CHICAGO + LOS ANGELES + SAN FRANCISCO

e
-9

16 (DATEBOOK)

a.m.-6 p.m. or sunrise-sunset, whichever is longer.
Docket 12,729.

April 12-13—Spring meeting, Texas Assn. of
Broadcasters, Commodore Perry Hotel, Austin.

April 12-14—Assn. of National Advertisers, annual
west coast meeting, Santa Barbara Biltmore,
Santa Barbara, Calif.

April 20-23—American Newspaper Publishers
Assn., Waldorf-Astoria Hotel, New York.

April 23-25—Western States Advertising Agencies
Assn., ninth annual conference, Oasis Hotel, Palm
Springs, Calif.

April  23-25—American Assn. of Advertising
Agencies, annual meeting at The Greenbrier in
White Sulfur Springs, W. Va. Annual dinner will
be held April 24.

April 24—O0hio Assn. of Broadcasters, Terrace-
Hilton Hotel, Cincinnati.

April 24-25—New Mexico Broadcasters Assn.,
Bishop’s Lodge, Santa Fe.

April 26-29—National Assn, of Transportation
Advertising convention, The Greenbrier, White
Sulphur Springs, W. Va.

*April 29—Comments due on FCC proposal to
prohibit networks from representing tv stations
other than their own in spot representation field.
Docket No. 12,746,

April 29-30—International Advertising Assn. con-
vention, Hote! Roosevelt, New York.

Aprit 30-May 2—Alabama Broadcasters Assn.,
Buena Vista Hotel, Biloxi, Miss.

April 30-May 3—Assn. of Women in Radio &
Television, annual national convention, Waldorf-
Astoria Hotel, New York.

April 30-May 3—4th district, Advertising Fed-
eration of America, Tides Hotel & Bath Club, St.
Petersburg, Fla.

MAY

May 1—National Radio Month opens.
May 1—National Law Day.

May 1-3—Texas Assn. of Sigma Delta Chi, Hotel
Galvez, Galveston. Annual meeting.

May 4-6—Assn. of Canadian Advertisers, annual
conference, Royal York Hotel, Toronto, Ont.

May 4-8—Society of Motion Picture & Tv Engi-
neers, semi-annual convention, Fontainebleau Ho-
tel, Miami Beach, Fla.

*May 6—Nationat Academy of Television Arts &
Sciences, 11th annual Emmy awards presentation
on NBC-TV, 10-11:30 p.m. {EST).

*May 13-15—Pennsyfvania Assn. of Broadcasters,
Bedford Springs. Frank Palmer, WFBG-AM-TV
Altoona will direct panel on reduction of operating
costs and Ralf Brent, WIP Philadelphia, will be
chairman of panel on service to local advertiser.
Presigents from adjoining state associations will
attend.

May 16-17—Iilinois News Broadcasters Assn.,
spring meeting, Southern Illinois U., Carbondale;
also, United Press Intl. business meeting.

May 20-22—Assn. of National Advertisers, spring
meeting, Edgewater Beach Hotel, Chicago.

I;_«'Ia[{ 21-23—Montana Radio Stations Inc., Great
alls.

May 21-23—Electronic Industries Assn., annual
convention, Sheraton Hotel, Chlcage.

May 24-27—Associated Business Publications,
annual meeting and management conference, Sky-
top Lodge, Skytop, Pa.

May 28-31—Second Annual Pop Music Disc
Jockey Conventicn & Seminar under auspices of
Storz Stations, Americana Hotel, Miami, Fla.

JUNE-NOVEMBER

June 1-3—National microwave symposium, Pro-
fessional Group on Microwave Theory & Tech-
niques, Boston Section, Paine Hall, Harvard U.,
Cambridge, Mass.

June 7-10—Advertising Federation of America,
annual convention, Hotel Leamington, Minneapolis.

June 9-11—National Community Television Assn.
angual convention, Mayflower Hotel, Washington,
D.C.

BROADCASTING, February 23, 1959
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recipe for sales . . .

There is a distinguishing flavor

about representative organizations
which comes principally from the.
type of men who actively head up

each firm.

Here, this consists of the group of
Working Partners who started H-R,
and who today still actively continue
to serve all of our stations and

buyers of time.

Supplemented by a carefully selected
staff of properly aged and sales
seasoned men, each following the

H-R practice of providing time buyers
with a complete and easily digestible
presentation of station and market
facts, we have a recipe for sales which
appeals to the business appetites

f‘\
of the stations we serve. >

g

/

FRANK HEADLEY, President
DWIGHT REED, VYice President
FRANK PELLEGRIN, Vice President

NEW YORK SAN FRANCISCO ATLANTA
CHICAGO DALLAS HOUSTON

HOLLYWOOD DETROIY NEW ORLEANS
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Food and drug sales in Storer markets

I I a rs | totaled eight billion dollars*—
|| a substantial share of which was sold through

the impact of radio and television
stations owned and operated by the

Storer Broadcasting Company.

“SOLD ON A STORER STATION”

18 more than a slogan ... it is a reality.

K 7 billion food, 1 billion drugs
as reported by 1957 Sales Management
“Survey of Buying Power.”

g;‘ C‘:’;s Storer Broadcasting Company

Copppt
WGBS WAGA WWVA WIBG WSPD WJW WJBK
Miami Atlanta Wheeling Philadelphia Toledo  Cleveland Detroit
WAGA-TV WSPD-TV WJW-TV WJBK-TV WITI-TV
Atlanta Toledo Cleveland Detroit Milwaukee

Natjonal Sales Offices: 625 Madison Ave., New York 22, PLaza 1-3940
230 N. Michigan Ave., Chicago 1, FRanklin 2-6498
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WREX-TV

HIGH POWER

229 KW VIDEO 115 KW AUDIO

SPANS A BILLION DOLLAR
ROCKFORD PRIMARY MARKET

COVERS ALL OF 14 COUNTIES AND
MARKET PORTIONS OF 14 OTHERS

The new, wide-range of WREX.TV, now
increased to 229,000 watts video effective
power (five times the former ratings), ex
tends the primary limits of the Rockford
TV market to encompass $1.1-bilbon poten-
tial . . . widens the *‘secondary” range of
influence Lo include a total $2.5-billion.

ROCKFORD MARKET

WREX-TV’s new power spans a primary
area of four counties and market portions
of 11 others . . . $1,163,973,000 consumer
spendable income — 555,462 people — and
markets that record total retail sales of
$762,124,000 annually.

YOTAL MARKET:

Popvlation 1,343,651
Howseholds 413,099
Spendable Income $2,502,773,000
Relail Sales $1,768,295,000

WREX-TV COVERAGE

WREX-TV spans audience interest
comparative rankings of top programs, ARB
area survey, shows 33 of top 37 programs
are allon WREX-TV. WREX.TV leadershup
is strong throughout the telecasting day

Rockford Metropolitan Area—slation share
of sels-in-use summary—for 4 weeks

Source ARB Oct. 21 - Nov 19 — 1958
WREX.TY Station B

Mon. — Fri.
Sign-on to Noon 56.3* 48.4
Noon to 6:00 PM 70.3 28.7
6:00 PM to Midnight  55.1 43.8
All Week — Sign-On

to Sign-Off 59.2 40.7

*Shares — station on lesa than the station tele-
casting the most quarter bours during par-
ticular period.

a wider market /coverage
range in the Rockford
BILLION DOLLAR market

WREX-TV

CHANNEL 13 ROCKFORD
J. M. Baisch Gen. Mgr.
ABC - €8BS AFFILIATION

Represented By
H-R TELEVISION, INC.

20
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Perspective ‘59

EDITOR:

The Feb. 9 issue is terrific. Especially
Kevin Sweeney’s article. . Any sta-
tion operator who can’t use this issue

. as a sales tool is suffering from
voluntary inertia.

Malcolm Greep

Executive Vice President &
General Manager

WVIS Owensboro, Ky.

EDITOR:

BROADCASTING demonstrated its lead-
ership among trade journals with the
Feb. 9 issue. What an outstanding edi-
tion!

Ralph E. Becker

Ist Lt., USAF

Information Services Officer

Richards-Gebaur Air Force
Base, Mo.

One glance, couldnt put it down

EDITOR:

When my copy arrived this
morning, I planned to take it home
tonight to read all of ‘Perspective ’59.’
One glance, however, and I found this
somewhat impossible, for now, at noon-
time, 1 think I’m one of the best in-
formed people in the industry, having
already read the section.

‘Perspective’ is truly a memorable
piece of annual journalism.

Robert W. Bloch

Robert W. Bloch Public
Relations

New York

Reaction from ‘down under’
EDITOR:

I would like to congratulate you on
the complete and interesting coverage
of broadcasting in the U.S. I have re-
ceived BROADCASTING for many years
and often marvel at the amount of re-
search work that must go into compiling
your columns. Your Jan. 5 number has
just reached me and it goes for easier
handling.

A. Marvin Branks
Invercargill
New Zealand

The single rate—plus
EDITOR:

. .. We have operated with a single
rate since our inception in September
1955 and while it has certain head-
aches, the good features completely
soothe them all over a short period of
time. We at WGTO go even one step
further, operating under the trademark
of a “Gold Seal Station” in cooperation

vy Uerergwari

TryyrFOYY ?1.11'7171‘1-111
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OFF LIMITS FOR SALES?

Taking a bath, baiting a hook,
ironing shirts or driving a car—
WJR reaches adult listeners no
matter where they are or what
they are doing.

The reason that WJR 1s so pop-
ular with adults is because our
programming is a consistently
fine blend of entertainment, infor-
mation and education.

So what’s with this adult appeal

BROADCASTING, February 23, 1959

routine on WJR? Just this—
adults are the people with the
purchasing power—the people who
buy your products and services.

Sound interesting? Check with
your Henry I. Christal represent-
ative for the facts on WJR, the
“buying power” station in the
Detroit-Great Lakes area. Learn
how advertising on WJR can get
through to the right people.

WJSRnsmon

760 KC 0,000 WATTS
RADIO WITH ADULT APPEAL

21



...SOUTH BEND,INDIANA’S
DOMINANT STATION

WSBT-TV

JOE BOLAND... America’s Voice of Sports

Every dyed-in-the-wool sports fan in America knows WSBT-TV's
Sports Director, Joe Boland. You've heard him announce the CBS-TV
Bowl and Pro games—the Notre Dame games on ABC Radio—and the

- Colt-Giant Championship game on NBC Radio. He was named '‘Sports-
caster of the Year’’ for '57 by the famous Rockne Ciub.

Joe's popular weekday show on WSBT-TV, '‘Boland With Sports,"’
(5:45-6:00 P.M.} is one of the highest-rated sports shows in television.

Joe's program is typical of the many popular local shows on

WSBT-TV, with high ratings and “'selling’” personalities.

WSBT-TV dominates the prosperous South Bend market. The latest
A.R.B. shows this station carrying ? of the 10 top rated programs,
18 of the top 25; 33 of the top 50! Total Effective Buying Income in the
station’s 14-county coverage area is $1,594,029,000!

See your Raymer man or write WSBT-TV about availabilities of
participations or the entire show. There are also availabilities on Joe's
popular daily radio sportscast (6:00-6:15 P.M.).

STATDORS

CHANNEL 22
NATIONAL REPRESENTATIVE

SOUTH BEND, INDIANA

ASK PAUL H. RAYMER COMPANY -

22 (OPEN MIKE)

| medium .

with our parent station KSTP-AM-TV
Minneapolis-St. Paul and our associate
KOB-AM-TV Albuquerque, N.M., in
the guarantee that reads “Every ad-
vertiser receives the same rate for equal
schedule and facilities.” Once the first
step of single rate card has been taken,
we highly recommend taking the second
one.

G. Max Kimbrel
Manager
WGTO Cypress Gardens, Fla.

Status report on fm

EDITOR"

. I can only feel that this fine
article [fm report, Feb. 9 issue] will
contribute greatly to the future of fm
as an advertiser and entertainment
. . these factual reports are
always deeply appreciated.

Will Collier Baird Jr.
Vice President
WFMB (FM) Nashville, Tenn.

EDITOR:

We will appreciate . . . 150 reprints
of the article, “Have Audience, Can
Sell—FM” . ..

Frank Kovas Jr.
Owner .
WKFM (FM} Chicago

EDITOR:

Your comprehensive study of fm . . .
was excellent . . .

While we can understand the prob-
lems of agency people in trying to
justify an fm buy, it is somewhat of a
puzzle to us why . . . so-called gilt-edged
accounts . . . go to rock ’n’ roll stations.
We have joined with KRCW (FM)
Santa Barbara, KEYM (FM) $anta
Maria and KJML (FM) Sacramento
to form a regional package that can be
purchased with a single buy. Perhaps
that will open the eyes of some of the
buyers.

In the meantime, we are picking up
new local accounts every month (and
90% of them renew), plus being active
in stereo, background music and multi-
plexing. As for programming, we fea-
ture 16%2 hours of the standards and
1% hours of the classics every day of
the week. We hope to continue to grow
on the base'we have established—hav-
ing a friendly, adult sound . . . and
showing definite sales results for our
advertisers.

Jim Hodges

Sales Manager
KQXR (FM) Bakersfield, Calif.

EDITOR:

The [fm] article has certainly aroused
a lot of interest here but I am afraid
we have to receive it with mixed emo-
tions . . . WXHR (FM) was painfully
conspicuous by its absence.

. . . We have some advertisers and
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NOTICE TO EDITORS—For more than 30 years, Metropolitan Life
has sponsored advertising messages on national health and safety.
Because of public interest in the subject matter of these advertise-
ments, Metropolitan offers all news editors (including radio news
editors) free use of the text of each advertisement in this series.

health and safety.

The text may be used in regular health features, health columns
or health reports with or without credit to Metropolitan. The
Company gladly makes this material available to editors as one
phase of its public-service advertising in behalf of the nation’s

His pounds melt away—yours won’t

Should someone recommend a ‘“‘wonder”
or “miracle” diet to you . . . one that’s
guaranteed to make your excess pounds
vanish in a week or so ... beware of the
advice. Pounds never “meltaway™. .. except
those of the snowman!

How should you tackle the problem of
reducing? First, face the fact that over-
weight—in more than 95 percent of the
cases—is caused by eating and drinking
too much. To curb your appetite and
change your eating habits permanently, a
lot of will power is required.

NEXT, yocu should get your doctor’s
advice. He will put you on a diet to remove
weight at a safe rate—two to three pounds
weekly. He will also see that your diet in-
cludes all the essential nutrients you need—
especially proteins, vitamins and minerals
—for body upkeep, repair, and health.

Though calorie-laden foods (rich des-
serts, gravies, dressings, fried foods) will
be restricted, you will be pleasantly sur-
prised at the varied, appetizing meals you
can have while reducing.

Your doctor may also recommend sen-
sible, regular exercise—such as walking.
Exercise alone won’t solve your weight
problem. But it will help keep your body
“in tone” and use up some calories that
would be deposited as fat.

Reducing and keeping your weight down
will be worth all the effort required. That
is because excess pounds burden the entire
body, especially the heart.

FOR EXAMPLE, it’s estimated that
every 20 pounds of excess weight requires
the body to develop about 12 extra miles
of blood vessels. Consequently, the work
of the heart is greatly increased as it must

exert more force to pump blood through
these additional vessels.

Overweight also tends to shorten life. At
age 20 and beyond, those who are consid-
erably overweight have a mortality rate at
Jeast 50 percent higher than those of aver-
age weight.

Moreover, diseases which affect the heart
and blood vessels—including coronary
artery disease and high blood pressure—
develop earlier in overweight people than
in people of average weight. So do diabetes
and arthritis, as well as gall bladder and
liver troubles.

So, if you bring your weight down and
keep it down permanently, you may gain
some mighty important benefits. Among
other things, you can expect to have more
vigor, better health—and perhaps added
years of life in which to enjoy them.

COPYRIGHT 1959 —METROPOLITAN LIFE INSURANCE COMPANY

Metropolitan Life Insurance Company

(A MUTUAL COMPANY)

1 MADISON AVENUE, NEw YORK 10, N. Y.
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'his u;lusual phot_og’rapo _
captures the majesitic: Spl_endor ,,
of the interior of the Caﬁitol'domé. The fresco
in tﬁe, center, 180 feet A S
| rotf_mda floor, titled “The Apoetheosis
of Washington,” was dorie by Constantino Brumidi.
~ The doine, which wao completed in 1865,
coosists of 36 iron ribs and weighs 4,455 tons.
Another m the continu_ing 'WTOP—TV

series of Washington scenes

photoéraphed by Fred Maroon.

Reprints on request.

AN AFFILIATE OF THE CBS TELEVISION NETWORK

REPRESENTED BY UBS TeELEVISION SPOT SALH




WCSH-TV 6

NBC Afiiliate Portland, Maine

5 IN A ROW

Since we dipped our oars in the water five years ago,
we've had a “lock” on first place. On network quarter
hour firsts, leading local live shows, or top syndicated films
we've come out on the long end of the oar in every survey

taken in our service area — and most recently on the Nov.
568 ARB. '

Ask your Weed TV man for more facts about Northern
New England’s service-minded SIX.

® WCSH-TV, Portland

WLBZ-TV, Bangor
VN (T , Bang

H:_lLJ | l_j, @E WCSH-Radio, Portland
S lra, WLBZ-Radio, Bangor

STATIONS
TV -RADIO STATIONS WRDO-Radio, Augusta

A matching Schedule on Ch. 2 in Bangor saves an extra 5%

26 (OPEN MIKE)

do a higher gross dollar volume than
any other fm station in New England.
We are the only fm station affiliated
with a national network [ABC].

. . . Since your article went to press
the rep picture has taken a significant
turn. Roy Holmes who was for many
years with Good Music Broadcasters
has joined the Walker-Rawalt Co. and
is going to concentrate on repping
quality music stations. WXHR is one
of his first fm clients.

Wallace Dunlap

General Manager

WXHR (FM) Cambridge, Mass.
[EDITOR’S NOTE: Reprints 15¢ each.]

Videotape story welcome
EDITOR:

Your analysis of videotape recording
in the Feb. 9 issue was a welcome sight
to behold. How about sending along
20 reprints . . .

Don C. Creswell
Video Sales Supervisor
Ampex Corp.
Washington, D.C.

Yearbook schedule
EDITOR:

Some confusion has arisen here re-
garding the publication dates of your
yearbooks

Margaret H. Schneider

Librarian

Society National Bank of
Cleveland, Ohio

[EDITOR’'S NOTE: The Yearbook number
is published each September, covering both
tv and radio. During 1952-1957 separate
Yearbooks were published. They were re-
combined last year.]

New dress pleases
EDITOR:

Delighted with your new format.
Your announcement ad mentioned that

you were changing the format to in-
crease the press run. 1 think it was

'something more than that. I sincerely

believe it enhances the appearance
by 100% . There is something about the
new format that says, out loud—NEws.

Howard J. London

Director

Radio, Television and Motion

Pictures
The March of Dimes
New York

=== BROADCASTING

SUBSCRIPTION PRICES: Arnual subscription
for 52 weekly issues $7.00. Annual subscription
including Yearbook Number $11.00. Add $1.00
per year for Canadian and foreign pestage.
Subscriber's occupation required. Regular is-
sues 35¢ per copy: Yearbook Number $4.00
per copy.

SUBSCRIPTION ORDERS AND ADDRESS
CHANGES: Send to BROADCASTING Circula-
tion Dept., 1735 DeSales St., N.W., Washing-
ton 6, D.C. On changes, please include both
old and new addresses.
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‘because 269,935 listeners
wrote us

in five weeks!

We don't pretend to know exactly how many listeners WLS has, but we do
know through our 5-week ‘‘Lucky Listener’ gift offer, that 269,935 not only
listened but responded with cards and letters to WLS personalities. And
better than any survey or rating service can determine, we know WHO they
are; WHERE they live; and WHEN they listen to WLS.

Why not call MOnroe 6-9700 or your John Blair man today for full details on

how you too can reach this RESPONDING AUDIENCE with WLS—the station

where now as always . . .
LISTENER LOYALTY PREDICATES AUDIENCE RESPONSE

‘CHICAGO

These are the WLS Personalities . .
i . The Prairie Farmer Station
who not only reach their audience

but get audience response

Represented by John Blair

Bill Duvane

Bils Mason

Jeiry Golden ) . &
! Bt Guihne JAartha Crana

Bob Forter
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JOIN OUR

“Rush To

The Rockies”

This Is The Year...

thousands upon thousands of Ameri-
cans will visit KOA’s home state—
Colorado — celebrating the 100th
anniversary of its historic “Rush to
the Rockies.” They’ll enjoy many of
the state-wide celebration events in

person..,and listen to others via
KOA-Radio.

This Is The Year...

like the 35 other years in KOA’s
own history, when more and more
Westerners will stay with KOA...
and when more newcomers will dis.
cover that 850 on their radio dial
means the finest in radio program-
ming.

This Is The Year...

when more advertisers will realize
greater sales results than ever from
KOA’s vast coverage of 302 counties
in 12 states,..from KOA’s skillful
pregramming that offers wonderful
listening variety...from KOA’s pop-
vlar personalities who entertain, in-
form, and sell!

This Is The Year...

for you to discover KOA-Radio, the
only station you need to sell the
entire rich Western Market!

Represented nationally by
Henry 1.
Christal Co., Inc.

BROADCASTING PUBLICATIONS INC,

PRESIDENT. .. .....0civevnnnnnn Sol Taishoff
VICE PRESIDENT. .. o0 vvevennnn. Msaury Long
VICE PRESIDENT........... Edwin H, James
SECRETARY .. .......coivnniunnnn H. H. Tash
TREASURER. . ........cuovnuun. B. T, Taishoff
COMPTROLLER. ............ Irving C. Miller
AssT. SEC.-TREAS.....Lawrence B. Taishoff

E=S£= BROADCASTING

THE BUSINESS WEEKLY OF TELEVISION AND RADIO

Executive and publication headquarters:
BROADCASTING @ TELECASTING Bldg., 1735
DeSales St., N.-W., Washington 6, D.C, Tele-
phone: Metropolitan 8-1022,

EDITOR AND PUBLISHER. ....... Sol Taishoff
MANAGING EDITOR. ........ Edwin H. James
SENIOR EDITORS: Rufus Crater (New York),
J. Frank Beatty, Bruce Robertson (Holly-
wood), Fred Fitzgerald, Earl B. Abrams,
Lawrence Christopher.

SpeciAL PreoJecTs EDITOR. . David Glickman
ASSOCIATE EDITOR......... Harold Hopkins
AssISTANT EDITORS: Dawson Nail, Jacque-
line Eagle; STAFF WRITERS: George Darling-
ton, Lee Edwards, Myron Scholnick, Jim
Thomas; EDITORIAL ASSISTANTS: Malcolm
Oettinger, Rita Cournoyer, Patricia Funk;
%E(i‘itETARY TO THE PUBLISHER: Gladys L.

all.

BUSINESS
V.P. & GENERAL MANAGER. .... Maury Long
SALES MANAGER: Winfield Levi (New York)
SOUTHERN SALES MANAGER...... Ed Sellers
PRODUCTION MANAGER. ..... George L. Dant
TRAFFIC MANAGER.......... Harry Stevens
CLASSIFIED ADVERTISING........ Doris Kelly

ADVERTISING ASSISTANTS:

John Henner, Ada Michael,
COMPTROLLER. . ........... Irving C. Miller
ASSISTANT AUDITOR..... ....Eunice Weston
SECRETARY TO GEN. MGR.....Eleanor Schadi

Merilyn Bean,

CIRCULATION & READER’'S SERVICE

MANAGER. ............... John P, Cosgrove
SUBSCRIPTION MANAGER...Frank N. Gentile
CIRCULATION ASSISTANTS: Charles Browne,
Gerry Cleary, David Cusick, Christine Hara-
geones, Charles Harpold, Marilyn Peizer.

BUREAUS

New York: 444 Madison Ave., Zone 22,
Plaza 5-8356. |

Editorial

SENIOR EDITOR. ... .......... Rufus Crater
BUREAU NEwS MANAGER. ...Donald V, West
ASSOCIATE EDITOR:....... David W. Berlyn

N. Y, FEATURES EDITOR: Rocco Famighetti
STAFF WRITERS: Richard Erickson, Mary
Hurley, Diane Schwartz, Benjamin Seff.

SALES MANAGER.......... Winfield R. Levi
SALES SERVICE MGR....Eleanor R, Manning
EASTERN SALES MANAGER..Kenneth Cowan
ADVERTISING ASSISTANT....Donna Trolinger

Chicago: 360 N. Michigan Ave., Zone 1,
Central 6-4115.

MipwesT NEwS EDITOR......... John Osbon
MIDWEST SALES MGR.: Warren W. Middleton
ASSISTANT. . ....coivivnnnn, Barbara Kolar

Hollywood: 6253 Hollywood Blvd., Zone 28,
Hollywood 3-3148.

SENIOR EDITOR........... Bruce Robertson
WESTERN SALES MANAGER...... Bill Merritt
ASSISTANT. .............. Virginia Stricker

Toronto: 11 Burton Road, Zone 10, Hudson
9-2694. CORRESPONDENT: James Montagnes.

BROADCASTING®* Magazine was founded in 1931
by Broadcasting Publications Inc., using the title:
BROADCASTING*—The News Magazine of the
Fifth Estate.

Broadcast Advertising* was acquired in 1932,
Broadcast Reporter in 1933 and Telecast* in 1953.

* Reg. U. S. Patent Office
Copyright 1959 by Broadcasting Publications Inc.

LASSO THESE
HARD-TO-GET

T
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DELIVERED!

Y A major potato chip sponsor to
12 stations in a four-state area!
. . . Whether it's potato chips
or petroleum distributors,
i  ""Cisco Kid'" helps deliver ac-
counts on your station’s ‘‘most
wanted’' list!

: Could you use a local . ..

* FOOD PACKAGER
* INSURANCE AGENCY
e BAKERY
* GROCERY ASSOC.
« DEPARTMENT STORE
* DAIRY
* TOY COMPANY

Sponsors in ALL these classi-
fications (and many, many
more) are on TV stations in
markets coast - to - coast with
the new *'Cisco Kid'' plan.

You can offer sponsors a rat-
ing-proved series that's backed
with a complete market-tested
traffic and direct sales-buiiding
plan. Low cost. Wide appeal.
Get the facts from:

S R e P G P G T e e e e g B g T N S o P e A g i i i o S . [ s e i W W =
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".‘.‘:.
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CISCO KID DIVISION
1529 Madison Road
Cincinnati 6, Ohio
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Joan and Julius Evans visit an automobile factory in Coventry . . . one of
their many interesting and informative TOPIC jaunts.

A new series, a new look at Britain and the British
today . . . through the eves of Joan and Julius Evans.
an American couple abroad.

You will meet an attractive lady chemist with definite views
on marriage and careers . . . a 20th Century “Mr. Chips” . ..

an out-of-fiction London cabbie . . a dedicated atomic
physicist . . . a pretty voung theater hopeful . . . a Rhodes
Scholar from North Carolina . . . and many others.

Among the places vou will visit are Bohemian Soho, busy
London Airport (where jets came of age), Ulster (which
sent America 14 Presidents), Harwell (crucible of nuclear
research) and rebuilt Coventry. Britain’s Detroit.

“TOPIC” i1s no quaint tourist trip . . . but rather, a frank and
friendly visit with an energetic and dvnamic people, and
their country . . . it's exciting, stimulating TV, a must for
vour best public service time!

13 Quarter-Hour Programs—FREE for TV!

Write NOW for first-run availabilities in your area.
Call your local BIS man or contact—

Radio — Television Division

an Agency of the British Government
45 Rockefeller Plaza « New York 20, N. Y.
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MONDAY MEMO

from ED REICH, television-radio dept., Erwin Wasey, Ruthrauff & Ryan, Los Angeles

Multiple

Standards of behavior and action
which we take for granted, like wearing
a dark suit for clients and driving on
the right side of the road and eating
thick steak—these essentials of life we
frequently are willing to forego when
we visit a foreign country. All caution
to the winds and let’s live like the na-
tives do.

Britain, in my book, however, scarce-
ly qualifies as a foreign country. True,
the beer is warm, the on-off light
switches are all upside down and hair-
cuts are still 42 cents. But patterns of
life are pretty much as we practice
them, especially in advertising circles.
For this reason, deviations from the
norm cause American eyebrows to lift;
they’re just not expected. Against this
background, it is particularly interest-
ing to view the effects in television of
non-sponsorship of programs and mul-
tiple spotting.

In case you came in late: Britain has
had television on a regular basis since
1936, but broadcasting service contain-
ing advertising began only in the fall
of 1955. The single station in each
population area was franchised to put
on programs providing a “second en-
tertainment service to the public” (the
first, of course, is the BBC). These sta-
tions are allowed to enjoy the revenue
from advertisers who care to buy the
time made available for commercials,
but absolutely no connection between
advertising and program is tolerated.

Embarrassing Profits e Everybody
lost money the first year of commer-
cial tv, but from 1957 on, it has been
a sellers’ market, with the “program
contractors,” as the stations are called,
earning embarrassingly large profits.

We have come in the U.S. to look
upon .the integrated program as an op-
portunity worth considerable extra ex-
penditures. Frequently the decision for
integration is not so much for integra-
tion per se, but the desire to use the
star of the show because he or she is
the best possible salesman available for
the product. The British Independent
Television Authority specifically pro-
hibits such integration and elaborate
steps are taken to see that it does not
happen. It just isn’t cricket to sneak up
on the unwary viewer in the guise of
diverting him and then when his guard
is down, hit him with advertising.

Commercial Flexibility ¢ On the
other hand, commercials may be as
long as 15 minutes, may be entertain-
ing and need not carry the sponsor’s
name more often than the client wishes.

BROADCASTING, February 23, 1959

spotting, ala

These programs are labeled, however,
“An Advertising Feature” on the title.
The star of the show may appear as the
salesman for any product he cares to
hawk. He may not, however, appear
on the air within half an hour either
way of his appearance in a program.

In Britain, program buying is done
in much the same way U.S. agencies
buy space. All programs on British tv
are set up and handled by booking or-
ganizations. These people act as agents
for both talent and the tv stations. It
is only after the format of a show has
been established and it is given air time
by a tv station that the agency can buy
time on the show. Just as we buy space
in an established publication for its edi-
torial content, audience, etc., so British
agencies buy tv programs.

Personal Sovereignty e After more
than three years, in London at least,
the novelty of commercials on televi-
sion has worn thin. The British, how-

Edward Reich went to London in Jan-
uary 1956 and for 18 months was the
television creative director of Erwin
Wasey, Ruthrauff & Ryan’s London
office. His mission was to help train
writers and artists in tv techniques that
had proven themselves in U.S. televi-
sion. He was born in Los Angeles 1925,
graduated Indiana U. He served in pro-
gramming at WBKB (TV) Chicago and
KMTV (TV) Omaha before service with
Army public information during Korea.
He acquired filim experience with Kling
Studios, Chicago, and with North Amer-
ican Aviation, Los Angeles, before he
joined EWR&R in 1955.

Britain?

ever, have an extremely high regard for
personal sovereignty and have been
quité careful not to offend the viewer.
Because of the multiple spotting situa-
tion, they have made extra efforts to
woo the viewer. Not infrequent are let-
ters to the press saying they like the
commercials better than the programs.

Let’s take a look at multiple spot-
ting. Or let’s take several looks. In
Britain, commercials appear before and
after programs and at natural breaks
within them. Six minutes in the hour is
the total commercial time available.
Commercial lengths can be bought as
short as 5-second “mentions.” Seven-
second “flashes” are grouped in items
such as “Shop Window,” *“Supermar-
ket,” or “Market Place,” and flanked
by 15-second, 30-, 45-, 60-second or
longer spots. The advertiser has no
control over the length of announce-
ments with which his will appear or the
position in the line-up.

A typical commercial break would
include a 15-second spot, two thirties,
five 7-second jobs, another 15, a sta-
tion ID, time signal and another 7-sec-
ond. Then back to—what was the name
of that program? And because fre-
quency is an inverse function of spot
length, few commercials are one-min-
ute in length. The tendency is for com-
mercials, most of them, to lean toward
poster technique, rather than to use
television as the persuasive, demonstrat-
ing medium it is. It’s like seeing a row
of billboards; and the British, who have

i _ :been conditioned by years of cinema

advertising, raise no objections.

They Go Whole Hog e Some clients,
by dint of large advertising appropri-
ations, have managed to buy time in
such a way as to dominate the series
of commercials in which they appear.
Some have gone so far as to buy the
entire maximum three minutes in any
one break in an effort to shut out com-
petition for the viewers’ attention.
There is some evidence, mostly statisti-
cal, that these practices are beneficial.
On the other hand, most British adver-
tisers will agree that they have bene-
fited merely by going on television.

Interestingly enough, when 1 asked
Englishmen who’d recently visited the
U.S. what they thought about television,
the most heard comments were in ef-
fect a resentmenf of the many intrus-
ions by commercials into the program
material and a bewilderment as to why
we didn’t “stop” the show less often and
show more commercials at a time.

That may be a jolly good question.

31
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Many unseen forces guide the fingers of the
artist as he captures on canvas that which

stamps him “great”.

A basic talent, of course. But there is the
experience of years .. .the desire of the heart

... the dedication of the mind — these are the

elements which produce that “quality touch”

You'll find them, too, in that which sets great

radio and television stations apart from the rest.

radio & television

dallas

Broadcast services of The Dallas Morning News B Edward Petry & Company, National Representatives.
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FEATURES BEGINNING TO WEAR OUT?

Exclusive survey shows tv plays movies as though supply unlimited

Week after week, television stations
are pouring feature films into U.S.
homes at the heady rate of approxi-
mately 4,500 every seven days.

Despite the dim outlook for “new"”
features in quantities comparable to
past libraries, the current supply is be-
ing used at a pace which, by the sta-
tions’ own standards, is close to all the
traffic will bear.

These findings are based on a station
survey, conducted by BROADCASTING,
which brought returns from 192 or al-
most two-fifths of all U.S. commercial
television stations. While the study
made clear the market-by-market na-
ture .of the problem, the averages it
produced show the importance that
feature films hold in today’s tv pro-
gramming structure, the speed with
which they are being used and the point
at which the stations think they become
“used up.”

Basic Averages e On questions of
basic usage, the 192 stations replying
to the questionnaire averaged out thus:

e The average station shows 9.25
feature films a week.

e It shows each feature an average
of 3.04 times, allowing an average of
7.6 months between plays of the same
titie.

® The most that any film has been
shown—usually it’s not one but several,
and in some cases it’s all the station has
under contract—is 4.14 times per sta-
tion, or about once more than the sta-
tion ordinarily plays a feature.

e The average station thinks the
average feature loses its effectiveness
as an audience-getter, in that market,
after 3.4 plays.

Reliance on features varies widely
from station to station—from none in
two or three cases and one a week in
six instances to as high as 35 a week
in two cases. The supply of features
under contract similarly covers a broad
range, not always in direct ratio to
weekly usage. Feature films under con-
tract range up to more than 3,000 on
a station, from a low of one package
containing a handful.

Fact of Life ® The survey made par-
ticularly clear one hard fact of eco-
nomic life: stations that need to get the
most mileage out of features are general-

BROADCASTING, February 23, 1959

ly the ones least able to do so. In
markets having a limited choice of sta-
tions the audience isn’t fractionalized
the way it is in multiple-station markets.
Consequently, although these small-
market stations often cannot afford the
film outlays of bigger stations, they find
themselves much more limited in re-
peating programs.

Among all the stations answering the
questionnaire, a strong majority—al-
most 70% —said they play the same
feature only two or three times. Against

the national average of 3.04 plays per
title, the times-played figures come out
as follows (in terms of percentage or
total respondents): '

One play: 4.4% of stations;

Two plays: 36.2%:;

Three plays: 33.5%;

Four plays: 16.0%;

Five plays: 4.4%;

More than five plays: 5.5%.

In virtually all cases the number of
plays reported in the foregoing table
is also an indicator of market size, for

HEAVY DRAIN ON THE VAULTS

Tv now shows 4,500 movies every week
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as the number of stations in a market
increases, so does the number of plays
given the average feature.

Reruns vs. Market Size e Stations
which reported that ordinarily they play
each feature only once, for instance,
were located in markets having an
average of only a little more than one
tv station each (1.33). Those reporting
two or three plays per title were in mar-
kets which average 2.44 stations each.
Those who said they play the same
feature four times were located in
markets having an average of four
stations, while stations reporting five or
more plays per feature were located in
markets averaging 4.66 stations each.

The plight of the broadcaster in one
and two-station markets was pointed
up by one of them who said he thought
he could replay a feature once and still
get effective audience—but “we still re-
ceive complaints from the viewers,” he
added.

Many stations have contracts limit-
ing replays and these limits may re-
flect management’s opinion—whether
based on experience or otherwise——of
how many times its market will look
at the same show or package. Whether
this factor is pertinent or not, the rate
of play, overall, was found to coincide
closely with the stations’ views on what
would constitute saturation in their
respective markets.

Exemiptions Both Ways e Among
the stations individually there were
many exceptions to this rule, and in
both directions. This difference be-
tween the “actual” and the “ideal” was
evident in terms of maximum plays
given any one or more shows, as dis-
tinguished from the number the average

34

wo durables: “‘King Kong'' has been played as many as four times with steady ratings . . .
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film gets. For instance, one station in
a large market said it had run “Count
of Monte Cristo” 20 times (over a six-
year period) but considered 10 times
the maximum for the average feature
to retain audience effectiveness. In the
same market another station had played
an unspecified film 20 times over a five-
year span, or an average of four times
a year, but considered four times in two
years, or twice a year, to be enough on
the average.

In another large market a station had
played a group of 26 films 10 times
each within a two-year period. Its think-
ing was that “six or seven” times repre-

... "'African Queen’’ (Hepburn-Bogart) topped its first rating on second run in one market

sented as much mileage as is available
in the average film in that market.

On the other hand a number of sta-
tions had not yet received nearly so
much mileage out of any film as they
thought they could. This was pointed
up by a major market station which said
it usually played the same feature three
times, had gone as high as five times
in some cases—but thought it could get
10 runs out of the average feature in
that market.

Repeat Patterns e The manner of
scheduling repeats followed the same
general lines at most stations. The
usual scheme was to schedule the same
titles six or eight months apart, but on
different days and at different times.
Relatively few scheduled the same show
at the same day and hours the second
time around, and where there were
multiple repeats the majority picked
different days and times for each show-
ing.

The stations were asked to give the
ratings attained by each run, if ratings
were available, but few had or reported
ratings figures. Although the returns
were inconclusive, there were some to
indicate that even after as many as four
and five plays a picture was still hold-
ing its own in audience.

One station reported it had played
RKO’s “Mystery in Mexico™ five times
in 17 months, with spacings from three
to six months, and that the three ARB
ratings available showed it gained each
of the three times. It was slotted first
on a Saturday afternoon and drew a
3.9 ARB; three months later it played
a Monday night and got a 5.9. No
ARB measurements were available for
the next two plays but in its fifth round,
a Friday midnight, it picked up a 6.7.

Another station said four successive
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feet above average terrain!).

As you know, tower height is extremely im-
portant in getting TV coverage—more important
than power, though WDAY-TV of course utilizes
the maximum 100,000 watts.

So WDAY-TV—with new Tower and new
Power—will soon be covering 969, more
of North Dakota-Minnesota’s best country-
side than before—609%; more of the pros-
perous Red River Valley’s families than
before!

\

Even before building this tremendous new
tower, ratings proved that WDAY-TV is the
hottest thing in the Valley. Soon they’ll be
better and better, and for greater and greater

distances!
ARB — December, 1957
SHARE OF AUDIENCE
Metropolitan Area
WDAY-TV

9:00 AM. — 6:00 P.M,

Monday - Friday 77.2
6:00 P.M. — 10:00 P.M.

Sunday - Saturday 74.1
10:00 P.M. — Midnight

Sunday - Saturday 81.1

Ask PGW for all the facts!

WDAY-TV

FARGO,; N. D. ® CHANNEL 6
Affilated with NBC ¢ ABC

En

PETERS, GRIFFIN, WOODWARD, Inc.

Exclusive National Representatives

o
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performances of “King Kong,” sched-
uled with four to six months between,
drew ratings of 14.5 as a late movie,
12.7 as an early-evening show, 8.7 as
a late-afternoon performance and 14.7
in a late-evening slot.

Longevity ® Another broadcaster re-
ported he had had two plays of “Afri-
can Queen”—frequently mentioned as

.a multiple-run feature—and got a 19.5

the first time around (Thursday, 10:30)
and 21.5 the second (seven months
later on a Saturday late show) and ex-
pected to get better than 15 when he
plays it again. a

With this sort of background to sup-
port him, one broadcaster ventured that
the life of a *‘good” feature can be
protracted almost indefinitely in a
market by proper scheduling. From a
city with three commercial and one
educational stations in operation he
wrote:

“I would guess that a good feature
could still get an audience on the 10th
run—if it had been used once to twice
a year—during a 10-year license and if
rested on the shelf 2%2-3 years before
the ninth and tenth exposures.”

A number of others, without offer-
ing ratings material as support, took

the position that a Class A feature—or

super-Class A special, at any rate—
might be used indefinitely if the per-
formances were carefully spaced. Most
of these talked in terms of showings
approximately once a year or even less
frequently.

Shelf Time e By all odds the “rest
period” most often mentioned in the
survey, whether the respondent thought
the life of a feature was two plays or
half a dozen or more, was six months.
But stations frequently noted that they
weren't always able to maintain this
frequency, or sometimes deliberately
made exceptions. At the other end of
the scale some stations tried to keep
re-plays at least 12 or 18 months apart
and a few stations said they strove for
two years between runs.

On questions dealing with features
that have been retired or exhausted by
the stations (for reasons other than con-
tract limitations) the findings were in-
decisive. Those who said they had
taken some features out of play for
reasons of age generally designated films
dating to the early or middle 1930’s.
One station said that as a rule it con-
sidered pre-1939 films “exhausted” un-
less they were “outstanding.”

Rules of Thumb e Others offered dif-
ferent guideposts. One program director
said some are “ridiculous to play be-
cause of age” but noted on the other
hand that *“some of the very old are
acceptable because of case and curiosity
factors.”

Several cited such factors as “pro-
gram concepts, feature film content and

quality” as being important, along with
age, in deciding whether to retire a
feature after one, two or more—or even
no—plays. One station, maintaining
that calibre is the important considera-
tion, reports that complaints are “al-
most non-existent on re-runs of any-
thing well done except ‘theme-a-lized’
pictures such as shock and horror.”
A number felt that after four or five
runs a feature will be “dead”—but may
be revived after it has sat on the shelf
for a few years.

The rate of usage pointed up in these
figures underlines an obvious question:
how long will the current supply last?

Crystal-Balling ® Answers range from
the perplexed noncommittal-—a posi-
tion frequently encountered—to the
equivalent of “virtually forever.”

Syndicators of feature films generally
regard the question as one calling for a
crystal ball as minimum equipment.
Some point out that even if an audience

.has been saturated by a package, the

films could be returned to the market
after several years’ layoff and find that
a new audience had grown up or moved
in during the interim.

The question was not in BROADCAST-
ING’s questionnaire, but some stations
volunteered estimates as to how long
their own supplies would last.

One of the most amply-equipped sta-
tions in the country, in terms of feature
product, figures its supply contains
enough “good” pictures to carry it for
two to two and a half years longer.
That would put this station’s backlog
exhaustion date about 1961—a year
that has sometimes been mentioned by
others as the magic date when the well
will run dry.

Another station, somewhat less amply
endowed with features, thought it could
keep going for four or five years. Several
thought “three or four years.”

Another Moot Question e If the lon-
gevity of the present supply is moot,
the question of when post-1948 features
will be released in volume is equally so.
The major motion picture producers
have given no sign that they intend soon
to release post-48 films in quantity.

There is, of course, some product
that has been committed to television
but has not yet been offered for sale.
Aside from films of independent and
foreign producers, these add up to 800
or so—about 185 from 20th Century-
Fox (through NTA), and 240 from Co-
lumbia and 370 from Universal
(through Screen Gems). In addition,
Samuel Goldwyn Productions is re-
ported to have about 40 features not
yet sold to television.

One deterrent to release of post-1948
films is labor contracts effective that
year providing for residual pay to per-
formers if films are sold to tv.
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BROADCAST ADVERTISING

Y&R CUTS ABC-TV DAYTIME

Agency slices half of original 40 hrs.
it invested in ‘Operation Daybreak’

ABC-TV got the word last week: a
cutback in renewal business for its
“Operation Daybreak” (Crosep CIr-
cult, Feb. 16).

While full details could not be deter-
mined immediately, the general outline
of the situation appeared as follows:

® The network will revamp its pro-
gram schedule in mid-April. Approxi-
mately 20 quarter-hours weekly will be
sliced off some 80 quarter-hours being
programmed.

e ABC-TV hopes to pick up new
business for Operation Daybreak. In
any event, the daytime programming
operation will continue.

o Young & Rubicam clients—par-
ticularly General Foods—Iled the cut-
back. About half (a little more than
20 quarter-hours) of the sponsorship
now underwritten by Y&R clients has
not been renewed.

e General Foods’ schedule alone has
been reduced from 17 to 4 quarter-
hours per week.

e From Y&R’s viewpoint, Operation
Daybreak’s strength has been proved in
the afternoon hours; but OD, in the
agency’s opinion, did not pull its own
weight in the morning.

OD’s start last October launched
ABC-TV into daytime programming on
a more competitive footing with CBS-
TV and NBC-TV. Y&R, which helped
develop OD in the first place, was the
key, however, to the current pull-back
in the daytime.

For some time, Y&R had talked in
terms of taking a new look at the sched-
ule. Y&R clients account for a little
over 40 quarter-hours weekly. Just after
the first of the year, Peter Levathes, the
agency’s vice president in charge of
radio-tv who personally had been in-
volved in setting the structure of Oper-
ation Daybreak, called the shots.
Said he in an interview: the agency
would watch OD carefully; “it takes
longer for things to percolate in the
daytime” (BROADCASTING, Jan. 12).

Reason for Y&R’s action at this
time: renewal time was coming up and
it was time for the network to know
in advance.

Rating figures over a period of
months apparently showed a greater
strength of programming in the after-
noon hours than in the morning, and,
it was said, the audience share in the
afternoon has been advancing.

It appeared that all Y&R clients con-
tinuing to participate in OD will have
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about four quarter-hours weekly each
including General Foods. Where will
the GF money go now? There was no
sure answer at Y&R with a hint that a
good amount of the money had been
“new” when OD was put on the air.

All Y&R renewals are on a 13-week
basis. Current business was on a 26-
week spread. Bristol-Myers, another
Y&R blue chip, has pulled out of OD,
apparently the only Y&R client to do
so completely. B-M had three quarter-
hours a week.

ABC-TV Thursday (Feb. 19) shed
little light on future plans. But thinking
at the network last week appeared to
run along this line:

One-Hour Chop? e The current OD
runs 11:30 a.m.-1:30 p.m. and picks up
again at 2 p.m. (2-4 p.m. segment was
added to ABC-TV’s daytime program
schedule by OD as was the morning pe-
riod running past noon). The revamp
would cut the early hours to noon-
1 p.m. and leave the 2-4 p.m. period in-
tact. The Peter Lind Hayes Show prob-
ably will go from its hour format to a
half-hour and a 30-minute program
dropped. There may be changes in the
other programs.

The effect of all these changes will be
to give ABC-TV fewer quarter-hours to
sell to make up the 20-odd quarter-
hours per week lost via Y&R. The net-
work’s weekly total programming would
be back to approximately 60 quarter-
hours which initially had been the base
on which ABC-TV had blueprinted OD
(later the total was increased by adver-
tiser demand, finally reaching the 80
mark.)

OD was constructed under a charter

plan that provided for discounts of 50%
for advertisers ordering a minimum of
four quarter-hours per week for 26
weeks. These four quarter-hours had to
be purchased in one day but the adver-
tiser, subject to ABC-TV approval, was
permitted to swap 8 of his 12 commer-
cial messages with other Daybreak ad-
vertisers to reach a greater number of
different homes. Cost per quarter-hour
under the charter plan: $6,400; per
commercial minute: $2,130 for time
and talent.

Pepsi marketing unit

Pepsi-Cola Co., New York, reported
last week it has created a new mar-

keting division to encompass adver-

tising and sales as well as other func-
tions. William C. Durkee was named
vice president in charge of marketing,
as director of the unit.

Herbert Barnett, Pepsi-Cola presi-
dent, said the move was designed to
cope with market expansion and
changes anticipated for the company
and for the nation as a whole. The new
division will include sales, advertising,
equipment development, market re-
search, national accounts, syrup sales,
promotion, training, product control,
field marketing, new products and
markets.

It was reported that Pepsi-Cola’s ad-
vertising expenditures would be in-
creased this year to between $25-30
million. Last year’s budget was esti-
mated at almost $25 million.

Early huddles urged

Animation companies are more likely
to produce commercials with ‘“‘maxi-
mum effectiveness” if advertising agen-
cies approach them during the planning
stages of a campaign, Peter Cooper,
vice president and executive producer,
Robert Lawrence Production, New

They spent:
2,141.0 million hours
1,052.6 million hours
468.6 million hours

397.5 million hours
94.5 million hours

HOW PEOPLE SPEND THEIR TIME

There were 126,403,000 people in the U.S. over 12 years of age during the week Jan. 30-Feb. 5.

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

204.9 million hours ............

..................... :\f\./étching Movies on Tv

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 inter-
views (1,000 each day). Sindlinger's weekly “Activity” report, from which these figures are
drawn, furnishes comprehensive breakdowns of these and numerous other categories, and shows
the duplicated and unduplicated audiences between each specific medium. Tabulations are avail-
able from Sindlinger & Co. within two to seven days of the interviewing week.

{Copyright 1959 Sindlinger & Co.}

SINDLINGER'S SET COUNT: As of Feb. 1, Sindlinger data shows: (1) 113,686,000

pecple over 12 years of age have access to tv (89.9% of the people in that age group);
(2) 44,272,000 households with tv; (3) 48,879,000 tv sets in use in the U.S.

Watching Television
Listening to Radio
Reading Newspapers
Reading Magazines

Attending Movies
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York, told a meeting of the Radio &
Television Executives Society last week.

Mr. Cooper, who addressed an RTES
production workshop on animation,
claimed that with the agency’s full co-
operation, an animation company could
produce a “good-sell” commercial
within the agency’s specified budget. He
estimated that a full-animation one-
minute commercial costs $7-$9,000 and
a limited animation commercial about
$2,500 (not counting the cost of sound
tracks).

TIMEBUYER AID

Silvernail, Griffin
offer guideposts

Guideposts for enhancing the pres-
tige of the timebuyer were suggested
last week in speeches by Frank Silver-
nail, broadcast advertising consultant,
and Lloyd Griffin, vice president and
director of television for Peters, Griffin,
Woodward Inc. before the timebuying
and selling seminar of the Radio &
Television Executives Society in New
York Tuesday (Feb. 17).

The discussion centered around the
assistance which station representatives
can provide to timebuyers. Within this
framework, Mr. Silvernail recommended
that buyers ascertain various marketing
data even before the station representa-
tive is solicited.

He summarized these marketing re-
quirements as follows: the prospects
you want to reach (by sex, income, age
group, occupation, education); the lo-
cation of the prospects (by areas of the
country, expansion of distribution in
certain areas, special problems to be
considered, such as hard water, city
sizes, climate); types of product dis-
tribution (kinds of stores, direct mail,
door-to-door canvassers); copy appeal
(short copy and heavy barrage of an-
nouncements, endorsements, reason-why
demonstrations); length of campaign
(year-round, short, seasonal); purpose
of campaign (straight consumer sell-
ing, offset competition, help obtain dis-
tribution).

Reps Know Markets ® Once the
buyer knows the specific objectives of a
campaign and communicates them to
the representative, the latter can be of
“extreme assistance” because of his
knowledge of markets, Mr. Silvernail
said. He pointed out that the repre-
sentative can tell a buyer where to pick
up a participation show that has a di-
rect appeal to the exact age-bracket or
occupational group the advertiser hopes
to reach.

Mr. Silvernail observed that the sta-
tion representatives can be of “infinite
help” in building up “a portfolio of
really blue-chip station breaks, par-
ticipations, local programs over a grad-
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Rallying around rostrum (I tor): Messrs. Silvernail, Teter, Jones, Griffin

ual period” for the advertiser who will
not be stampeded into buying a sched-
ule on short notice. He added: “You
can probably recall names of a few soap
manufacturers, tobacco companies,
food processors or watch companies
who have spent one, two or even three
years in gradually building up, thanks to
their watchful agency buyers, a sched-
ule that has their less patient competi-
tors gnashing their teeth with envy.”

Mr. Griffin endorsed the integration
of the media buying function into the
planning areas of agencies and adver-
tisers adding: “The representative knows
that we need and the agency needs
more people in the front line who have
a voice in planning as well as the buying
of medija. Some agencies have, of course,
already recognized this but in all too
many cases we find the buyer is the
forgotten man in today’s ‘advertising
complex’.”

The representative firm can help the
advertising agency, he said, because of
its knowledge of all media, media and
marketing research, merchandising and
the various phases of broadcast oper-
ations.

PGW in Pay Tv? ® On other sub-
jects, Mr. Griffin endorsed industry
regulation of broadcasting as opposed
to government regulation and the free
system of television as opposed to the
compulsory system {pay tv). In this
latter connection, Mr. Griffin revealed
that if compulsory pay tv does arrive
and thrive, PGW will seek the national
sales representation of these organiza-
tions. He continued: “Pay tv will carry
commercial messages and probably at a
higher rate for the top audience pro-

grams than we find on rate cards to-
day.”

Raymond Jones, coordinator of spot
broadcasting media, Young & Rubicam,
was session chairman and moderator.
Chairman of the RTES seminar is Rob-
ert H. Teter, vice president and director
of radio for PGW.

Culture ‘manipulation’
not ad function—Lusk

A counterattack against tv critics who
are themselves in advertising was
mounted Feb. 13 by Benton & Bowles
President Robert E. Lusk in a talk be-
fore Adcraft Club of Detroit. He said
it has become “fashionable” to claim
advertisers, agencies and broadcasters
are destroying the cultural standards
of Americans. To the contrary, he said,
it’s presumptuous of anybody in the
advertising-communications business to
“try and force-feed the public” with
cultural programming.

If advertisers programmed ‘“only the
kind of show that in our wisdom we
thought was ‘good for people,’ ” then,
said Mr. Lusk, “we would be guilty of
manipulation . . . we would be wasting
our clients’ money.”

The networks and a ‘“handful” of
advertisers have gone out of their way
to try and interest the public in high
level entertainment, Mr. Lusk, who
heads one of the nation’s largest tv
agencies, told his audience in an ob-
servance of Advertising Week (Mr.
Lusk was AW’s national plans chair-
man).

For the most part, he said, these
shows “have either not attracted a large
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VIEWED MOST*

The WGAL-TV audience is greater than the
combined audience for all other stations in the Channel 8 coverage area.

See Lancaster-Harrisburg-York ARB survey.

Channel 8- - Lancaster, Pa.r NBC and CBS

Representative: The MEEKER Company, lnc.- New York:Chicago-+-Los Angeles - San Francisco
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audience, or the public has turned
away.” If people find relaxation in
watching westerns, they perhaps deserve
pity “but don’t blame the sponsor or the
broadcaster for demoralizing” their cul-
ture standards, Mr. Lusk advised.

New Lever Bros.
spot has Mrs. FDR

But nowadays you can get margarine
like Good Luck, which tastes delicious.
I really enjoy it!

On tv and radio, Mrs. Eleanor Roose-
velt last week was endorsing Good
oleomargarine

Luck, a Lever Bros.

Ex-First Lady: ‘Good Luck . . . delicious’
product handled through Ogilvy, Ben-
son & Mather, New York, in commer-
cials aired nationwide. It was her first
association with broadcast commercials
(BROADCASTING, Feb. 16).

The commercials evoked some crit-

icism in the press, but a check with
Lever in New York found the adver-

tiser with no plans to either modify or -

discontinue the commercials. Mrs.
Roosevelt, meantime, issued a formal
statement.

Mrs. Roosevelt, prominent interna-
tional figure and former First Lady,
said that for some time she had sought
a way through radio or tv to get across
some important ideas to the people. In
this instance, # was “that we should
give food from our overabundance to
the underfed peoples of the world.”

Tv’s Reach ® And, she noted, “very
little can be said in a commercial, but
there is time to put one thought across
and one reaches far more people than
can possibly be reached in any other
way.” She pointed out that the proceeds
would go to charity (much of her in-
come from lecture tours, newspaper
and magazine writings are so con-
tributed).

Her agreement to make the com-
mercials—two 30-second and one 1-
minute film (see photograph from film)
—was negotiated through a talent agent,
Thomas L. Stix, partner, Stix & Gude,
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TOP 10 NETWORK PROGRAMS
Tv Report for Jan. 5-11

Rank Rating
1. Gunsmoke 48.6
2. Wagon Train 44.5
3. Danny Thomas 40.0
4. Rifleman 38.9
5. Maverick 38.8
6. I've Got A Secret 38.6
7. Have Gun, Will Travel 37.8
8. Price Is Right 36.7
9. Red Skelton 36.5
10. Real McCoys 36.3
No. Viewers
Rank (000)
1. Gunsmoke 51,820
2. Wagon Tralp 51,780
3. Maverick 48,250
4. Perry Como 42,730
5. Danny Thomas 42,420
6. Have Gun, Will Travel 41,390
7. Lassie 40,010
8. Real McCoys 39,510
9. Perry Mason 38,840
10. Rifleman 37,550

Copyright 1959 American Research Bureau

BACKGROUND: The following programs, in

alphabetical order, appear in this week’s

BROADCASTING tv ratings roundup. Informa-

tion is in following order: program name, net-

wark, number of stations, sponsot, agency, day

and time.

Perty Como (NBC-172): various sponsors. Sat.
8-9 p.m.

Father Knows Best (CBS-145):
{(JWT), Mon. 8:30-9 p.m.

Zane Grey Theatre (CBS-150): General Foods,
(B&B), Johnson Wax (B&B), Thurs. 9-9:30
p.m.

Gunsmoke (CBS-173): Liggett & Myers (D-
F-S), alternating with Remington Rand
(Y&R), Sat. 10-10:30 p.m.

Have Gun, Will Travel (CBS-148): Lever Bros.
(JWT), Whitehall (Bates), Sat. 9:30-10
p.m.

I've Got A Secret (CBS-196): R. J. Reynolds
(Esty), Wed. 9:30-10 p.m.

Lassie {CBS-138): Campbell Soup (BBDO), Sun.
7-7:30 p.m.

Perry Mason (CBS-146):
Sat. 7:30-8:30 p.m.
Maverick (ABC-146): Kraft (JWT), Drackett

{Y&R), Sun. 7:30-8:30 p.m.

Price Is Right (NBC-167): Toni (T-L), Desoto
{(BBDO), Thurs. 8-8:30 p.m.

Real McCoys (ABC-123): Sylvania Electric
(JWT), Procter & Gamble {Compton), Thurs.
8:30-9 p.m.

Rifleman (ABC-139): Miles Labs (Wade),
Ralston Purina {Gardner), Procter & Gamble
(B&B), Tues. 9-9:30 p.m.

Red Skelton (CBS-174): Pet Milk (Gardner),
S.C. Johnson (FC&B), Tues. 9:30-10 p.m.

Sugarfoot  (ABC-127):  American  Chicle
{Bates), Luden’s {Mathes), alternating
Tues. 7:30-8:30 p.m.

Danny Thomas (CBS-189):
(B&B), Mon. 9-9:30 p.m.

Lever Bros.

various sponsors,

General Foods

LATEST RATINGS

TOP 10 NETWORK PROGRAMS
Tv report for 2 weeks ending Jan. 24
TOTAL AUDIENCET

No. Homes
Rank (000)
1. Wagon Train 20,108
2. Gunsmoke 17,776
3. Danny Thomas 17,556
4. Rifleman 16,632
5. Maverick 15,708
6. Have Gunh, Will Travel 15,400
7. Perry Como 15,400
8. Father Knows Best 15,224
9. Perry Mason 15,180
10. Wells Fargo 14,872
Rank % Homes*
1. Wagon Train 46.6
2. Gunsmoke 41.2
3. Danny Thomas 40.5
4. Rifleman 39.6
5. Maverick 37.8
6. Have Gun, Will Travel 35.7
7. Perry Como 35.6
8. Father Knows Best 35.4
9. Perry Mason 35.3
10. Sugarfoot 35.3

AVERAGE AUDIENCEL

No. Homes
Rank (000)
1. Gunsmoke 17,028
2. Wagon Train 16,720
3, Danny Thomas 16,544
4. Rifleman 15,576
5. Have Gun, Will Travel 14,960
6. Father Knows Best 14,168
7. Wells Fargo 14,080
8. Wyatt Earp 13,596
9. Price Is Right (8:30 p.m.) 13,596
10. Zane Grey Theatre 13,464
Rank % Homes*
1. Gunsmoke 39.5
2. Wagon Train 38.7
3. Danny Thomas 38.2
4. Rifleman 3741
5. Have Gun, Will Travel 34.7
6. Father Knows Best 33.0
7. Wells Fargo 32.6
8. Wyatt Earp 32.2
9. Price Is Right (8:30 p.m.) 31.9
10. Zane Grey Theatre 31.5
T Homes reached by all or any part of the

programs, except for homes viewing only
1 to 5 minutes.

* Percented ratings are based on tv homes
within reach of station facilities used by
each program.

¥ Homes reached during the average minute
of the program.

Copyright 1959 A, C. Nielsen Co.

Wadon Train (NBC-160): Ford Motors (JWT),
R.J. Reynolds (Esty), Nabisco (M-E), Wed.
7:30-8:30 p.m.

Weils Fargo (NBC-164): American Tobacco
(SSC&B), alternating with Buick (M-E),
Mon. 8:30-9 p.m.

Wyatt Earp (ABC-139): General Mills (D-F-5),
Procter & Gamble (Compton), Tues. 8:30-
9 p.m,

New York. The filmed commercials
were produced by MPO Productions
Inc., New York.

In the commercial (the audio makes
up the radio version); Mrs. Roosevelt

is seated at a breakfast table, a slab of -
Good Luck on the table. She spreads
margarine on toast while speaking. -
Mrs. Roosevelt refers to the “starving
people of the world.” She says she

(BROADCAST ADVERTISING) 41



wishes “we could share our abundance
with them . . . wholesome foods like
Good Luck margarine. Years ago, we
never dreamed of eating margarine.”
At the close of her endorsement, a shot
of the package is shown. Says the an-
noancer: “The margarine Mrs. Roose-
velt has just recommended is new Good
Luck, the light margarine that leaves
no oily aftertaste.”

The commercials were placed in the
full network lineup in which Good
Luck participates. This includes daytime
shows Haggis Baggis, County Fair and
Treasure Hunt on NBC-TV and I Love
Lucy on CBS-TV, as well as a 23-sta-
tion lineup in CBS Radio program-
ming. Details of her contract were not
disclosed. '

A Lever spokesman said last week
the company had not discussed plans
for additional commercials using en-
dorsements of prominent people in the
Mrs. Roosevelt pattern.

No plugs for Andy

Lever Bros. had a lot of nerve when
it asked radio stations to give free pro-
motion to its television-advertised
Handy Andy detergent. Such was the
reaction of Henry B. Clay, general
manager of KWKH Shreveport, La.

Mr. Clay wrote Warren Gerz of
Lever Bros. that KWKH had coop-
erated with Lever when its products
were advertised on the station. Mr.
Gerz had suggested he would appreci-
ate a KWKH on-the-air interview while
in Shrevevort. '

“The criterion for using our facili-
ties to promote a product has not been
met,” Mr. Clay added, “because none
of the Lever Bros. products are being
advertised over any of our radio prop-
erties -and it is our understanding that
Handy Andy will be primarily pro-
moted via the use of television. Ob-
viously we would not be treating our
existing advertisers with any degree of
equality.”

e Business briefly

Time sales

¢ Gold Medal Candy Corp. (Bonomo’s
Turkish Taffy), N.Y., has launched a
spot tv campaign in 45 markets
throughout country that will extend
through Tune. The campaign will use
one-minute live and filmed commer-
cials on personality programs appealing
to children. Agency: Mogul Lewin
Williams & Savlor Inc., N.Y.

¢ Universal Can Co., N.Y., for its new
product Speedshine, will begin a spot
tv and radio campaign in Boston, New
York and Washington March 1, for an
indeterminate period. Commercials will
feature new series of jingles produced
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you can [telllif it has
Yol MCGAM-TV Yot/

R !

This spot's got it! Beauty... brilliance...a car commercial

with Watt MG A-7¢ Yot/

Client:

Plymouth

Agency: Grant Advertising

Producer: MGM-TV

This spot’s got it! pe .

.sincerity...a cigarette commer-

cial with Gtat M GAM-TV Youck ./

Producer:

BILL GIBBS, Director of Commercial
and Industrial Films, MGM-TV
Culver City, Calif.

SAN FRANCISCO: PR 5-1613

LOS ANGELES: Bob Fierman—TE 0-3311

NEW YORK: Jack Bower, Phil Frank, JU 2-2000
CHICAGD: Bob McNear, Fl 6-8477 ’

M G-I

A Service of Loew's Inc.

Client: Viceroy
Agency:

Ted Bates Advertising
MGM-TV
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This spot’s got it! Mood...atmosphere...a coffee commer-
cial with that MG M-TV Yoctri/
Client: S&W Coffee
Agency: Honing-Cooper-Harrington
& Miner
Producer: MGM-TV

dhis spot’s got it! Charm. .. conviction . .. a hair-coloring
commercial with et MGAM-TV Yook ./

Client: Clairol
Agency: Foote, Cone & Belding
Producer: MGM-TV

BILL GIBBS, Director of Commercial
and ndustrial Films, MGM-TV
Culver City, Calif.

SAN FRANCISCO: PR 5-1613

10S ANGELES: Bob fierman— TE 0-3311

NEW YORK: Jack Bower, Phil Frank, JU 2-2000
CHIGAGO: Bob McNear, Fl 6-8477

MGIM 1

A Service of Loew's Inc.

rz '
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for Universal by Gotham Recording
Co., N.Y. Agency: Leséter’ Harrison
Adv., N. Y.

e ABC Radio reported ‘last -week it
has signed contracts for new and re-
newal business amounting to $1.5 mil-
lion gross covering various programs.
New business came from Fred Fear
& Co. (Easter egg dyes),’ Brooklyn,
through Ted Bernstein Assoc.,, N.Y.;
Syn-Tex Chemical Co. through .Ander-
son & Cairns, N.Y.; Davidian Seventh
Day Adventists, placed - direct; Mr.
Softee Inc. through Gresh & Kramer,
Phila.

e Alexander’s Department Stores, N.Y..
has contracted for 85 spots divided
among WABC-TV,. WRCA-TV,
WNEW-TV, WPIX (TV) and WOR-

TV, all in New York. Scheduled this

week effective yesterday (Feb. 22), the
campaign is for the opening of a new
store. Alexander’s plans a more perma-

‘nent spot schedule with the same .sta-

tions beginning sometime in March.
Agency: William Warren. Jackson &
Delaney. N.Y.

¢ Max Factor & Co. is planning 2
summer radio and magazine campaign
for Crew Cut hair dressing. Carson/
Roberts, L.A., is the agency for Factor
men’s toiletries. The campaign is
scheduled to start in June.

e Lever Bros. Co., N.Y., has signed
to sponsor The Blue Men, a half-hour
tv film series about New York City
police detectives, overr CBS-TV (Sat.,
9-9:30 p.m.), starting June 6. Agency:
Ogilvy, Benson & Mather, N.Y.

e A 52-week spot tv campaign on be-
half of the Broadway production, “The
Music Man,” is scheduled to begin to-
day (Feb. 23) on WRCA-TV New
York. A WRCA-TV spokesman said
this marks the first time that a legitimate
theatre offering will be advertised on tv
on a 52-week basis. The contract placed
through Clifford Strohl Adv., ' N.Y,,
calls for a 52-week schedule of 10- and
20-second announcements.

e P. Lorillard Co. (Old Gold straight
cigarettes), N. Y. reported to be launch-
ing eight-week spot tv campaign in un-
determined number of markets. Agency,
Lennen & Newell, N. Y,

e Borden Co. (Starlac) N. Y., under-
stood to be preparing spot tv campaign
for eight weeks, effective March 1,
starting in east and moving to major
markets. Agency. Dancer-Fitzgerald-
Sample, N. Y. .

Agency Appointments

e Stewart Mfg. Co,, L.A., has appoint-
ed Brewer, Mulcahy & Fischer, that
city. to handle e\:dvertisingz_o_f_ Bupny
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oPemner?
AN
for TOTAL
COVERAGE™
of the fabulous

Charlotte Market
the latest

N.S.lL

. {(NOVEMBER-DECEMBER ‘58)
[ ]
again

. PROVES

THE

best buy

by far!

¥or a revealing comparison of
WIST’s total audience with
that of any other Charlotte
" station, check the November-
December N.S.I., or call your
. nearest. P-G-W Colonel.

Raud .

0. WIST is olso clearly the MOST
-POPULAR- STATION :in the Char-
lotte Metropolitan Areca.

. . according to Nielsen

PeTERS, GRIFFIN, WOODWARD, ixc.

Exclusive National .Reppesentatives

best radio buy
"~ "in Charlotte -

A BROADCASTING COMPANY OF THE SOUTH STATION
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New York checkout ® Jack Zim-
mer (c), radio-tv director, Wesley
Assoc., checks storyboard against
runoffi of taped commercials.
Flanking are Robert Muth (1),
assistant tv sales manager, Peters,
Griffin, Woodward, and Emanuel
Roberts, Woolfoam’s president.

Tape helps KRON-TV
get Woolfoam account

By planning and executing a sched-
ule and producing locally a series of tv
commercials in less than 10 days v‘a
videotape, KRON-TV San Franci .,
was able to obtain the business of °
advertiser through its New York sa’
representative (Peters, Griffin, Woou
ward) that had been slated for only
newspapers.

The campaign by Woolfoam (wash-
ing product for woolens), New York,
was handled by its agency, Wesley
Assoc., New York. Storyboard and copy
were prepared in New York, sent to
the station for taping and the tapes then
air expressed back to New York for
agency screening. A phone call then
started the campaign rolling on KRON-
TV.

The saturation campaign, Wool-
foam’s first use of the broadcast media,
started Feb. 10 and was to rum six
weeks. Local personalities were used in
the taping.

Hop, a juvenile toy. Tv and direct mail
will be used, starting immediately with
participations in the Eleanor Hempel
Show on KTTV (TV) Los Angeles,
Saturdays, noon-1 p.m.

® Swissair North America (airline),
N.Y., appoints Campbell-Ewald Co.
there, for U.S. and Canada.

¢ CDA Dominican Airlines appoints
Peter Finney & Co., Miami, Fla.

¢ Virginia’s Board of Conservation &
Economic Development names Houck
& Co., Roancke, Va., advertising
agency, for its tourist and industrial
promotion. Annual budget: $450,000.

* American Stores Co., Phila., appoints
Gray & Rogers, that city, to handle its
radio-tv advertising throughout south-
eastern Pennsylvania, New Jersey and
part of Delaware.

e Bissell Carpet Sweeper Co., Grand
Rapids, Mich., appoints Clinton E.

Frank, Chicago, to handle estimated
$1.5 million account recently resigned
by Leo Burnett Co., same city, effective
July 1.

e Also in advertising

e B.T. Babbitt (cleansers), N.Y., an-
nounced last Monday (Feb. 16) a com-
mon stock dividend of 10 cents a share
payable April 1 to stockholders of rec-
ord March 17. Usual dividend on Serie
A and B preferred stock will be pait”y
as of same dates. Marshall S. Lachner
president, called 1958 profitable, re
versing loss trend of 1956-57. Increasec
sales were attributed to added items,
including those of recently acquired
Charles Antell.

e James Thomas Chirurg Co., N.Y.,
formerly at 1612 Chanin Bldg., moved
to new offices at 60 E. 56th St.. N.Y.
22. Telephone: Plaza 2-1771.

ARB

ARBITRON’S DAILY CHOICES

Listed below are the highest-ranking television network shows for each
day of the week Feb. 12-18 as rated by the multi-City Arbitron instant
ratings of American Research Bureau.

DATE PROGRAM and TIME NETWORK RATING
Thurs.,, Feb. 12 I Love Lucy (7:30 p.m.) CBS-TV 20,0
Fri., Feb. 13 77 Sunset Strip (9:30 p.m.) ABC-TV 2-.2
Sat., Feb. 14 Gunsmoke {10 p.m.) CBS-TV 2v.5
Sun., Feb. 15 Maverick (7:30 p.m.) ABC-TV 2,7
Mon., Feb. 16 Desilu Playhouse (10 p.m.) CBS-TV 167
Tues,, Feb. 17 Rifleman (9 p.m.) ABC-TV 7.1
Wed., Feb, 18 Wagon Train (7:30 p.m.) NBC-TV .82

Copyright 1959 American Research Bureau

-
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With WIL in St. Louis the "coverage’ of news is as important as the event!
St. Louis knows it. The dials are set for it. Every major
news service, five mobile news units, aerial traffic control,
a mobile River Cruiser and over three hundred weather-
alert rf_:-_]porfers give St. Louis coverage with a capital WIL.

No worder . . . it's the number one sound in town!

B8UY Radio when you buy media IL
St.wl.ouis in fempo with the times

BUY Balaban wheis you buy radio  .epmyy THE BALABA M STATIONS

5 Dallas ;
BUY Wik wHke ol St Lot WRIT John F. Box, Jr., Managing Director

and you BUY the people who BUY  Milwaukee Sold Nationally by Robert E. Eastman




THE MEDIA

WHO SETS TV's TONE? THE PEOPLE

Fund for Republic finds sentiment building for tv censorship

“Like the audience for any other art
form, the television audience ultimately
gets the content—and the censorship—
that it asks for and makes possible.”

This is the way Charles Winick, so-
cial scientist, rests his case with the
“audience” or the public in the last
sentence of a new tv report for the
Fund for the Republic.

The report was released Thursday
{Feb. 19) by the fund as one of a series
of “occasional papers” in a continuing
study of the mass media.

Ostensibly Dr. Winick was to explore
“taste and censorship” in television. In
reality, the report takes in tv from
camera angle to agency executive desk,
from the broadcaster and political libel
policy to pressure groups and taboos
in tv.

More Checks on Tv ® In the main,
Dr. Winick (director of the Massachu-
setts Institute of Technology’s leisure
time project plus a number of other
consultancy posts) finds sentiment build-

- - Fr—
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ing up for more censorship in tclevision.

Among the reasons cited are these
four: Advocacy of some forms of cen-
sorship by “respected intellectuals,” a
50% increase in juvenile delinquency
in the post-war years, propaganda use
by Russia of the content of U.S.
media. and “watchdog” functions of in-
fluential national and local organiza-
tions, some of which effectively scruti-
nize the medium.

Dr. Winick finds the growing trend
toward “organized social control over
media” as possibly presaging a ‘“re-
interpretation of the historical Ameri-
can attitudes toward censorship.”

In Summary ® His findings, conclu-
stons and distillations fill 40 printed
pages (each about the size of this page).
In brief. here are some of the high-
lights:

On government regulation, he pre-
dicts that “since the court has already
ruled that a local movie censorship
regulation is valid when it js concerned

|t oy g

[
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with restricting attendance of children
at movies, it is possible that some kind
of FCC censorship of television might
be approved.”

On self-regulation, “All of the code
violations called to the attention of
member [NAB Tv Code] stations in
1958 concerned advertising.”

The report looked at tv’s controversial
content studied from the viewpoints of
violence. spoofs of serious matter, anti-
social expression. politics and govern-
ment, religion, special interests, liquor.
animals, crudity, legal, national defense
and ethnic and racial topics.

Violence was treated for the most
part in its relationship to children—
“Tv for children must find a balance
between some shared and some con-
flicting needs of sponsors, broadcasters
and children. . . . Sheer volume of com-
plaints . . . suggests that this balance
has not yet been approached.”

More Sex in Tabloids ® Of Sex ™. . .
Alterations and deletions in scripts
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Selling the Buffdlo -Nagara Falls market
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because of some kind ot sexual content
are probably more numerous than any
other kind.” But, “some tabloid news-
papers daily carry more news of sex
than the typical television station.” and
its an area of program content where
the audience wish and broadcaster per-
formance strike a close balance.

In the political sphere, Dr. Winick
says flatly that tv has been “uninterested
in providing continuing and significant
coverage of the political scene.” He
discusses Sec. 315 of the Communica-
tions Act and reports a “suggestion”
that the mass media are becoming “Jess
emancipated” in the presentation of
political subjects but “more emanci-
pated” in presentation of sex themes.

He cites presssures from a wide
variety of special interest groups, says
the problem for broadcasters is to keep
them from “imposing their will unduly
on program content.”

Power of the Drys ® Of the drys, he
says they “obviously exercise consider-
able power over television content.’
In the treatment of the Negro. Dr.
Winick feels that if tv and motion pic-
tures had been more effective in presen:-
ing his role in the daily life of the
country, they would have helped ““create
an atmosphere hospitable for integra-
tion” and less need for complicated ex-
planations by officials to other countries

-

Court access won

Not only a tv first but a Cal-
ifornia judicial first as well were
put into the record books last
Monday (Feb. 16) when KTLA
(TV) Los Angeles was permitted
to take its film cameras inside
the Ventura, Calif., courtroom to
cover the opening of the trial of
Elizabeth Duncan, accused of
murdering her daughter-in-law.
Clete Roberts, KTLA newsman,
met earlier with Superior Judge
Charles E. Blackstock and re-
ceived permission to have sound-
on-film cameras in the courtroom
when the trial began. Two cam-
era crews, accompanied by KTLA
Commentator Bill Kenneally,
went to Ventura Monday and set
up their gear. However, a late
ruling of the presiding judge
barred recording the sound por-
tion. The silent films were shown
on KTLA the same evening

about what happened at Little Rock.
He notes that there’s been not one
major dramatic show during prime time
dealing with the central issue of de-
segregation.

Dr. Winick devotes considerable at-

" mercials.”

tention to music and film on tv. He
describes how lyrics are changed pre-
cisely for radio and tv presentation and
notes ‘“screening films for possible tele-
vision use has been a major occupa-
tion.” He goes into commercial inserts
during telecasting of feature films call-
ing many movies on tv “heavily laun-
dered and studded with breaks for com-
He says the public could
liberate the situation by making its
feelings known to tv officials.

Another major section of the report
is on the impact of advertising con-
tent. For the most part this is a digest
of numerous governmental reports and
articles published.

Generally, Dr. Winick points to pro-
prietary drug advertisers who pose
greatest problems to the broadcaster be-
cause of conflict with good taste and
the making of extravagant claims. He
finds objectional advertising more likely
to be found on non-subscribers to the
tv code. He delves into commercials
incongruous with program content. He
warns that people get in tv advertising.
(as they do in programming) what they
indicate they will accept.

Warning on big brother ads ¢ In a
section on subliminal advertising, Dr.
Winick leaves his reader with a warn-
ing that a non-code subscriber might
put on a subliminal ad presenting a

AT e MR, (gt Loy

REPEAT ORDERS in the nation’s 14th market, as anywhere else, are the best evidence of television’s
selling ability. WGR-TV, NBC in Buffalo, is proud that 25 national and 21 local advertisers, who have used
the station continuously since it started in 1954, have renewed for 52 weeks of 1959.

These, and newer advertisers, will get even better sales results in 1959, as WGR-TV continues to provide
better service for more viewers in the mighty and prosperous market known as the Niagara Frontier.

Two recentldevelopmehts that emphasize WGR-TV’s continuing leadership in Buffalo are the installation

of the first videotape equipment in the area and the purchase of a new tower—300 feet taller—
to further extend its coverage in Western New York.

For best results from America’s most powerful selling medium, be sure to call Peters, Grifﬁh; Woodward

about availabilities in Buffalo.

NBC - CHANNEL 2 -

BUFFALO
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‘ challenge to code members. The latter
] ] stations would be under pressure, he
Th 1S 1S t h e cautions, to introduce subliminal ads to
Rt meet the competition—“This presents
( :o rmm y [ 4 o a number of highly unpleasant possi-

KWTV uni ty ® bilities for the future.”

Dr. Winick reasons that advertisers
will exercise as much control over pro-

Viewers, from well
over 200 Oklahoma o

. towns shown on the - cele °H oxiagome tin .
map, traveled to Okla- . ®e o o

: CoE 5 ; 2 o0 o
homa City to appear L
. on KWTV's Farm Pro-
grams during 1958.
Proof of KWTV's

community coverage!

‘e

g

Community Coverage | The
TOnERe
makes KWTV Witk ‘

Oklahoma’s No. 1 [V

“Dr. Winick: you get what you'll accept

gram content as a network or station
will permit, though multi-sponsorship
: — - , , makes it harder for the sponsor to do
See your, PETRYman = " gt 8 so. One area he explores: The instances
PSSt of advertiser censorship which are never
revealed to the public.

His report concludes with a treatment
of problems for the writer, the broad-
caster (network and station) and the
audience.

Urges letter writing ® The message
for the tv audience: viewers should
make their thoughts known by writing
letters. Or, so goes the implication, they
will have little or nothing to do with

"‘ A ——— types of programming or content.

S And, while tv regularly presents pro-
TAILOR MA DE portionately more high-level content
FO R NATIONAL than any other mass media, the local

tv station has the opportunity more

TELEVISION than anyone else in the business to

employ new approaches, new themes
ADVERT IS ER S ! and use the station as an “experimental

laboratory.”

Television Station

a0,
o5

.

CKLW-TVY is the one Detroit Area television station “ready . _
made” for the national Spot Advertiser who cannot be troubled Changlng hands
by network clearances and who needs prime time for his mes- .
sgge. This, coupled with more impressions, more total homes, ANNOU.NCED ® The following sales of
moie rating points for the advertiser’s dollar makes channel 9 Sl RECTESIS JiC announced last
the most efficient and economical buy in the nation’s fifth market. week, subject to FCC approval:

o WSOC-AM-FM-TV Charlotte, N.C.:

Application filed with FCC for sale
to Miami Valley Broadcasting Co.
(WHIO-AM-FM-TV Dayton, Ohio) by
E. E. Jones, Hunter Marshall, R. S.
Morris and others for $5.6 million
(AT DEADLINE, Jan. 26). The purchase
is to be financed by $3 million in bank
loans, $1 million in stock sales and a
B o Teiovision C ‘ possible $1.7 million loan from Miami
e g ‘elevision Lorp., Netienol Rep | Valley. The WSOC stations total net
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GUARDIAN BLDG. DETROIT 26, mICH.

J. E. Compeou, President
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FOR DAYTIME OPERATION OF
WMAZ, MACON, GEORGIA

II‘, . Hem. I to

NOW 50,000 WATTS* REACHING
366,600 Homes—1,406,000%« Customers with

$1,785,478,000

TO SPEND ON YOUR PRODUCTS

Power, programs, prestige and personalities all selling for you. Now, WMAZ, always a good buy,
offers you more than ever. '

“More Than THE
340,000 B/G Represented by
Radio Homes” Avery-Knodel, Inc.

cass WMAZ 940
*Source—SRDS, Feb., 1959 50,000 WATTS.

(within the 0.5 MV/M MACON, GEORGIA
circle.) N *10,000 DA-N
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There’s a high quality of precision in
a timepiece. The workings of a
clock are geared to do the job correctly
and efficiently. And the organization
of Blackburn and Company is also geared
to do the most efficient job correctly.

m negotiations. financing and appraisals.

ﬁlac/céum% Gompam/ -

RADIO-TV-NEWSPAPER BROKERS

WASHINGTON, D. C. OFFICE MIDWEST OFFICE
James W. Blackburn H. W. Cassill
Jack V. Harvey ~ William B. Ryan
Joseph M. Sitrick 333 N. Michigan Avenue
Washington Building Chicago, lllinois
STerling 3-4341 Flnancial 6-6460

SOUTHERN OFFICE WEST COAST OFFICE

Clifford B. Marshall Colin M. Selph
Staniey Whitaker California Bank Bldg.
Healey Building 9441 Wilshire Blvd.
Atlanta, Georgia Beverly Hills, Calif.
JAckson 5-1576 CRestview 4-2770

Attention

s ey oS g7 TN

BROADCASTING’s annual NAB golf tournament will be held, rain, snow or
shine, March 15, Sunday, at the 27 hole Midwest Country Club (above),
Hinsdale, Ill. To qualify for a prize contestant must play 9 holes. Tee-off time
10 a.m. Golf clubs available for rent. Sign up today.

MAIL THIS RESERVATION TODAY, TO:
BROADCASTING, 1735 DeSales St., N. W., Wash., D. C.

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

FIRT e A i Al o) o o o g1 544 8 0 01 s ) (el [ el b N ) S [ o ' N o o O B ] 0 o o e SR

| will want a ride to the club []

March 15

5¢ (THE MEDIA)

Tee-off time: 10 a.m.

worth, as of Dec. 31, including an
earned surplus of $168,428, was $1.9
million.

WHIO-AM-FM-TV are James M.
Cox Stations, which also include WSB-
AM-FM-TV Atlanta, Ga., and 42.5%
of WCKT (TV) Miami, Fla. News-
papers in the Cox group are: Atlanta
Journal and Constitution, Miami Daily
News, Dayton News and Journal Her-
ald and Springfield (Ohio) News and
Sun.

WSOC-TV is on ch. 9 and is aftili-
ated primarily with NBC-TV. WSOC
is on 1240 kc with 250 w and i1s af-
filated with NBC. WSOC-FM is on
103.5 mc with 35 kw.

¢ WPEO Peoria, Ill.: Sold to William
B. Dolph and Herbert L. Pettey by
Dandy Broadcasting Corp. for $325.-
000, Messrs. Dolph and Pettey have
also purchased KUDE Oceanside, Calif.
(see below). Mr. Dolph owns 15%
of KJBS San Francisco and is president
and 29% owner of WMT-TV Cedar
Rapids, Iowa. Mrs. Pettey owns 25%
of KJBS. The sale was handled by
Blackburn & Co. WPEOQO is on 1020 kc
with 1 kw, day.

o KUDE Oceanside, Calif.: Sold to
Herbert Pettey and William Dolph by
multiple owners Walter Nelskog and
Darrell Anderson for $195,000. Messrs.
Dolph and Pettey have also purchased
WPEO Peoria (for buyers’ interests,
see above). The sale was handled by
Allen Kander & Co. KUDE is on 1320
ke with 500 w.

¢ KLOG Kelso, Wash.: Sold to James
D. Higson, program director KHJ Los
Angeles, who will remain in that posi-
tion, by KLOG Inc. (Mrs. J. J. Flani-
gan, whose husband, president of the
station, died two months ago) for $60,-
000. The sale was handled by Wilt
Gunzendorfer and Assoc. KLOG is on
1490 kc. with 250 w.

¢ WABM Houlton, Me.: Sold to Glenn
Hilmer and Clifford G. Kemberling,
owners of WCME Brunswick, Me., by
multiple owners Horace Hildreth,
Henry Oliver Rea and associates for
$49.000 cash. The sale was handled by
Haskell Bloomberg. WABM is 1340 kc
with 250 w and is affiliated with NBC
and ABC.

e KBMI Henderson, Nev.: Sold to
Maxwell E. Richmond by multiple
owners Frank Oxarart, Albert Zug-
smith, John D. Feldman and Arthur E.
Hogan for $32,000 cash. Mr. Rich-
mond. Philadelphia advertising execu-
tve, owns WPGC-AM-FM Morning
Side, Md., and 85% of WMEX Boston,
Mass. KBMI is on 1400 kc with 250 w.

APPROVED & The following transfers
of station interests were approved by

BROADCASTING, February 23, 1959



st | YOU NEED TWIN BILLING

NOow in Indiana!

ONE BUY

delivers hoth —

AT A 10%
SAVINGS!

Now, a new, two-station TV buy blankets both the
South Bend-Elkhart and Fort Wayne markets, plus
healthy chunks of Southern Michigan and Western
Ohio. Over 1.6 million population— $2.8 billion Effec-
tive Buying Income. Alert buyers are covering these
rich markets in combination —and saving 10%! They're
buying them right along with Indianapolis—thus cov-

‘|
|
[ e |

South Bend-Elkhart

ering all the best of Indiana from within—with just T -
two buys! b

5 - G c' "B Coverage’ !’
see your H=R man socon! _g o Fringe’ i

w%ﬁi B w[ksﬁ

SOUTH BEND ELKHART " FORT WAYNE
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rafters in movies!

Looking for top film packages for
the Oregon market? KPTV has
them! 2,426 features in all—run-
ning in peak-rated evening peri-
ods. Just another reason why
KPTYV is your dest buy station in
Portland. Call your Katz man

today!
Check over this list :

Paramount

RKO
Dream Package

Critics Award Package (#1 & 2)

21 Package
Princess
Enterprise

Fox 52

Galaxy 20
Anniversary
United Artist
Selxnick Features
Shock

Son of Shock
RKO Showcase
Triple Crown
Warner Bros. (#7 through 13)
Columbia Misc.

channel 1 2

¥ Oregon's FIRST Television Station
Represented by the
Katz Agency, Inc,

i
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the FCC last week (also see For THE
RECORD, page 94):

® WORL Boston, Mass.: Sold to WORL
Broadcasting Corp. (Paul F. Harron,
president, WKTV Utica and WKAL
Rome, both New York) by Frederick
W. Roche and others for $469,040.
WORL is on 950 ke with 5 kw, day.

* WRAW Reading, Pa.: Sold to
WRAW Inc. (R. S. Reider, president)
by John F. and J. Hale Steinman for
$290,000. WRAW is on 1340 kc with
250 w and is affiilated with NBC.

Stereo study prepared
by national committee

The National Stereophonic Radio
Committee (BROADCASTING, Feb. 9) held
its first formal meeting Feb. 12 at the
Institute of Radio Engineers, New

York. It made preparations for the:-

technical study of stereophonic radio
broadcasting methods by am, fm and tv
stations. The findings of this multiple
systems study project will be submitted
to the FCC.

The appointment of additional panel
vice chairmen was announced at the
meeting: Panel 1, Systems Specifica-
tions—W.T. Winteringham of Bell Tele-
phone Labs. Panel 4, Broadcast
Receivers—F.B. Williams of Motorola
Inc. Panel 6, Objective Aspect~—Dr.
M.R. Schroeder of Bell Telephone Labs.

Good night, good luck
for one year—Murrow

Edward R. Murrow will be absent
from the CBS scene for one year be-
ginning July 1, 1959.

Announcement came Jlast Monday
(Feb. 16) that the 50-year-old news
commentator, with the network nearly
a quarter of a century, had requested,
and been granted by CBS President
Frank Stanton, a year’s leave of ab-
sence as provided for in his contract.
In his letter to Dr. Stanton, Mr. Mur-
row expressed the need for a chance
to travel, listen, read and learn—free
of deadlines.

The move raised questions among
some as to possible unannounced moti-
vations. New York Times’ Jack Gould
wrote, “Mr. Murrow’s step comes as
a cligax to increasingly strained rela-
tions between him and officials of CBS.
In part it also reflects his concern over
what he feels is television’s inadequate
coverage of grave world problems.”
Other news reports echoed these senti-
ments.

Given opportunity to reply to such
surmises in a filmed interview (shown
on WCBS-TV New York, Feb. 17) Mr.
Murrow called them “completely un-
true.” He said he would be back in

1960. Asked the time span of his con-
tract, he smiled and said, “It is a long-
term contract.”

Arthur Godfrey will be the Person
to Person host when the celebrity home
tv interview show (Friday, 10:30-11
p.m. EST) returns next October from
its summer hiatus, Mr. Murrow’s nightly
radio newscast and commentary (Mon.-
Fri., 7:45 p.m. EST), which he is also
leaving behind, is expected to be ab-
sorbed in an expanded format, cov-
ering 7:45-8:15 p.m. He and Fred
Friendly will continue to produce
Small World, the Sunday afternoon
filmed international conversation series.
with Mr. Murrow at times acting as
moderator.

RAB media study

A RAB study released last week in-
dicates that radio stations in metro-
politan areas outstrip newspapers in
“percent of homes reached” in both
“city zones” and in “retail trading
zones.”

Titled “Newspaper Drop Off,” the
study reveals a “substantial radio su-
periority in reaching retail trading zone
families” (suburban areas) as well as
city families. The research was made
on an individual newspaper versus indi-
vidual radio station in five cities (Los
Angeles, Boston, Chicago, Buffalo and
Detroit).

The study shows that 18 of 19 news-
papers failed to equal their city zone
coverage in the retail trading zone,
while up to four radio stations in each
market exceeded their city zone pene-
tration in the retail trading zone. The
study also reveals that 16 out of the 19
newspapers were topped inside the city
zone by one or more radio stations on
an average weekday.

Jefferson relay system

WBTV (TV) Charlette, N.C., and
WBTW (TV) Florence, S.C., inaugu-
rated a $140,000 microwave relay sys-
tem Feb. 16 with two educational pro-
grams. The classes are originated at
WBTV and relayed to WBTW _each
weekday morning. The stations, owned
by Jefferson Standard Broadcasting Co.,
also use the microwave relay system for
two-state news coverage.

Buys Mid-America

Ralph E. Meader of Mid-America
Spot Sales (station representative),
Kansas City, has bought out a partner
in the company, N, E. Paton Jr. Mr.
Meader is managing Mid-America as
of Feb. 11. Mr. Paton is devoting his
time to his own public relations com-
pany in Kansas City.
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This tower designed,

BROADCASTING, February 23, 1939

fabricated and erected by

‘More than a quarter of a mﬂe m' tb_‘e !

‘over South Carolina, this tower has- ou’E} __
prevxous coverage. From Columbla,‘ the__ %’t’ .‘—f":,
1ta1 city, WIS-TV serves more of South‘f}m :

Columbza
South Carolina

G. Richard‘_Shraft»o, Exec. Vice-Pres.
Charles A. Batson, Managing Dir.

Law Epps, Sales Manager

represented wationally by
Peters, Griffin, Woodward, Inc. .

Darker tinted crescent area shows increased
coverage fromnr new tower, based on predicted
contours drawn by the enginecering firm of
Loknes and Cuiver, Washington, D. C.

KI.IN E on & srez co.

THE“’TALL TOWER PEOPLE
1225- 35 HUGER STREET, COLUMBIA S. C
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That when John H. Gregory dis-
covered the first gold Jode in
Gilpin County, Colorado in 1859
... the population of Denver was
4,726...

AND IT'S A FACT

That in 1959 the population of the
Denver TY coverage area served
by Channel 9 is 1,479,500 people
who have o spendable income of
$2,803,077,000. ..

= MOREFACTS <3

Fact: One day spot saturation
on Channel 9 for Denver Car
Dealer results in 42 new car
sales in one day . ..
record!

- G new

Fact: When Channel 9TV per-
sonalities promoted kids
theatre party ... outpulled
competition’s identical pro-
motion . .. same day, same

| time...,two to one!

50 FACTS ON FACTS

The best.buy in-Denver is . . .

RIS

KBTV

CHANNEL

THE FAMILY STATION

Join the "Rush To The Rockies"”
come to Colorado in '59
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NAB WIDENS CHICAGO SLATE

Fm session, labor clinic added March 16

NAB has announced the revamping
of Chicago convention plans (March
15-19) to provide a full morning of pro-
gramming on the opening meeting day,
March 16 (Crosep Circult, Feb. 2).

Robert W. Sarnoff, NBC board chair-
man, will deliver the keynote address of
the convention at 11 a.m., March 16
(Monday) instead of at the luncheon,
originally slated to open the meeting
formally. Mr. Sarnoff will receive the
association’s Keynote Award for dis-
tinguished service.

Two morning meetings will precede
Mr. Sarnoff’s keynote address. A labor
clinic and a concurrent fm session will
begin at 9 a.m. and end at 10:45 a.m.
The labor session will be confined to
management-ownership delegates.

A panel of labor relations specialists
and broadcasters will lead the labor dis-
cussion, with Charles H. Tower, NAB
broadcast personnel-economics man-
ager, as moderator. Members of the
panel will be G. Maynard Smith, labor
relations attorney; William Fitts, CBS
vice president in charge of industrial
relations, and Ward Quaal, vice presi-
dent-general manager of WGN-AM-TV
Chicago and chairman of the NAB La-
bor Relations Committee. Topics in-
clude strikes in broadcasting, techno-
logical change, problems of union or-
ganizing and labor legislation.

An fm program is being drawn up
under direction of John F. Meagher,
NAB radio vice president. Interest in
fm is running high as the medium shows

Next champion

A new giant among tv towers
is on the verge of being built,
following FCC approval to
WGAN-TV Portland, Maine, for
construction of a 1,619-ft. above
ground antenna. For the last sev-
eral years the 1,610-ft. KSWS-TV
Roswell, N.M., antenna ranked as
tallest. The $250,000 WGAN-TV
tower is being built at Raymond,
Me., 20 miles northwest of Port-
land and should provide a depend-
able picture within a radius of 75
miles. Construction is due to be-
gin this spring, with completion
scheduled for the fall. The an-
tenna will be an RCA, 18-gain
traveling wave array. FCC grant
of WGAN-TV’s application makes
18 tv towers over 1,000-ft. above
ground and leaves 14 such appli-
cations pending FCC action.

an upward turn in agency-advertising in-
terest (BROADCASTING, Feb. 9).
Lt. Gen. Arthur Gilbert Trudeau,

Gen. Trudeau is speaker

U.S. Army Chief of Research & Devel-
opment, will address the March 18
luncheon, final day of the convention.
NAB engineering delegates, who are
holding their own technical meetings,
will participate in the three convention
luncheons. NAB President Harold E.
Fellows will be featured speaker at the
Monday luncheon. FCC Chairman John
C. Doerfer will speak at the Tuesday
luncheon and participate in the annual
FCC roundtable session on Wednesday
morning.

Broadcasting museum

Creation of a “truly national shrine
of broadcasting” in Washington was
favored Tuesday (Feb. 17) by an ad-
visory committee of broadcasters meet-
ing under NAB auspices. The group will
draw up preliminary plans to incorpo-
rate a non-profit National Museum of
Broadcasting.

John F. Patt, WIR Detroit, commit-
tee chairman, said the group will con-
tact museum experts and specialists in
other fields. Seed-money contributions
are being accepted for preliminary ex-
penses, though a major share of funds
necessary to conduct a study has been
pledged. Committee members at the
Feb. 17 meeting, besides Mr. Patt, were
Merrill Lindsay, WSOY Decatur, 1ll..
and Fred Weber, WSTV Steubenville.
Ohio.
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SOUTH FLO

51.6% SHARE OF
AUDIENCE IN MIAMTS
3.STATION MARKET

Stgn-On to Sign-0Off, NSI December 1958

We are proud of the fact that more adver-
tisers are selling their products over WTVJ
than at any time in our ten year history—
that these advertisers want to buy the only
station delivering unduplicated network pro-

gramming to the entire South Florida audience.

Booming South Florida . .. with 1,500,000
persons spending over $2,000,000,000 in retail
sales...1s a must-buy market on most adver-
tising schedules. MIAMI’'s TV STATIONS
COVER IT BEST! By any yardstick —
cost-per-thousand, homes reached, depth of
penetration — for action at the point of sale,
consider TELEVISION FIRST. In South

Florida, TV is the dominant medium and

WTVJ is the dominant station.

Represented Nationally by: Peters, Griffin, Woodward, Inc.
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GUTERMA’'S TANGLES THICKEN

Mutual, Guild, Roach add to involvements

There’s a job open at Mutual—the
president’s.

Alexander Guterma, who held that
distinction among a number of corpo-
rate posts in the complicated F.L. Jacobs
structure (BrRoADCASTING, Feb. 16), was
drummed out of the job and Hal Roach
Jr., president of Hal Roach Studios and
board chairman of Mutual, said he per-
sonally bought Mr. Guterma’s interests
and assumed control of the company.

On Friday, Feb. 13, the Jacobs board
accepted Mr. Guterma’s resignation and
elected Mr. Roach to succeed him. This
action was not announced until Sunday,
Feb. 15.

Between the action and the announce-
ment Mr. Guterma had been arrested
by the U.S. District Attorney on crim-
inal charges relating to civil actions that
had been instituted by the Securities
& Exchange Commission. The sudden
arrest was attributed to SBEC charges
that Mr. Guterma and an associate,
Robert Eveleigh, were preparing to
skip the country on a flight to Ankara,
Turkey. Messrs. Guterma and Eveleigh
surrendered on a warrant Saturday, Feb.
14.

Wednesday, Feb. 18, the SEC filed
two additional affidavits with the federal
court in New York supporting its orig-
inal civil motions. The new documents
charged (1) that Comficor, a company
the SEC feels operates principally out
of Mr. Guterma’s pocket, had siphoned
off up to $2.2 million in assets of the
Jacobs company, and (2) related the
difficulties of Ernst & Ernst, Jacobs’
auditors, in securing from Jacobs the
papers necessary to audit the books.

The next day, Thursday, Feb. 19,
Judge Sidney Sugarman postponed un-
til Saturday, Feb. 21, a hearing on a
SEC petition for an injunction against
trading in Jacobs stocks and for am
order forcing Jacobs to submit to the
SEC financial reports that are over-
due.

Who Owns Network? ® The question
“Who owns Mutual?” is still unan-
swered.

On the surface the answer comes back
“Scranton Corp. and Hal Roach Stu-
dios.” Until BROADCASTING’S disclosure
Feb. 16 that Scranton Corp. participated
in this ownership the answer was in-
variably “Hal Roach Studios.” Last week
the answer more often was “Scranton
Corp.”

The SEC does not consider the an-
swer that simple. In fact, the SEC is not
prepared to admit even that Scranton is
now an affiliate of F.L. Jacobs, this
based on the contention that a consider-
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able number of Scranton shares have
not been located either by the SEC
or by independent auditors, and that
another number of shares which have
been located were found to be secured
as collateral for various loars.

At the time of Mutual’s acquisition,
allegedly by Hal Roach, the Roach
company was itself assertedly a sub-
sidiary of Scranton. At the time Scran-
ton acquired Roach, the price was an-
nounced as $15.5 million.

Mr. Roach admitted in a news con-
ference last week that the $15.5 million
cited as the purchase price of Hal Roach
Studios by Scranton was only a “Holly-
wood dignity” figure. The 35,000
shares he received were worth $507,500
at the day’'s (May 15) market price, al-
though Mr. Roach said the book value
was higher.

$3 Million for Distribution e Mr.
Roach and Guild Films also announced
last week an agreement which they say
calls for $3 million worth of the stu-
dio’s product going to Guild in return
for availability of the latter’s national
sales, distribution and promotion facili-
ties.

According to the announcement, a
long-term alliance was established un-
der which the Roach studios will pro-
duce syndication films plus pilots. These
are being readied for Guild for network
exposure. Mr. Roach is to be “produc-
tion consultant for all future films
planned by Guild for syndication and
national sales.”

The property acquired by Guild in-
cludes The Veil series starring Boris
Karloff and valued at $1.5 million; 98
Racket Squad episodes; 39 Code 3; 39
Passport to Danger, and 79 Telephone
Time programs (network reruns).

As part of the deal a Roach subsidi-
ary, W-R Corp., gets 14% of Guild.
This is accounted for by 400,000 shares
of Guild. In addition Guild is to pay
$700,000 plus an agreement to pay
Reldan Trading (a company which holds
shares in F.L. Jacobs as collateral on
a loan of $250,000 or more to MTr.
Guterma), the balance of a debt not to
exceed $784,776. Guild was also to
give 49,467 shares to Silver Co. as pay-
ment of a $129,850 debt. Both Reldan
and the Silver Co. are creditors of
F.L. Jacobs.

In an affidavit filed late Thursday the
SEC said that G.L. Culpepper, a Guter-
ma associate, gave to Savard & Hart, a
brokerage firm, 100,000 shares of Guild
Films stock held by Jacobs.

Guild was mentioned again in an
affidavit filed in court Thursday relating
that UFITEC, the Swiss trust which had
lent money to Mr. Guterma, said on
Dec. 5 that it was considering bank-
ruptcy proceedings against Guild notes.
The notes were not explained further.

CBS-TV meeting set
March 14-16 Chicago

The annual general conference of
CBS-TV Affiliates Assn. is t0 be held
March 14-15 in Chicago at the WBBM-
TV studios. During the two-day session,
key executives of the network and CBS

45-ft. mobile station.

connects with telephone lines.

gencies.

Self-sufficient giant ® WXLW Indianapolis has christened “Traveler,” its

The unit, pictured above with its towing truck, carries an 8x19-ft. studio,
an 8x10-ft. control room, an 8x10-ft. lounge, a bath and a workshop.

.Traveler can broadcast under its own power within 30-40 miles of In-
dianapolis while stationary or in motion. For greater distances the unit

Other features include a showcase for sponsors’ products, a 6x8-ft. roof
deck, 250 gallons of water, air conditioning, turntables and tape recorders.
A 10 kw gasoline generator in the truck supplies the unit’s power.

WXLW will let the police or civil defense office use Traveler in emer-
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for broadcast recording applications!

On splice-free Mylar* or acetate bases, RCA Sound Tape is a premium quality product

designed for critical broadcast recording applications. Famous RCA dependability

provides freedom from worry over drop-outs, distortion, and the loss of air time. Dimethy! silicone,
a built-in dry lubricant, reduces friction and head wear for the life of the tape.

For ability to record full frequency response...for complete dependability...for broadcast
recording applications, RCA Sound Tape is the name to remember.

You can order RCA Sound Tape from your Authorized RCA Electron Tube Distributor.
Call him today. *DuPont Reg. TM

RADIO CORPORATION OF AMERICA

Electron Tube Division Harrison, N. J.




IN RICH
MONROE MARKET

During 363 Weekly
Quarter Hours

KNOE-TV

SHARE OF AUDIENCE

As reported in ARB, Dec. ‘58

JUST LOOK AT THIS
MARKET DATA!

Population 1,520,100
Households 423,600
Consumer Spend-

able Income  $1,761,169,000

Food Sales $ 300,486.000
Drug Sales $ 40,355,000
Automotive

Sales $ 299,539,000
General

Merchandise $ 148,789,000
Total Retail

Sales $1,286,255,000

And you get more impact and
circulation per dollar in radio on

WNOE-Radio* 50,000 watts
New Orleans 1060 KC

KNOE-Radio

Monroe

5,000 watts
1390 KC
Edd Routt, Vice Pres. &
Gen. Myr.

m.—&6 p.m.

#Survey proven No. 1, 8 a.
by A, C. Nlelsen

KNOE-TV

CHANNEL 8 MONROE,LA.

CBS = ABC ¢ NBC
A James A. Noe Station
. NOE ENTERPRISES, INC.
James A. Noe, Jr—President
Paul H. Goldman—Ezxecutive

Vice President & General Manager
Represented by HR Television, Ine.
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Inc. will present progress reports and
outline the future plans of their various
operations. A banquet and a program
of entertainment will be held the eve-
ning of March 14 in the Drake Hotel.

Sigma Delta Chi
committees appointed

Chairmen and members of 12 na-
tional committees to administer Sigma
Delta Chi' activities for 1959 have
been announced by James A. Byron,
news director of WBAP-AM-FM Fort
Worth and national president of the
professional journalistic fraternity.

Committees and their respective
chairmen:

Advancement of Freedom of Infor-
mation—V. M. Newton Jr., managing
editor, Tampa (Fla.) Morning Tribune;
Fellows Nominating—Robert J. Cavag-
naro, general executive, Associated
Press, San Francisco; 50th Anniversary
Observance (Television Program)—Sol
Taishoff, editor-publisher, BROADCAST-
ING; Historic Sites Nominating—Ed
Emery, U. of Minnesota, Minneapolis.

Honor Awards — Mason Rossiter
Smith, editor-publisher, Tribune-Press,
Gouverneur, N.Y.; International Ex-
pansion—Erwin Boll, German Consu-
late, Chicago; Professional Chapter Pro-
gram—Ralph Renick, vice president-
news director, WTVJ (TV) Miami, Fla.;
Public Relations—James Brooks, pub-
lic relations manager, Ekco Products
Co., Chicago; Research—Robert L.
Jones, director, U. of Minnesota School
of Journalism; Ritual Revision—Erle F.
Ross, Penton Publishing Co., Chicago;
Undergraduate Chapter Program —
Maynard Hicks, associate professor of
journalism, Washington State College,
Pullman, Wash., and Ways & Means—
Robert M. White II, co-editor Mexico
(Mo.) Ledger. Victor E. Bluedorn, SDX
executive director, was named historian.

Mr. Taishoff was named to the Fel-
lows Nominating as well as 50th An-
niversary Observance Committees.

Other appointments allied with broad-
casting were: Theodore Koop, news-
public affairs director, CBS Washington,
D.C., and Sam Saran, NBC Chicago—
Advancement of Freedom of Informa-
tion; Leonard H. Goldenson, president,
American Broadcasting-Paramount The-
atres Inc., William Ray, news director.
NBC Chicago, and Mr. Koop (50th An-
niversary Observance, Television Pro-
gram group); Farrell C. Strawn, KCMO
Kansas City, (Professional Chapter Pro-
gram}; Ben Caine, KDEF Albuquerque,
N.M. (New Mexico state chairman);
David Von Sothen, NBC (Washington,
D.C., chairman), and Howard L. Kany,
CBS Newsfilms (New York state chair-
man),

Eugene S. Pulliam, managing editor,

Political coach

Oklahoma Governor J. Howard
Edmondson took a leaf from the
book of the football coach who
watches games on a tv monitor,
Feb. 11 and 18. These were the
days that debates to repeal pro-
hibition in Oklahoma were tele-
cast live by WKY-TV Oklahoma
City from the state’s Senate and
House of Representatives, re-
spectively. :

Mr. Edmondson, who attrib-
utes being elected governor to his
tv campaign (BROADCASTING, July
28), telephoned suggestions to the
debaters as the discussions pro-
gressed.

WKY-TV’s coverage, which
also was picked up by KVOO-TV
Tulsa, meant the pre-emption of
programming from 1:30 to 6:30

p.m. Feb, 11; and from 1:30-
6:30 p.m. and 7:30-8:10 p.m.
Feb. 18.

Indianapolis (Ind.) News (WIRE In-
dianapolis), was named chairman of the
National Convention Committee. Three
undergraduate representatives were ap-
pointed to the SDX executive council.

Saricks sells catv

A group of Dallas investors, other-
wise unidentified, has bought the three
community antenna television systems
in Pennsylvania and New York State
owned by Joseph Saricks, a director of
National Community Television Assn.
NCTA, which made the announcement,
said the catv sale is the largest such
transaction in recent years and includes
Olean Tv Co., Olean, N.Y.; Bradford
Tv Cable Co., Bradford, Pa., and Clear-
field Tv Co., Clearfield Pa., representing
a total of 7,500 subscribers. Daniels &
Assoc., Denver, handled the sale, the
amount of which was not revealed. The
three systems have been incorporated
under the name of PenNy T.V. Inc. and
Mr. Saricks will remain as executive of-
ficer.

N.Y. group acts

A sponsoring committee of the Met-
ropolitan Educational Television Assn.
was formed last week to undertake a
campaign aimed at securing a full-time

. educational tv outlet in New York City.

Dr. Alan Willard Brown, president of
META, said more than 100 well-known
New Yorkers have joined the committee
to date and will help formulate and
implement plans to alert New Yorkers
to the necessity of establishing an edu-
cational tv station there.
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Collins Weather Radar takes advantage
of TV’s unique attraction. Watching
things happen while they happen. The
fascination of seeing the weather is a
sure-fire audience puller.

Collins Weather Radar is simple to
install. Your own engineers can do it
with technical help from Collins if they
need it. The antenna is mounted on the
roof and connected to receiver-trans-
mitter and synchronizer units in the

WEATHER SHOW RATINGS GO UP
with Collins Weather Radar

building. An indicator is rigged in a
shadow box for camera close-ups. Ace-
tate maps of your local area are placed
over the indicator to pinpoint weather
activity with respect to geographical
location.

Be the first in your market with Collins
Weather Radar and watch your ratings
climb. For complete information call
or write your nearest Collins Broadcast
Sales office.

(M

COLLINS
N4

COLLINS RADIO COMPANY, 315 2nd Avenue 5.E., CEDAR RAPIDS, IOWA & 1930 Hi-Line Drive, DALLAS, TEXAS ¢ 1510 Verdugo Avenue, BURBANK,

CALIFORNIA *® 261 Madison Avenuve, NEW YORK 16, NEW YORK ® 715 Ring Building, WASHINGTON, D. C. ¢ 1318 Fourth Avenue, SEATTLE, WASHINGTON

P. O. Box 547, GATLINBURG, TENNESSEE ® 2804 Dodson Drive, EAST POINT (Atlanta), GEORGIA e 4403 W. 77th Terrace, KANSAS CITY 15, MISSOURI

205 E, Third Avenue, SAN MATEO, CALIFORNIA e 4834 Forest Avenve, FORT WAYNE, INDIANA o 4471 N, W., 36th Street, MIAMI 48, FLORIDA
COLLINS RADIO COMPANY OF CANADA, LTD.,, 11 Bermondsey Road, TORONTO 16, ONTARIO, CANADA.
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46 state presidents
meet in D.C. Tuesday

NAB’s fourth annual rally of state
association presidents will be held Tues-
day-Wednesday (Feb. 24-25) in Wash-
ington. The 46 presidents will take part
Wednesday in the annual Voice of De-
mocracy awards luncheon.

FCC Comr. Robert E. Lee will brief
the presidents on the latest develop-
ments in the FCC’s Conelrad project
and plans for broadcasters to maintain
emergency communications on national,
state and local levels. He will speak
Tuesday morning.

Conference sessions will be held at
the Shoreham Hotel, with the Wednes-
day VOD luncheon at the Statler Hilton.

Howard H. Bell, NAB assistant to the
president for joint affairs, will open the
conference Tuesday. NAB staff mem-
bers will discuss the current industry
scene. Taking part will be John F.
Meagher, radio vice president; Thad H.
Brown Jr., tv vice president; Vincent T.
Wasilewski, government relations man-
ager, and Donald N. Martin, public
relations assistant to the president. W,
Earl Dougherty, KXEO Mexico, Mo.,
vice president of Assn. for Professional
Broadcasting Education, will speak on
relations between broadcasters and edu-
cators.

NAB President Harold E. Fellows
will be Tuesday luncheon speaker. Rob-
ert D. Swezey, WDSU-AM-TV New
Orleans, chairman of the NAB Freedom
of Information Committee, will speak in
the afternoon on the topic, “A Time for
Action.” Stateside reports will be given
by Pat Murphy, KCRC Enid, Okla.;
John E. Bel, WCMA Corinth, Miss.:
Gene Shumate, KRXK Rexburg, Idaho;
Joseph M. Higgins, WTHI Terre Haute,
Ind., and F. C. Sowell, WLAC Nash-
ville. Mr. Fellows will moderate a
Wednesday morning roundtable.

Minister goes to court
in D.C. telecast tiff

WTTG (TV) Washintgon, D.C., was
slapped with a $50,000 breach of con-
tract suit last week, only days after
the station’s manager had stated that
“I'm turning my other cheek” in a
dispute with a local minister over the
programming time for his purchased
religious show.

The Rev. Joseph H. Uhrig, president
of Hand to Heaven Evangelistic Assn.,
charged the station with various con-
tract violations, including cutting his
Sunday afternoon half-hour purchased
tv program off the air on Feb. 15 as the
clergyman ‘began criticizing the WTTG
management. The Hand to Heaven pro-
gram has been on WTTG since 1952,
seen most recently at 1:30 p.m. Sun-
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day. New WTTG policy dictated mov-
ing the program to Sunday mornings,
which the Rev. Uhrig refused to do.
The last Hand 10 Heaven appearance on
WTTG was scheduled for yesterday
(Feb. 22), but as of last Thursday sta-
tion manager John McArdle said that
the association would not be taking ad-
vantage of its last week.

Mr. Uhrig, who had requested pub-
lic support for his WTTG stand, said
he is exploring the possibility of mov-
ing to another D.C. tv outlet or to
radio. The Hand to Heaven program is
seen at 6 p.m. Sundays on WTVR (TV)
Richmond, Va., according to the min-
ister.

WRNL to join CBS

WRNL Richmond, Va., will join CBS
Radio as a primary affiliate on July 1,
according to an announcement today
(Feb. 23) by D. Tennant Bryan, presi-
dent of Richmond Newspapers Inc.,
station licensee, and Arthur Hull Hayes,
president of CBS Radio. WRNL op-
erates with 5 kw on 910 ke. and
replaces WRVA Richmond as the CBS
Radio affiliate. WRVA, displeased with
CBS Radio’s Program Consolidation
Plan served notice ‘several weeks ago it
will affiliate with NBC Radio on July 1
(BROADCASTING, Feb. 9), ending a 22-
year association with CBS.

¢ Rep appointments

* WITG (TV) Washington appoints
Peters, Griffin, Woodward, effective
March 1.

* KUDL Kansas City names Adam
Young Inc., N.Y., effective March 2.

®* KGFJ Los Angeles appoints Ayres,
Allen & Smith to represent it on the
West Coast. Stars National represents
KGF]J in the Midwest, East and South-
east,

® KSRO Santa Rosa, Calif., has appoint-
ed George P. Hollingbery Co., effective
March 1. Hollingbery already represents
KSRO’s sister station, KFIV Modesto,
Calif.

* CKNW New Westminster, B.C., ap-
points Young Canadian Ltd. as its U.S.
representative, effective March 1.

* Media reports

* CBS last week contributed grants of
$10,000 each to five privately support-
ed US. universities. The grants are
distinct from the already established
program of aid to higher education
through the CBS Foundation. CBS
Board Chairman William S. Paley said
the “grants constitute a new approach
to solving the financial needs of post-
graduate educational institutions.” The
CBS beneficiaries include Columbia U.,

Harvard U., Stanford U., U. of Chi-
cago and the U. of Pennsylvania. CBS
will continue the grants at a rate of
$50,000 a year over a five-year period
to universities selected from the mem-
bership of the Assn. of American Uni-
versities.

® Television circulation of public serv-
ice advertising campaigns during 1958
totaled more than 16 billion home im-
pressions (based on A.C. Nielsen Sur-
veys), a 20% jump over the {957
circulation, according to a special re-
port entitled “Television Public Service
Advertising” released last week by the
Advertising Council, New York. Air
time allocations for public service in
1958 were 700% greater than in 1952,
the report added.

* KCCR Pierre, S.D., commenced op-
erations Feb. 4. Owned and operated
by Great Plains Broadcasting System,
the new station is co-managed by Dan
Lesmeister and Ed Davenport, both
formerly of KOTA-TV Rapid City,
S.D. KCCR is on 1950 k¢ with 1 kw.

e Ch. 17 Buffalo, N.Y. closed as
WBUF (TV) last October by NBC,
has elicited interest from a group
representing all the major educational
institutions in Buffalo, Western New
York Educational Television Assoc.
Inc., the educational combine, applied
to the FCC for an educational construc-
tion permit for ch. 17, listing their
source of future revenue as “donations.”

* ABC radio last week announced sign-
ing of WGBG Greensboro, N.C., as
an affiliate, starting March 2, raising
total affiliates to 294. WGBG operates
with 250 w on 1400 kc. Station is
owned and operated by Greensboro
Broadcasting Co. Ralph M. Lambeth
is president and general manager.

® The National Assn. of Educational
Broadcasters, Urbana, Ill., has an-
nounced award of a research grant-
in-aid for work in the history of radio
broadcasting to two graduate students
in the Dept. of Speech, Ohio State U.
The grant provides for the students to
photograph and catalog materials related
to the history and development of radio
broadcasting in the U.S. until 1934.
Funds for the work, which includes
research in communications libraries
and collections around the country, are
being provided by the W.K. Kellogg
Foundation through the NAEB. A
complete catalog of visual materials
related to early American radio will
be published, probably early in 1960.

®* KWG-TV Portland, Ore., is advancing
its affiliation date with NBC-TV from
the previously announced May 1 to
April 26.
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NOTHING APPROACHES THE SOUND:

WVNIJ originated the programming concept of Great
Albums of Music. It is the only radio station in the metro-
politan area that plays just Great Albums of Music from
sign on to sign off every single day of the year.

NOTHING APPROACHES THE AUDIENCE:

The very nature of the music makes the audience pre-
ponderantly adult. It’s a rich audience, too. In one of the

RADIO STATION OF The Newark News

-
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‘Nothing else like it in Greater New York
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wealthiest counties of America (Essex—with its million
plus population) — WVNJ dominates in audience — in
quality of audience — and in prestige.

NOTHING APPROACHES ITS VALUE:

WVNI delivers its adult, able-to-buy greater New York
audience for less cost per thousand homes than any other
station in the market. By every reasoning it’s your very
best buy.
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national rep: Broadcast Time Sales « New York, N, Y,
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HOUSE OVERSIGHT SPRINGS TO LIFE

‘Defunct’ committee charts probes, submits new billl

The “defunct” Special Subcommittee
on Legislative Oversight was very much
alive on Capitol Hill last week. In pre-
paring for renewed 1959 investigations,
Chmn. Oren Harris (D-Ark.) made these
moves:

¢ Appointed four new members to
the nine-man body.

o Requested $200,000 from the
House to continue investigating fed-
eral regulatory agencies.

e Introduced a bill (HR 4800) to
carry out many of the recommendations
of the subcommittee in its final report
to the 85th Congress.

Despite speculation to the contrary,
Rep. Harris will remain as chairman
of the House Commerce Committee
subcommittee. He also heads the parent
committee. New members appointed are
Reps. Walter Rogers (D-Tex.), William
L. Springer (R-Ill.), Steven B. Deroun-
ian (R-N.Y.) and Samuel Devine (R-
Ohio), a first-year congressman. Hold-
over members, in addition to Rep.
Harris, are Reps. Peter F. Mack (D-
I1l.), John J. Flynt (D-Ga.), John E.
Moss (D-Calif.) and John B. Bennett
(R-Mich.).

Reps. John Bell Williams (D-Miss.)
and Morgan Moulder (D-Mo.) were not
reappointed to the subcommittee. Rep.
Moulder was the first chairman of the
body when it was formed in March
1957. He lost this post a year ago when
the subcommittee fired its chief counsel,
Dr. Bernard Schwartz.

Future Course Undecided ¢ No fu-
ture course was outlined for the sub-
committee which listed 25 FCC matters
needing further inquiry in its report
(BROADCASTING, Jan. 5). Its first move,
however, will of necessity be the ac-
quisition of a staff. Of its 17-member
staff during last year’s investigations,
only four remain.

Chief Counsel Robert Lishman, who
assisted in drafting the bill introduced
last week, was present for a news.con-
ference held Thursday (Feb. 19) by
Rep. Harris, but the chairman refused
to comment on whether Mr. Lishman
would remain with the subcommittee.
Mr. Lishman, likewise, had no comment
on this possibility.

Rep. Harris said he hoped 10 appear
before the House Administration Com-
mittee this week with his request for
$200,000. The subcommittee spent
$297,000 during the past year-and-a-
half of $310,000 appropriated.

During a stormy career last vear, the
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subcommittee held 89 days of public
hearings and heard 136 witnesses re-
cite over 11,000 pages of testimony.
Some of the results: FCC Comr. Rich-
ard A. Mack resigned and was crimi-
nally indicted, along with Miami
attorney Thurman A. Whiteside; Presi-
dential Assistant Sherman Adams re-
signed; several FCC decisions were
reopened as a result of alleged improper
actions turned up by the subcommittee,
and characters and actions of individual
commissioners were exposed to public
attack.

HR 4800 provides across-the-board
reforms for the FCC and the five other
agencies investigated by the subcom-
mittee. It directs the FCC to adopt a
code of ethics covering commissioners,
staff personnel and practitioners before
the Commission. The FCC, the only
agency which has not submitted a sug-
gested code to the subcommittee, also
would adopt its own sanctions to pun-
ish violators of the code. The bill spells
out areas to be covered in the code,
including a prohibition against an ex-
commissioner appearing before the
FCC within two years after leaving the
Commission.

$10,000 Fine and Year in Jail ® The
bill would prohibit ex parte contacts
concerning the “issues, merits or dis-
position” of a particular case by any-
one, including members of Congress
and other federal officials. Also, all
written and telephone communications,
except inquiries regarding status or pro-
cedure, would be made a part of the
record, including contacts received and
made by commissioners. All individuals
making a presentation in a case would
have to file a prior appearance notice.

Violators of these provisions would
be subject to a $10,000 fine and one
year in jail.

The bill also gives the President
authority to remove a commissioner
for “neglect of duty or malfeasance in
office” but takes away White House
authority to appoint the chairman. The
commissioners themselves would elect
a chairman, to serve for a maximum of
three years, and a vice chairman. Com-
missioners no longer would be author-
ized to accept honorariums.

Commissioners to Write Decisions e
Under the bill, FCC decisions no longer
would be written by the Office of Opin-
ions & Reviews. It requires that a
commissioner be designated to write the

FCC’s decisions ‘“‘or to personally di-
rect” their preparation. This duty would
be rotated and the commissioner re-
sponsible for a particular decision
would be required to sign it.

Another provision states that an ap-
plication, motion or pleading of the
Commission would be considered de-
nied if no action is taken within 60
days. The FCC, however, could extend
this period by no more than 120 days
with due notice.

The FCC would be given more lee-
way in working with its staff if the bill
ever becomes law, as the separation-of-
functions provisions of the Communi-
cations Act are repealed.

In its January report, the subcom-
mittee made several other recommenda-
tions affecting only the FCC which ‘are
not a part of HR 4800. Rep. Harris
said these provisions will be covered in
subsequent legislation. They include
prohibiting pay-offs to withdrawing ap-
plicants, requiring prior notification to
the FCC before sale negotiations may
be conducted and public hearings be-
fore the issuance of any tv license, even
when there is only one applicant.

Rep. Harris Jast week further an-
nounced that hearings would be held
on HR 4800 as soon as it was possible
to work the legislation into the com-
mittee’s present crowded schedule.

SPECTRUM STUDY
House group bucks

White House proposal

Rep. Oren Harris (D-Ark.) last week
took a positive step in decidifig the
future of the radio spectrum.

In the face of a White House pro-
posal for a Presidentially-appointed
commission to investigate frequency
allocations (BROADCASTING, Feb. 9),
Rep. Harris announced that his Com-
munications Subcommittee of the
House Commerce Committee would
undertake such an investigation.

The House will be asked to appro-
priate $100,000 for the study. “We
think it will be one of the most im-
portant projects this committee has
undertaken in a long time,” Rep. Harris
said. He acknowledged that members
of the committee are not qualified per-
sonally to conduct a spectrum inquiry
and said that experts in the field will
be asked for help.

Specialists in spectrum allocations
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will be hired both on a permanent and
consultancy basis, Rep. Harris said.

Rayburn Consulted ® The investiga-
tion will cover the entire spectrum, both
government and private allocations,
Rep. Harris stressed, with emphasis on
present and future requirements of all
space users. He said he discussed the
proposed investigation with “lots of
people,” including House Speaker Sam
Rayburn (D-Tex.), before deciding on
the announced course.

Rep. Harris saw no difficulty in
getting information from the military
on its assigned space and how it is being
utilized. This has been a major
stumbling block in past efforts to re-
evaluate spectrum allocations. Military
assignments are made by the President
and how this space is used is a highly-
guarded secret. The FCC makes all non-
government assignments on an open
basis.

Speaking of the White House recom-
mendation, Rep. Harris said, “I do not
know what action the President will
take.” The President appointed his own
advisory committee late last year. It
recommended a spectrum study by a
three-man commission to be appointed
by Congress. Leo A. Hoegh, Civil &
Defense Mobilization director, proposed
instead an investigation by a five-man
Presidentially-appointed body. Legisla-
tion was to have been submitted to Con-
gress to carry out the Hoegh-White
House proposal.

Still to Be Heard ® The actual report
by the White House Advisory Commit-
tee, headed by former AT&T board
chairman Victor E. Cooley, has not
been made public.

Ex-Sen. Charles Potter (R-Mich.) and
Rep. William Bray (R-Ind.) both in-
troduced bills in the 85th Congress call-
ing for a spectrum study. The Potter
bill passed the Senate but died in the
House, in the face of strong industry
opposition, after it was amended by the
White House (BROADCASTING, Aug. 4).

Rep. Bray, who attacked the Hoegh
action three weeks ago, gave his un-
qualified endorsement to an investiga-
tion by the Harris committee. “I think
it’s a very fine plan,” he said. “There is
no conflict between our thinking. . . .
We want to get the facts.”

One result of the investigation could
be a “more desirable and advantageous
allocation” and use of the uhf band,
Rep. Harris said, with a fair distribu-
tion of all available frequencies among
all users. .

Major Problem e Rep. Harris said
the major problem would be “trying to
see whether there can be a more ad-
vantageous allocation for both military
and civilian use.” Commercial broad-
casters and the military long have been
casting covetous eyes at space assigned
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*Largest daily audience

in Canada—433,600 homes
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AND RATINGS,
<> T00!

Your Bonus in the
Shreveport Market

MORE SETS

Nielsen Survey #3 says more
people watch KTBS-TV in a
great four state market.

MORE PROMOTION
Last year, Billboard Maga-
zine Award Winner!

-Now . .. Nationwide Promo-
tional Contest Winner!

AND RATINGS...
Just look at your latest ARB
Sqrvey!

Your Client gets the complete
package when you buy . . .
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CHANNEL SHREVEPORT

v 3 LOUISIANA
Yd4a 44d
Ask your Petry man for detaily
NBC E. Newton Wray

ABC Pres. & Gen. Mgr.
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each other. Eighteen months ago, fears
of broadcasters were realized when the
government in an OCDM letter to the
Senate said its shortage was “critical”
(BROADCASTING, Aug. 12, 1957).

Last spring, Comr. T.A.M. Craven
proposed that chs. 2-6 be swapped to
the military in exchange for enough
space to gain 25 contiguous vhf chan-
nels for broadcasters (BROADCASTING,
June 2, 1958). A month later, the Sen-
ate Commerce Committee urged the
government to make every effort to re-
lease vhf space for broadcast use. “Why
haven’t we called the military up here
and asked them what they will do about
it?” Sen. Warren Magnuson (D-Wash.),
committee head, asked in open session.

So far as is known, no progress has
been made with the military and the
Senate Commerce Committee has not
“asked them what they will do about it.”

FCC moves to affirm
Seattle ch. 4 grant

The FCC last week announced it had
instructed its staff to affirm its 1957
grant of Seattle’s ch. 7 to KIRO there.

The Commission’s tentative action—
the actual vote will be taken when the
staff-prepared memorandum and order
is submitted officially—came two weeks
after the second oral argument in the
contested case.

Opposition to the KIRO grant came
from unsuccessful applicants KXA and
KVI Seattle. They maintained that Saul
Haas. KIRO majority owner, had used
political influence in obtaining control
of the station in 1934, Also challenged
was Mr. Haas’ loyalty because of his
association in the 1920°s with the Seat-
tle Union Record, which allegedly
criticised U.S. “imperialism” and praised
the “communist line.”

Both of these assertions had been
turned down by the FCC in its 1957
decision. The second oral argument was
scheduled last December because Comr.
T.A.M. Craven had not heard the first.

Majors win dismissal
of Portsmouth action

A decision handed down in New
York State Supreme Court establishes
the principle that radio-tv broadcasting
of major league baseball games into
minor league areas does not constitute
“physical occupation.”

The ruling was made by Judge Ed-
ward J. Dimock on Feb. 14 while dis-
missing a $250,000 damage suit brought
against the 16 major league clubs and
Commissioner Ford Frick by Frank
Lawrence, president of the defunct
Portsmouth (Va.) Club of the Pied-
mont League. Judge Dimock’s decision
took issue with Mr. Lawrence’s conten-

tion that rule 1-A of the major-
minor leagues’ agreement was violated
by radio-tv broadcasts of major league
games into minor league territories.

Judge Dimock agreed with the de-
fense counsel’s argument that rule 1-A
meant “‘physical occupation” of terri-
tory by one club within 50 miles of the
area of another club and was not de-
signed to cover radio-tv broadcasts.

Justice Dept. Warning. ® During the
trial, defense pointed out that rule 1-D,
aimed at controlling broadcasts into
minor territories, was written into the
agreement at one time, but it was
stricken because the Justice Dept. had
warned it might lead to prosecution for
violation of antitrust laws. .

Judge Dimock sympathized with the
plight of the minor league teams and
at the same time, he supported an
opinion voiced by Mr. Frick during
the trial. Mr. Frick suggested that Con-
gress enact legislation that would per-
mit the major leagues to regulate
broadcasts without fear of government
prosecution.

Mr. Lawrence testified that his club
earned about $50,000 a year until
broadcasts apd 'telecasts of major
league teams were carried in the Ports-
mouth area. Gate receipts, he said,
dropped sharply. He instituted his suit
in the fall of 1954. The team continued
operations through the 1955 season.

WDAY libel test
snagged by Justice

The U.S. Supreme Court was given
an out in the touchy Farmers Union vs.
WDAY Inc. Sec. 315 case last week.

In a brief as friend of the court filed
Friday, the Justice Dept. called atten-
tion to the fact that the North Dakota
Supreme Court failed to make a de-
termination that the state law confer-
ring immunity from libel on broad-
casters was unconstitutional. This was
the finding of the lower court, and was
never challenged in the North Dakota
Supreme Court, the Justice Dept. said.

The U.S. Supreme Court, therefore,
probably should not reach a determina-
tion on the immunity question, Justice
stated. “Congress would be thereby put
on notice that it must legislate further
if it should desire to give this added
form of encouragement to political
broadcasting,” the government said.

The Justice Dept., however, argued
that the U.S. Supreme Court should
rule that Sec. 315 absolutely bars a
broadcaster from censoring the utter-
ances of political -candidates.

Also filing was the American Civil
Liberties Union which likewise stressed
the U.S. court should hold that broad-
casters are by act of Congress prohibit-
ed from censoring political speeches and
thus are immune from libel suits.
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A NEW CONCEPT IN LEVELING AMPLIFIERS

The marked engineering advancement in the exclusive
new Gates "Level Devil” is best illustrated by con-
trasting the old with the new. In former [eveling
amplifiers, the lower signal level, referred to as noise,
was expanded during a point of program silence.
A baseball or football game is an excellent example.
When the sports announcer was silent for a moment,
the crowd noise expanded considerably. And, when
the announcer spoke, the crowd noise immediately
decreased. With Level Devil, this difficulty is greatly
overcome. In the absence of signal, the noise level does
not rise above the regular level established by the
average signal. With older level amplifiers, the noise
would rise 10 to 15 db. under equivalent conditions.

Leveling amplifiers have, until "“Level Devil,” seen
only limited use in television. A film with a signal to
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noise ratio of 30 db. (average vclué) couid not
tolerate background noise increased during a period
of silence on the film. By overcoming this background
noise, which would be very noticeable to the listener,
Level Devil becomes ideal for television broadcasting.
This new leveling amplifier also offers many other
outstanding advantages in services such as film, tape,
and disc recording, and becomes another progressive
step in AM and FM broadcasting.

et et —m—————————

]
i For complete technical information,
! write today for Bulletin 107-A.

i Yours for the asking.
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COLLUSION CLOUD OVER CH. 5

‘Improper’ actions charged on all sides

as rehearing of Boston case opens

Rehearing of the Boston ch. 5 case
got off to a running start last week with
five full days of charges and counter-
charges by Bostonians who charged
each other with being improper.

Their A’s were no broader than the
accusations they flung about concern-
ing pressures brought to bear—or at-
tempted—through prominent political
figures, upon the FCC. The hearing was
ordered by the FCC last December per
a remand the previous July from the
U.S. Court of Appeals for the District
of Columbia, upholding the grant of ch.
5 to WHDH Boston (Herald-Traveler)
but ordering a new hearing in the
proceeding.

The hearing, ordered because of testi-
mony before the House Legislative
Oversight Subcommittee of ex parte
contacts between representatives of the
competing applicants and members of
the FCC, seemed to center around a
few main themes. Some of them in-
cluded:

e Whether a representative of the
winning applicant, WHDH, talked to
the former FCC chairman during the
time the case was under adjudication;
the number of times; whether the talk
was on merits of the applicants or other-
wise, and whether powerful political
figures heiped push the WHDH applica-
tion through the FCC.

® Whether other applicants did not
contact the same political figures or
similarly highly-placed ones for as-
sistance.

® Whether other FCC members were
pressured or whether applicants made
ex parte contacts with them.

o Whether justice was not flouted
through loose application of the anti-
trust laws and whether any misrepre-
sentation or political pressure was used
in the doing.

Judge Horace Stern, whe presided
at the Miami ch. 10 rehearing, also is
presiding -in the ch. 5 case. The FCC
in granting ch. 5 to WHDH in April
1957 reversed a hearing examiner who
bad favored Greater Boston Tv Corp.,
another applicant. The other two ap-
plicants are Massachusetts Bay Tele-
casters Inc. and Allen B. DuMont Labs.
The Boston Globe has been allowed to
intervene on a limited basis and the
Justice Dept. is sitting in as amicus
curiae.

Witnesses last week. were Robert B.
Choate, editor-publisher of the Boston
Herald-Traveler and president of
WHDH; Forrester A. Clark, vice presi-

66 (GOVERNMENT)

dent of Massachusetts Bay; George C.
McConnaughey, former FCC chairman;
Charles Mills, retired banker who in-
troduced Messrs. Choate and McCon-
naughey during the adjudicatory period;
John Taylor, vice president of the Bos-
ton Globe.

The hearing resumes at 11 a.m. to-
morrow (Feb. 24.).

Here is how the testimony developed
last week during the rehearing of the
Boston ch. 5 proceeding before Judge
Stern:

Robert B. Choate, editor-publisher of
the Boston Herald-Traveler and presi-
dent of WHDH-AM-FM-TV Boston.

Mr. Choate said he ‘had lunched
twice with former FCC Chairman Mc-
Connaughey, the first meeting being
“purely social” on his part and the
second to try to change the chairman’s
opposition to a bill then in the House
which would prohibit *“discrimination”
against newspaper applicants for broad-
cast facilities.

He said he had questioned his friend
Charles F. Mills, who had served with
Mr. McConnaughey on the Renegotia-
tion Board before the latter’s appoint-
ment to the FCC, about Mr. McCon-

. naughey because as a publisher he was

concerned about the policies of incom-
ing members toward newspaper ap-
plicants. Mr. Mills offered to arrange
a luncheon meeting, which took place

Choate: back to put the record straight

in late 1954 or early 1955 and was
purely social, he said, although he iden-
tified himseif to Mr. McConnanghey as
an applicant for Boston ch. 5. Mr.
Mills also attended that meeting, he
said.

The second lunch with Mr. McCon-
naughey was held about March or
April 1956, he said, and included Mr.
Mills and Thomas Joyce, Mr. Choate’s
attorney.

Mistake in Testimony ¢ Mr. Choate
said his earlier testimony before the
House Oversight Subcommittee to the
effect that he had not met Mr. McCon-
naughey before the second (1956) meet-
ing was due to a misunderstanding of
the question asked because of “rapid-
fire” questioning.

(Mr. McConnaughey had testified be-
fore the House group that he had lunch
with Mr. Choate only once, in the
spring of 1956, and that no one else
was along.)

Mr. Choate denied he questioned
Mr. McConnaughey about the ch. 5
hearing procedure at the first meeting
and about how WHDH could get a re-
view of the examiner’s decision favor-
ing another applicant at the second
meeting.

Mr. Choate said he had seen only
one other FCC member, Comr. Robert
E. Lee. during the period June 16,
1954 (designation of comparative hear-
ing) and April 24, 1957 (final FCC
grant to WHDH Inc.), at a dinner in
Boston, but might have met others
momentarily at various other similar
functions. He did not discuss the ch. 5
case with any of the Commissioners at
these different affairs, he testified.

Mr. Choate said he had discussed
the ch. 5 case with Sen. Leverett Sal-
tonstall (R-Mass.), former Presidential
Assistant Sherman Adams, former Sec-
retary of Commerce Sinclair Weeks.
Secretary to the Cabinet Max Rabb and
Rep. William H. Bates (R-Mass.), but
didn’t ask them for any help and they
didn’t volunteer any. The conversation
about ch. 5 always came up, he said.
because of the publicity and talk about
the case and was usually initiated by
them, not himself.

No Contact with Comr. Mack e In
cross-questioning from Allen B. Du-
Mont counsel William A. Roberts,
Mr. Choate denied he or his assistant on
the Herald-Traveler, George Akerson.
had contacted former Comr. Richard A.
Mack in Florida, by telephone or other-
wise, in 1956, or that any company em-
ploye tried to ascertain Comr. Mack’s
position in the Boston ch. 5 case.

Forrester A. Clqu, Boston investment
banker and vice president of Massachu-
setts Bay Telecasters Inc.

Mr. Clark said he talked to several

BROADCASTING, February 23, 1959




political and government figures but
only to tell them his company had de-
cided not to seek the use of political
influence and to ask them not to exert
pressure in behalf of others.

Worried About Rumors ¢ Despite
Massachusetts Bay’s policy of not seek-
ing political favors, he said, board mem-
bers became worried at a number of
rumors that other applicants were ask-
ing political help and detailed Mr. Clark
to see several persons. These, he said,
were UN Ambassador Henry Cabot
Lodge, Secretary of Commerce Sinclair
Weeks, White House aide Robert Cutler
and FCC Chairman George McCon-
naughey. A stockholder friend of Reps.
Richard B. Wigglesworth (R-Mass.) and
Joseph W. Martin Jr. (R-Mass.) was
asked to write letters to those congress-
men asking them to keep neutral in

..'-:-:.
McConnaughey: ch. 5 wasn’t on meny

their activities. This was in February
1954.

White House Gets in Act ¢ By April
there was more talk of political ac-
tivity and Mr. Clark was sent to talk to
White House aide Cutler in Boston.
Mr. Cutler asked for a memorandum
expressing Mr. Clark’s thoughts and this
was furnished, he said. Mr. Cutler. who
returned to Boston several days later.
said he had shown the memo to Presi-
dential Assistant Sherman Adams and
told Mr. Clark that Mr. Adams had
called the FCC chairman to tell him he
should not let himself be swaved by
political influence.

Mr. Clark was asked if the memo.
which mentioned a trend toward “pyra-
miding” of newspaper and broadcast
properties and expressed the opinion
that some of the applicants were better
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qualified than others, did - not *go
farther” than the agreed-upon company
policy of refusing to seek political favor.
Mr. Clark said the memo was employed
only as a reminder to Mr. Cutler to look
into the rumors.

"By 1956, Mr. Clark said, still more
rumors were “floating around” that cer-
tain other applicants had contacted
members of the FCC. Mr. Clark was
asked to see Mr. McConnaughey. They
lunched in a private hotel dining room:.

Mr. McConnaughey arrived, he said,
and looking at Mr. Clark’s six-foot-six
frame, remarked that he must be a
former football player. Mr. Clark, who
played with Harvard from 1926-28, ac-
knowledged he was and quickly ex-
plained his purpose in allegorical form.

He told Mr. McConnaughey. he said,
that Massachusetts Bay had both Demo-

......

- I:l'é'rk: only attesteﬂ firm’s integrity

crats and Republicans among stockhold-
ers; that his firm had such a diversifica-
tion of stockholders as Boston Pops Or-
chestra conductor Arthur Fiedler, Red
Sox centerfielder Dom DiMaggio and
novelist John P. Marguand.

Mr. Clark said he urged Mr. Mec-
Connaughey to read his firm’'s brief in
the case and later, on April 12, 1956.
wrote the chairman a letter which urged
him again to read the brief. He ex-
plained he feared Mr. McConnaughey
might be so busy he would not read the
brief itself but only a synopsis of it. [n
the fall of 1956, he said. the board
asked him to see “anyone we knew™ in
Washinzton and he talked to Sen. Lev-
erett Saltonstall (R-Mass.). Reps. Wil-
liam H. Bates (R-Mass.) and Laurence
Curtis { R-Mass.) and former National
GOP Chairman Leonard Hall, asking

each to avoid exercising pressure for
any applicant.

Mr. Clark said Sen. Saltonstall told
him that both Mr. Choate and Daniel
Lynch, a stockholder in Greater Boston
Tv Corp., had discussed the ch. 5 case
with him earlier and that he was assured
by the senator that he would not take
sides in the contest. He said Sen. Salton-
stall told him he would favor the
Herald-Traveler if anybody, but said
Sen. Saltonstall doesn’t remember say-
ing this today. John Lawrence, another
company stockholder, also contacted
Secretary to the Cabinet Max Rabb, he
said.

Richard Maguire, Boston lawyer and
counsel for Greater Boston, noted that
records filed with the FCC show a

dozen Massachusetts Bay stockholders
identified with GOP activities, while

Mills: memory’s still the same

stockholders who are Democrats are
not identified as such.

Cites ‘Pressure’ Stories ® Besides the
“rumors’’ of political pressure, Mr.
Clark said. stockholders in his firm
were worried over three articles in
BRoADCASTING concerning alleged White
House pressure on the FCC. (These
were news articles in the Jan. 21, 1955,
issue quoting Sen. Warren G. Magnu-
son, chairman of the Senate Commerce
Committee. as expressing concern over
such pressure: Jan. 23 and 30, 1956,
telling of a House Small Business
[Evins] Subcommittee’s plan to investi-
gate pressure by the Executive Branch
on the FCC))

George C. McConnaughey. former FCC
chairman.

Mr. McConnaughey said he had no
more than one lunch with Mr. Choate
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during 1956 and didn’t remember an
earlier meeting in 1954 or 1955 de-
scribed by Mr. Mills, but said he
wouldn’t question Mr. Mills’ word. He
said he remembered Mr. Choate want-
ed to talk about legislation, but he
didn’t remember what kind.

He said Mr. Choate told him he had
an application before the FCC and was
disturbed at legislation concerning
newspapers, but that “I cut him off
awfully quick.” He said he felt Mr.
Choate simply was trying to “put his
best foot forward,” and that he was will-
ing to listen to Mr. Choate because of
many complaints then directed at FCC
slowness in awarding tv grants.

He said he didn’t recall a meeting,
described by Mr. Mills’ unsworn state-
ment, at which Mr. Choate allegedly
said the hearing examiner’s initial de-
cision favored Greater Boston and
asked how that decision could be re-
viewed. He said it was “possible” he
lunched with Mr. Choate three times
but he didn’t recall this was the case.
He saw Mr. Choate at a dinner given
by Westinghouse in early 1957, he said,
but only to shake hands. Mr. Mc-
Connaughey doubted if Sen. Leverett
Saltonstall had ever communicated with
him on the ch. 5 case.

Clark, DuMont Meetings ® He ac-
knowledged having Ilunch with Mr.
Clark and added that he also had lunch
with Dr. Allen B. DuMont of DuMont
Labs in a hotel, as arranged by William
A. Roberts, DuMont counsel. He didn’t
recall ever discussing the case with
Secretary to the Cabinet Max Rabb or
Secretary of Commerce Sinclair Weeks.

He remembered he talked to cousins
Davis and John Taylor who publish the
Boston Globe, and that they were un-
happy because they’d heard the FCC
had issued instructions for preparation
of a decision awarding ch. 5 to the
Herald-Traveler. He said he “got up-
set” during the talk, told them he didn’t
appreciate their visit and informed them
they were not parties in the case.

Mr. McConnaughey said he didn’t
recall Mr. Mills being at his luncheon
meeting with Mr. Choate in 1956. He
said he didn’t “condone” talks with ap-
plicants for broadcast grants, but found
it hard to avoid them because applicants
want to make ‘“‘personal” contact with
FCC members. A member of a regula-
tory agency “can’t live in a vacuum,”
he said.

‘Schwartz’ Approach ¢ Mr. Roberts
tried to question Mr. McConnaughey
later on whether the Republican Na-
tional Committee has to be considered
in getting reappointed to the FCC. Mr.
Holtz objected to this “Schwartz-like”
tactic and Examiner Stern urged that
we “‘get back on the high road.” Mr.
McConnaughey said he has retained no
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records of appointments and telephone
calls while on the FCC.

A memo was produced by Mr.
Roberts to indicate that he and Dr. Du-
Mont met once with the FCC chairman
but only to discuss a DuMont alloca-
tions proposal.

Mr. McConnaughey told Globe coun-
sel Robert Haydock he phoned Victor
Hansen, assistant attorney general in
charge of the -antitrust division, on

March 28, 1957, to ask about the
Globe’s antitrust suit against the
Herald-Traveler after hearing “rum-

blings” from the House Antitrust Sub-
committee and others. Mr. Hansen told
him, he said, that the Justice Dept. had
investigated the case, that the Globe
claims shouldn’t be dignified by calling
them a complaint and that as far as
Justice was concerned, the matter was
closed. Mr. Haydock later questioned
this memo’s authenticity.

Mr. Haydock then read a letter dated
April 14, 1957, from Mr. McCon-
naughey, representing the FCC, to
Chairman Emanuel Celler (D-N.Y.) of
the House Antitrust Subcommittee, say-
ing Mr. Hansen had told him there was
insufficient evidence to justify proceed-
ing in the antitrust case. Mr. McCon-
naughey said he acted to make sure
there were no antitrust implications be-
fore the ch. 5 grant was made.

Left Out of Docket ¢ He said the
case had been discussed by “probably”
the full Commission with Warren E.
Baker, then FCC general counsel. He
acknowledged the letter to Rep. Celler
was probably dictated by Mr. Baker.
The correspondence was not entered in
the ch. 5 docket, he said, and none of
the parties was informed of it.

Mr. Haydock then attempted to in-
troduce another letter—from Mr. Han-
sen to Rep. John Dingell (D-Mich.),
dated May 8, 1957—which he said
contradicated Mr. Hansen’s viewpoint
in the case as explained by Mr. McCon-
naughey. Herald-Traveler counsel Wil-
liam Dempsey objected, saying among
other things that he doubted the au-
thenticity of this letter. Examiner Stern
refused to admit the letter as an exhibit
but allowed it for identification purposes.

Thereupon, Mr. Haydock said the
Globe charges that: (1) Mr. McCon-
naughey should have disqualified him-
self from voting because of a question
that he misrepresented Mr. Hansen’s
views to other FCC members; that Mr.
McConnaughey illegally discussed the
antitrust case with Mr. Baker while the
ch. 5 case was pending after oral argu-
ment, and that an illegal outside repre-
sentation had been made to the FCC
by Mr. Hansen in discussing the case
with the FCC chairman. (Mr. Choate
also had testified to the House group
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that he talked to then Attorney Gen-
eral Herbert Brownell and Mr. Brow-
nell assured him the Globe didn’t have
a good antitrust case against the Herald-
Traveler.)

Justice and FCC ¢ Robert A. Bicks.
representing the Justice Dept. as ami-
cus curiae, interjected that Justice was
not precluded from prosecuting the case
by the FCC decision. James McKenna,
representing Massachusetts Bay Tele-
casters, and FCC counsel Holtz, how-
ever, pointed out that such questions, in
comparative cases, should be weighed
before FCC actions in which they are
involved.

Charles F. Mills, retired banker, formmer
vice president of First National Bank
of Boston and former member of Rene-
gotiations Board. ‘

Mr. Mills testified that his unsworn
statement furnished to FCC counsel
Holtz last Jan. 16 was true as well as
he could recall. In this statement he had
described two meetings he had arranged
for Mr. Choate with Mr. McCon-
naughey: the first so Mr. Choate could
“size up” Mr. McConnaughey as new
chairman. held in 1954 or 1955, at
which conversation was social in nature.
although, he said, Mr. Choate identified
himself as an applicant for ch. 5 and
asked how long such cases lasted and
what happened after the examiner's in-
itial decision.

At the second, according to the state-
ment, Mr. Choate told the chairman the
hearing examiner had favored Greater
Boston Tv Corp. and asked him how
the case could be reviewed. Mr. Mills
held to this version in testimony, but was
unsure about just what was said at the
first meeting,

He said he was induced by his old
friend Secretary of Commerce Sinclair
Weeks, after retiring as vice president
of the First National Bank of Boston,
to go to Washington where in August
1953 he was appointed to the Renegoti-
ation Board and later met Mr. Mc-
Connaughey upon the latter’s appoint-
ment as chairman of that body.

Mr. Mills said he didn’t remember
meeting Thomas Joyce, Herald-Traveler
counsel, at either of the meetings and
said he was unable to recognize Mr.
Joyce, who was present in the hearing
room. He said he recalled no discussion
of legislation at either of the meetings.

Globe’s counsel. Neil Leonard,
asked that data on phone calls made
Jan. 6 and 10, 1956. shortly after
the hearing examiner’s initial decision
Jan. 4 favoring Greater Boston, be in-
troduced into the record. The phone
call data was obtained by FCC counsel
from the House Oversight Subcommit-
tee, ‘'which had subpoenaed telephone
company records earlier.

Herald-Traveler  counsel
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William

Dempsey objected to this, saying the
information was obtained by extra-legal
means, might reveal the newspaper’s
Washington news sources and did not
tell the “whole story” because the tele-
phone company’s records had been
destroyed for most of the “adjudicatory™
period (June 1954 to April 1957).

FCC counsel said a three-minute call
was made from the Herald-Traveler in
Boston to Mr. Mills in Washington on
Jan., 6 and that Mr. Mills made a two-
minute call to Mr. Choate at the Herald-
Traveler 45 minutes later. On Jan. 10
Mr. Mills was called for three minutes
from the Herald-Traveler and five min-
utes later made a one-minute call to
someone at the newspaper.

The telephone data had been asked
by counsel for several parties, including
the Globe, so Mr. Mills could be asked
if this might refresh his memory con-
cerning the date of the Choate-McCon-
naughey-Mills lunch. But Mr. Mills said
it didn’t help him to remember. FCC
counsel also noted Mr. Mills had called
the newspaper on Dec. 7, 1955.

John Taylor, vice president of the Bos-
ton Globe:

Mr. Taylor said he and his cousin
Davis Taylor, publisher and general
manager of the Globe, knew several

S

The Taylors: Davis (1) and John

principals in both Greater Boston and
Massachusetts Bay and that representa-
tives of both on two occasions asked
the newspaper to join them (financially
or in a cooperative newsgathering agree-
ment). They refused, he said, because
among other reasons they wanted to
remain friends with contestants and be-
cause they wanted to be free to cover
the ch. 5 contest as a news story.

As the hearings developed and the de-
funct Boston Post became weaker com-

petitively, the Globe became concerned
that the Herald-Traveler might get the
grant, he said. “Certain people,” he
said, “asked us to merge with the
Herald-Traveler.” He said this height-
ened his concern and that he didn't
want 10 see the Herald-Traveler get the
license to use as a “powerful weapon” to
further such a merger.

He said that on Dec. 19, 1956, he
was told by Allen Steinert, a principal
in Massachusetts Bay, that the FCC had
issued unpublished instructions to its
staff to prepare a decision favoring the
Herald-Traveler. He said Mr. Steinert
had learned this information from Mas-
sachusetts Bay’s Washington counsel
James McKenna who in turn had
learned it from Sol Taishoff of BroaD-
CASTING.

Mr. Taylor said he and his cousin
decided to go to Washington to find
out if the story were true and arrived
there Jan. 8, 1957. They wrote Presi-
dent Eisenhower before departing, and
also wired Presidential assistant Sher-
man Adams asking if they could talk
to him.

[In Washington, he said, they saw
Sen. Saltonstall, who said he was re-
maining neutral in the case and sug-
gested they go and see Mr. McCon-
naughey, arranging an appointment for
them, which they kept the next day (see
McConnaughey testimony, foregoing).
Then they went to see Sen. John F.
Kennedy (D-Mass.), who told them he
thought it would be “suicidal” for him
to “go near” a regulatory commission.
Sen. Kennedy also said they ought to
see FCC members, he said, and that
he’d try to get Sen. George A. Smath-
ers (D-Fla.) to introduce them to Comr.
Richard A. Mack. They subsequently
visited all commissioners, the Taylors
said.

Next they went to see House Minor-
ity Leader Joe Martin (R-Mass.), who
told them they had been “outpoli-
ticked,” and suggested they do a little
politicking themselves to turn the tide.
They then visited Rep. John McCor-
mick (D-Mass.}), who “seemed inter-
ested,” and jokingly suggested they fill
up the void left by the Boston Post by
becoming a Democratic newspaper.

Later Davis Taylor got Mr. Adams
on the phone and told him of their sus-
picions and asked to see him, he said.
He said Mr. Adams told Davis Taylor
that the White House never interferes
in regulatory agency comparative cases
and it would be embarrassing if they
came to the White House. Whereupon,
Davis Taylor told Mr. Adams he didn’t
want to embarrass him and “hung up.”
the witness said.

Afterward they got in touch with
Secretary to the Cabinet Max Rabb, who
assured them this was the “first time in
four years” someone had come to him
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Miami still hot

The FCC last week set April
23 for oral argument on the
Miami ch. 10 rehearing and also
last week a flareup occurred in
the controversial case involving a
communication from Sen. George
A. Smathers (D-Fla.) to the FCC.

The Commission’s Associate
General Counsel Edgar W. Holtz,
who heads the FCC investigation
team which worked on the Miami

_rehearing and is now engaged in
the Boston ch. 5 rehearing, ad-
vised the FCC that a Jan. 20
letter from Sen. Smathers should
not be considered part of the
record in the Miami case. Mr.
Holtz stated he agreed with- the
complaint by Public Service Tel-
evision Inc. that Sen. Smathers is
not a party to the hearing and
that the deadline has passed for
comments and exceptions to the
examiner’s report.

Sen. Smathers in his Jan. 20
letter took issue with a finding
in Judge Horace Stern’s initial
decision that the Florida senator
spoke to Comr. Mack about the
Miami ch. 10 case while it was
still pending final decision.

not ‘“wanting something,” Mr. Taylor
said, adding that Mr. Rabb did not give
them any advice.

They also went to Vice President
Richard Nixon’s office on Capitol Hill
and were told by an aide he’d make sure
Mr. Nixon was “fully informed” if they
did not insist on seeing him. Then they
returned to Boston where they found a
letter from Gerald D. Morgan, special
counsel to the President, saying the
White House does not interfere in regu-
latory agency cases, Mr. Taylor said.

WTMB may get okay

The FCC’s latest move in the off-
again-on-again am case in Tomah, Wis.,
was to direct preparation last week of a
document to lift the Dec. 10 stay of
grants to Tomah-Mauston Broadcasting
Co. for WTMB and modification of its
permit, pending decision on the protest
of William C. Forrest, WRDB Reeds-
burg, Wis.

Earlier this month (BROADCASTING,
Feb. 9), the FCC directed preparation
of a document which would have main-
tained the stay of the WITMB grants.
This move followed a U.S. Court of
Appeals opinion, informing the Com-
mission that it was not required to en-
join operation of a new station prior to
a formal hearing on interference prob-
lems.
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FCC PROGRAM FORM REVAMPING HIT

Broadcaster comments on proposed changes
challenge Commission’s jurisdiction, hold
thinking is based on yesteryear operation

The FCC was hit from several angles
Jast week via comments filed on its pro-
posals to revise program classifications
and spot announcement listings in ap-
plication forms.

One powerful group of broadcasters,

through the Pierson, Ball & Dowd law

firm, filed a joint document challenging
entirely the Commission’s jurisdiction
over programming.

Another group, comprising modern-
day radio operators, termed the whole
concept of classifications and spot num-
bering an anachronism based on net-
work - oriented broadcasting of the
1940s. This viewpoint was submitted by
Cohn & Marks.

Other pleadings were made by the
Federal Communications Bar Assn.
and individual stations.

Before the week was up, the Commis-
sion gave interested parties another
seven days before closing the books on
these comments; it moved the deadline
back to Wednesday (Feb. 25) because
of an error in the published report last
January. At that time the deadline was
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