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MICKEY MANTLE  WILLIE MAYS

HANK AARON « FRANKIE ROBINSON
ROCKY COLAVITO « DUKE SNIDER
GUS TRIANDOS « EDDIE MATHEWS
and many others star in ..

Baseball’'s greatest “Long Ball”’
sluggers SWING FOR THE FENCES!




Iowa’s Governor Herschel Loveless (right)
and Don Sullivan, General Manager of
KVTV. watch a video tape recording
of the Governor made in the KVTV
studios.

TS ...

YOUR SPOTS CAN HAVE THAT “‘LIVE LOOK'™ ON KVTV

In addition to giving advertisers a majority of the viewing audience in Sioux City at any
time of the day or night—KVTYV also offers advertisers a new selling tool—a video tape
recorder. Another exclusive service of KVTV in the big quad-state area.

No matter what time it is right now, call your Katz man. Ask to see his latest ARB
which proves why KVTV is the best buy in Sioux City.

§ T ) PEOPLES
i BROADCASTING CORPORATION
el | KYTV .. . . sioux City, lowa
WNAX . . . . Yonkton, South Doketc
' WGAR . . .

. Cleveland, Ohio

RFD ... . wonl ingion, io
CHANNEL 9 « SIOUX CITY, 10WA o] , WITM | | wonbingtor, Oh

» Trenton, New Jersey

CBS » ABC ] WMMN . . . . fairmont, West Virginia
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*SRDS Consumer

Market Data
**Television Age
100 Yop Markets
11/30/59

SERVING MICHIGAN'S

GOLDEN TRIANGLE

WILX is -associated with wms-Lansing/wpoN—Pontiac
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" Successful return.
S from the hunt

L
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GAL-TV

Depend on a profitable return from your adver-
tising dollar when it is spent on WGAL-TV.
This Channel 8 station delivers an audience
greater than the combined audience of all other

Sumaury

stations in its coverage area. See ARB or
Nielsen surveys.

" Ny -

HARRISBUR(

by

WGAL-TV

Channet & ‘
Lancaster, Pa.
NBC and CBS

STEINMAN STATION
Clair McCollough, Pres.

Representative: The MEEKER Company, Inc. New York + Chicago  Los Angeles . San Francisco
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- of House

e may
D€ auuCliLe sucigds ~- Wit wadDed last
week that Oversight staff members are
probing rating services, presumably
nosing around on possible rigging. This
would invade area opened two years
ago by Sen. A. S. (Mike) Monroney
(D-Okla.) and still on Senate Com-
merce Committee future book. Pre-
sumably Harris subcommittee intends
to pop rating inquiry after it wrings
dry its current payola foray.

Station approval ® NBC affiliates last
Friday were singing praises of network
for blue-pencilling Jack Paar’s “water
closet” sequence day before. Affiliates
were mindful of FCC’s current revoca-
tion proceeding against KIMN Denver
which involved disc jockey toilet-flush-
ing sound effect. It wouldn't be sur-
prising if NBC-TV Affiliates’ Board of
Delegates, at meeting today (Feb. [5)
in Boca Raton with NBC brass, adopted
resolution commending network for
protecting affiliates’ interest as well as
its own in Paar incident.

Highest bidders ® With lawyers for
NBC and RKO General in process of
drafting agreements for their major
market station trades, offers are piling
up for RKO’s WGMS-AM-FM Wash-
ington. Latest is from Gordon B. Mc-
Lendon, offering $1.5 million. Among
others in negotiations are Meredith
Publishing Co. and Crowell-Collier,
who, like McLlendon, are multiple
owners.

Tom O’Neil, RKO General president,
will make no firm contract on WGMS
until NBC deal has passed official
muster, including Dept. of Justice clear-
ance. This involves tax-free exchange
of RKO's WNAC-AM-FM-TV Boston
for NBC's WRCV-AM-TV Philadel-
phia; $9.5 million sale of WRC-AM-
FM-TV Washington to RKO, and con-
tingent acquisition by NBC of ch. 2
KTVU (TV) San Francisco for about
$7.5 million (BROADCASTING, Feb. B).

Government control * How does FCC
stand on program control issue, which
served as basis of recently concluded
hearings? There's been no formal vote
but, based on comments and observa-
tions, lineup is: Comrs. Bartley, Ford
and Lee inclined toward more stringent
measures on ground that FCC has
authority to consider program perform-
ance and balance, both in regard to
original applications and renewals;
Chairman Doerfer and Comrs. Craven

and Hyde disposed toward hands-oft
policy. Swing man thus would be Comr.
Cross, newest member. FCC will adopt
policy on each of five issues specified
in programing proceedings when it can
muster four votes either way.

Money back ® American Research Bu-
reau’s discovery that vhf signals are
reaching farther than commonly sup-
posed (BROADCASTING, Jan. 18) s
costing ARB money. ARB has volun-
tarily been giving station subscribers
refunds, in form of credit applying to
future subscriptions, because of delays
in issuing audience reports. When ARB
completed first all-county sweep last
fall, it discovered viewing at greater
ranges than had previously been re-
corded. This necessitated re-design of
station areas and re-arrangement of
Univac system of computing station re-
ports. Reports for many stations have
been late, but ARB says it is catching
up and will be on schedule soon.

Date for Doerfer ® FCC Chairman
John C. Doerfer, due back from vaca-
tion Feb. 23, will promptly get back
into swim on Capitol Hill. House Anti-
trust Subcommittee, which begins hear-
ings this Wednesday on bills to prohibit
bribery and conflict of interest of gov-
ernment officials, expects to hear FCC
chairman Feb. 26. House Appropria-
tions Subcommittee on Independent Of-
fices expects to hear FCC membership
on fiscal 1961 budget late this month
or early next.

British imports ® Associated TeleVision,
which is assuming sole ownership of
Independent Television Corp., New
York, by buying Wrather-Loeb half-
interest (see story, page 142), appears
to be out for bigger share of U.S. tv
market for its British product. Group
of top ATV executives is slated to visit
New York and its [TC subsidiary in
about two weeks. ATV reportedly has
filmed and shown such “cultural pro-
gramming” in Britain as dramatic pro-
ductions of Ibsen, Shaw, Shakespeare
and Royal Ballet, has largest mobile tape
unit in Europe.

No cops * Proposal of FCC General
Counsel John L. FitzGerald that “Of-
fice of Enforcement” be created to ride
herd on licensees (BROADCASTING, Feb.
8) is likely to meet stiff resistance at
Commission level. Actually it's rejuve-
nation of old idea to which FCC Chair-
man John C. Doerfer initially gave his
blessing, but he changed his mind after
further deliberation. Thought now is be-

CLOSED CIRCUIT:

ing given to informal activity in investi-
gatory field through spot checks to keep
FCC apprised of conditions so it will
have answers when Congress wants
them. Presumably this could be done
through existing field force and present
personnel.

Descent on Detroit ® Television Bu-
reau of Advertising, whose annual
membership meetings have alternated
between New York and Chicago, has
switch in mind for 1961. It’s booking
hotel facilities in Detroit for November
that year, hopes to attract automotive
interests by meeting in their hometown,
give TvB members chance to establish
individual liaison with auto people. This
November’s meeting will be held at
Waldorf Astoria in New York.

Ads in Israel » Without fanfare, Kol
Israel (Voice of Israel) began com-
mercial radio broadcasting on its
“second program” Feb. 1. Two hours
were thrown open for commercial spots
(no direct sponsorship yet) at 1500
Israeli pounds (3750) per minute to
cover roughly 80% of state with 2
million population. Commercial opera-
tion was authorized last Jan. 24, limit-
ing six minutes of commercial in hour
from 5-6 p.m. and from 10-11 p.m.
Sale of time would bring maximum of
900,000 Israeli pounds per year and
one advertising agency offered to buy
up entire schedule but was turned down.

Quiet introduction of commercial ra-
dio augurs introduction of television on
conunercial basis in not-too-distant fu-
ttre. Newspapers and theaters are vig-
orously opposing commercial tv for
competitive reasons, but Ben Gurion
government [s conducting full investi-
gation, headed by Abba Eban, minister
without portfolio, and former ambas-
sador to U.S. Harry Zinder, director of
Israel Broadcasting Service, visited U.S.
last December to study tv operations
and Hanoch Givion, deputy director,
now is in U.S. on three-month study,
under auspices of U.S. State Dept.

Down the drain ® Some purveyors of
payola haven’t received their money's
worth, to judge by reports submitted by
two stations in response to FCC’s
questionnaire. Both stations reported
similar situation—that disc jockey had
admitted getting secret payment from
record distributors but was in no posi-
tion to deliver plays. At both stations
music selections are made by manage-
ment committee.
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ed ry 5 .. Washington 6, D. C. Second-class postage paid at Washington, D. C.
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it’s as basic as bread

STORER

WJBK-TV

6

It’s a fact. WJBK-TV is as basic to your adver-
tising budget as bread is to the nation’s tables.
With WJBK-TV you reach right into 1,900,000 TV
homes and help yourself to a slice of the 9 billion

dollar sales potential in the nation’s fifth market.

station
CHANNEL 2 ¢« BASIC CBS ¢ CALL KATZ
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Ratings next? ® Next projecr
Legislative Oversight Commu.
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WEEK IN BRIEF

H-w -na blue chip agency views radio * Kenyon
s used the radio medium successfully
top accounts for many years. From this
. . has developed a keen appreciation of
radio’s fine points—and of the don’ts too. Some of the
highlights are related in this week’s MonDAY MEMO
by Alfred R. Tennyson, K&E vice president in charge
of the tv-radio and commercial production departments.
Los Angeles. Page 26.
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MR. TENNYSON

Finding their places » The network’s fall nighttime programming plans
are beginning to fall into line. Although still tentative, all three have
men on the street feeling out advertiser interest in proposed schedules.
So far, fewer than 20 new shows have found their way into the pitches.
BROADCASTING Teports the current outlook of a fluid situation. Page 31.

Toiletries and foods ® Advertisers of these products place over 34 per
cent of gross time purchases on the tv networks, according to TvB’s
figures for Jan.-Nov. of 1959. Page 34.

Revamping Ban commercials ® All has not been harmony in the effort
to revise those controversial statues. Page 39.

What happened in Boston? e Plenty, testimony indicates in payola
hearing—and in Cleveland, too—at Westinghouse stations. But the “play
for pay” type of payola was not one of them, disc jockeys say. Also
touched on: that Miami Beach disc jockey convention. Page 52.

FCC reversed in Baton Rouge case ® Appeals court overturns FCC on
1959 grant to WAFB-TV Baton Rouge to operate temporarily on ch. 9
there. Split decision says Commission must be more explicit in determin-
ing need. Page 64,

British move in U.S. tv ® Associated TeleVision is buying Wrather-Loeb
50% interest of ITC, making ATV first important foreign-owned com-
pany that produces and distributes film for tv with a fully-active sub-
sidiary in the U.S. Page 142.

Feb. 26: The day pay tv goes to Canada * 2,000 subscribers have
signed for service in Toronto suburb. Page 151.

Perspective "60—A Report on Radio-Tv in 1959-60 Page N

1959—The biggest billings in broadcasting’s history Page 72
1960—Even bigger billings in the cards this year Page 74
Changing hands—$120 million a year in station sales Page 80
Congressmen (and relatives) owning radio-tv stations Page 88
A year of trouble—the Washington radio-tv hearings Page 92
The case for self regulation instead of new laws Page 108
An election year—a big test for a new radio-tv law Page 122
What about the tv audience? Have the scandals hurt? Page 126

Progress in equipment: video tape, automation, steree  Page 129
DEPARTMENTS
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LANSING

The latest Hooper
proves that...

WILS

is the markets'

NO. 1

STATION

STATION
TIME WILS B

Mon.-Fri. |

7:00 am 69.2 | 22.0
12:00 noon |

Mon.-Fri. |
12:00 noon 60.1 18.0
600 pm

€. E. Hooper — January, 1960

with 5000 WATTS

WILS

leads Station B in
power by 20-1

. all of which makes WILS
the very best buy to serve and
sell the Loansing markets' 313,-
000 rasidents

ripraientad by Yenord, Riatowl E Melonnall

WILE

assacloted wlik w I l I - T “
NBC - CHANMEL 10
stowdios in LANSING -
JACKSOM — BATTLE CREEK
WPOMN — Pontiaoc




Even the moon is within reach of WMAQ's Sound of the Sixties...the new concept in Sound that brings the Chicago area OUTER

buying audience the programming it wants, Timely, knowing local news...the latest word on international affairs...up-to- DRIVE
the-minute traffic, transportation, and weather information...the newest beeps from outer space...tunes and rhythms TO OUTER
of grown-up music. Here's programming an adult, buying audience prefers. Chicago is tuned to the Sound of the Sixties! SPACE

WMAQ - NBC OWNED - 670 IN CHICAGO - SOLD BY NBC SPOT SALES MILES



AT DEADLINE

LATE NEWSBREAKS ON THIS PAGE AND NEXT ¢ DETAILED COVERAGE OF THE WEEK BEGINS ON PAGE 31

NBC-TV keeps ‘hope’,
but Paar return dim

NBC-TV was undecided late Friday
about future of Jack Paar Show follow-
ing Thursday night incident in which
Mr. Paar quit and walked off show dur-
ing recording of tape which was aired
in regular period. Network was hopeful
Mr. Paar would reconsider and return
but he was reported firm in his decision
not to return and to rest on European
trip. NBC-TV reported very heavy
phone and wire response favoring Mr.
Paar.

Network plans to keep show title for
two weeks at least, with Hugh Downs
continuing to fill in as m.c. Show figures
prominently in current lineup, repre-
senting about $15 million in billings,
and in fall plans (see fall preview story
of all networks on page 31).

Unhappy because NBC-TV had de-
leted from Wednesday night broadcast
what it considered off-color joke (in-
volving confusion between “water
closet” and “wayside chapel”), Mr. Paar
went before taping session Thursday and
told audience he was leaving show and
network. He then did so. Network
elected to leave tape as it was and ran
it as scheduled without editing.

Decision to yank joke from Wednes-
day broadcast was made by newly cre-
ated standards department of network,
one of two divisions set up under James
Stabile, head of standards and prac-
tices. Ernest Lee Jahncke is head of
standards unit. Network substituted
hastily-improvised news program into
Wednesday’s tape where joke would
have appeared.

Mr. Paar’s departure occasioned in-
tense press and public reaction, was
front page on all New York newspapers
Friday. NBC-TV said it had received
about 3,000 phone calls and 1,500 tele-
grams by mid-Friday “overwhelmingly”
backing Mr. Paar. Network said it did
not know whether Mr. Paar would re-
turn, but pointed out his contract (under
which he earns about $500,000 a year)
prohibits his joining another network
before 1962.

Fleming leaves M-E

Kenneth Fleming, media director,
McCann-Erickson, Chicago, leaves agen-
¢y about March 1 to assume owner-
ship of Feature Foods Plan merchandis-
ing service which he has purchased from
estate of late Lyman E. (Pete) Weld.
FFP currently is on four tv and four
radio stations in Midwest.

IRS on alert

Discussions about whether
money and other valuables given
to disc jockeys by record com-
panies constitute gifts or income
received close attention from one
spectator in audience during pay-
ola hearing last week. He was
Internal Revenue Service agent
looking for unreported income
(Crosep CircuIT, Nov. 16, 1959).
IRS source later indicated 61 dis-
trict offices wiil be forwarded in-
formation involving their local-
ities.

Stereo group quits

Electronic Industries Assn. regretfully
wound up work of its National Stereo-
phonic Radio Committee Friday (Feb.
12) but will continue it on standby basis.
Decision to suspend, EIA President
David R. Hull said, was because FCC
failed to comply with industry request
to establish TASO-type organization on
stereo (BRrRoaDCAsTING, Feb. 1). Work
of committee on fm stereo will be sub-
mitted to FCC.

NARBA action asked

Senate Foreign Relations Committee
expressed belief “national interest will
be injured” by further Senate delay in
ratifying NARBA wand U.S. - Mexico
broadcasting agreement in report to that
body. Committee said it went to extra
efforts to give Daytime Broadcasters
Assn., which opposes part of Mexican
agreement prohibiting nighttime opera-
tion of U.S. daytimers on Mexican
clears, full hearing, but rest of industry
“overwhelmingly supports” treaties. Sen-
ate group said failure to ratify may
result in “further” derogation of treaties
by signatories and that new negotia-
tions might be less favorable to U.S.

Four join CBS

Addition of three affiliates to CBS
Radio roster announced by Arthur Hull
Hayes, network president. They are
WRGA Rome, Ga., which operates on
1470 ke with 5 kw; WGGA Gainesville,
Ga., on 550 k¢ with 5 kw day and
500 w night; WAAX (formerly WCAS)
Gadsden, Ala., on 570 k¢ with 5 kw day
and 500 w night; WVLK Lexington, on
590 k¢ with 5 kw day and 1 kw night.
In addition it was understood WCMI
Ashland, Ky., which left CBS Radio in

February 1959, would return on Feb.
24, It is on 1340 k¢ with 250 w.

Grey Adv. gets part
of Revlon billings

Some $6 million in Revlon billing is
changing hands, mostly to Grey Adv.

Billing represents business given up
by both C.J. La Roche, which resigns
from servicing more than $2.5 million
in Revlon products July 1, and by
Mogul, Williams & Saylor, which loses
cosmetics-toiletries products but retains
Esquire shoe polish and leather condi-
tioners (via Knomark which is Revlon-
owned).

Grey Adv. is newly-appointed by
Revlon, getting $4.5-5 million and six
products, while Warwick & Legler, al-
ready Revlon agency, receives addi-
tional product and more than $1 mil-
lion in additional billing.

Mogul gives Aqua Marine fragrance
and Satin Set to W&L and Top Brass
and Hi and Dri to Grey; La Roche
products include Love Pat, Moon
Drops, Ultima cream and makeup and
Sun Bath lotion to Grey and Intimate
Fragrance and Baby Silicare to W&L.
Warwick & Legler is agency of record
for Revlon network tv activity, which
reportedly played no part in client-
agency parting said to have come about
because of differences over time needed
for changes to be made in advertising.

Five join Mutual

Five stations, formerly independents,
have joined Mutual. They are WAIT
Chicago, on 820 k¢ with 5 kw; WCOW
Sparta, Wis., on 1290 k¢ with 1 kw;
WORX Madison, Ind., on 1270 k¢ with
I kw; KTRY Bastrop, La., on 730 kc
with 250 w day, and KIHO Sioux Falls,
S.D., on 1270 kc with 1 kw, directional
night.

¢ Business briefly

One hour in Paris ®* Renault Inc.
through Kudner Agency, N.Y., will
sponsor special hour-long program,
Invitation to Paris, on ABC-TV April
27 (Wed. 10-11 p.m.). Paris show will
star French entertainers Maurice Che-
valier, Edith Piaf, Jean Sablon, Fernan-
del, Jacqueline Francois and Patachou.
Full house ® NBC-TV’s Bonanza, west-
ern adventure series colorcast on Sat-
urday 7:30-8:30 p.m., is near SRO
status with announcement by network
last week of five new advertisers joining
Miles Labs, which spensors thirds. Spon-
sor lineup now stands like this: RCA

A R ey e T e T e e e e e L R S
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AT DEADLINE ...

via J. Walter Thompson for alternate
hours through June; Procter & Gamble
via Benton & Bowles for alternate thirds,
along with Johnson Motor Co. via J.
Walter Thompson, Chicago, E.I. du
Pont de Nemours & Co. via BBDO, and
Gold Seal Co. via Campbell-Mithun,
Minneapolis.

Set for fall ®* Western Tablet & Sta-
tionery Corp., St. Joseph, Mo., maker

purchased participating  sponsorship
starting in late summer on Dick Clark’s
American  Bandstand on ABC-TV
{Mon,-Fri. 4-5:30 p.m.). Back-to-school
campaign will be company’s national
advertising debut, network said. Agency:
Bozell & Jacobs, Kansas City.

Daytime shoppers ® ABC-TV last week
signed following advertisers to daytime
(12-4 p.m.) schedules: Beech-Nut Life
Savers Inc. for Beech-Nut coffee

(Charles W, Hoyt Co.); Best Foods Div.
of Corn Products Co. for Nucoa marga-
rine (Dancer-Fitzgerald-Sample); Borden
Foods Co. for Super Starlac (D-F-S);
Dinner Redy Corp., subsidiary of Lever
Bros., for Dinner Redy frozen dinners
(Foote, Cone & Belding); EXEC Mfg.
Co. for EXEC paste pen (Charles W.
Hoyt Co.); General Mills Inc. for
cereals (D-F-S); and Whitehall Labs
Div. of American Home Products for

of school supplies and stationery, has

WEEK’S HEADLINERS

MR. GLascock

MR. COLEE Mprs. COLEE

HarvEy L. Grascock, vp of Metropolitan Broadcasting
Corp. and general manager of WHK Cleveland, to similar
post with WIP Philadelphia, following Metropolitan’s formal
acquisition of station Dec. 29. BENEpicT GIMBEL JR.,
WIP president and general manager under former manage-
ment, named vp of Metropolitan and also is slated to be-
come director of corporation, with offices both in Phila-
delphia and New York. RALF BRENT, sales vp and director
WIP, becomes assistant to president of Metropolitan in New
York. John W. Kluge, Metropolitan chairman of board, also
announces new appointments for WTVH (TV) Peoria, Iil.
DonN CoLee joins WTVH as general manager from
WLOF-TV Orlando, Fla., where he was vp and general man-
ager. His wife, LEE CoLEE, becomes director of sales, moving
from WLOF-AM-TV where she was sales manager. Metro-
politan stations, in addition to WIP, WHK and WTVH, are
WNEW-AM-FM-TV New York, WTTG (TV} Washington
and KOVR (TV) Stockton-Sacramento, Calif.

PaTrIiCK J. WINKLER,
assistant to president
of RKO General Inc.,
assumes additional
duties as vp in charge
of standards and prac-
tices for company,
newly-created post.
He will be responsible
for regulatory matters
concerning all RKO General divisions, which cover five tv
stations and seven am radio stations, plus the Yankee net-
work, and will conduct special studies of operations within
these divisions. He has been with the company since 1949
in various executive positions. PauL H, MARTIN, general
sales manager of KHJ Los Angeles, an RKO General sta-
tion, appointed national sales manager for KHI, KFRC
San Francisco and WHBQ Memphis, all owned by RKO
General. He will headquarter in New York. Earlier he had
been sales manager of KFXM San Bernardino, Calif., and
general manager of WSKI Montpelier, Vt.

MR. MARTIN

MR. WINKLER

e R
- A e —— —_ - —_—

10

various products (Ted Bates & Co.).

STEPHEN J. McCormick, MBS director of news, headquar-
tered in Washington, D.C., elected vp in charge of news and
Washington operations, post relinquished by RoserT F.
HURLEIGH when he became Mutual president last July. Mr.
McCormick has been with the network’s Washington stafl
since [936. JosePrH F. KEATING, program director, named
vp of operations and programs, headquartering in New York.
NormaN BaER, New York bureau chief, appointed director
of news and special events for network. He joined Mutual
in October 1957, following service as radio-tv writzr-pro-
ducer and as writer for Associated Press and International
Newsi) Service (now merged with United Press Interna-
tional).

MR. BAER

MR. KEATING
McCoRMiICK

THOMAS A. VELOTTA, vp in charge of
special programs, ABC-TV, since last
October, named to newly-created post
of vp, special projects, news and public
affairs, ABC. He will coordinate sched-
uling and sales developing of ABC’s
expanded news and public affairs pro-
gramming. Other appointments follow-
ing Mr. Velotta's shift: Joun H. Sec- :
OoNDARI, ABC News’ Washington bureau MR. VELOTTA

chief, named producer for special projects; RoBeERT H.
FLEMING, who joined ABC news in 1957 and formerly
with Newsweek, succeeds Mr. Secondari in Washington,
and JouNn T. MaDIGaAN, of ABC news department, becomes
manager, New York bureau. Mr. Secondari will have three
unit producers: Mary LAING, WALTER PETERS and HELEN
JEAN ROGERS. Mr. Velotta started in broadcasting as NBC
page in [928, moved into news and special events program-
ming and joined ABC when NBC split into Red and Blue
Networks. He was elected vp in 1948. In 1954 Mr. Velotta
became ABC’s administrative officer in news-special events-
public affairs, and in 1957 was assigned to ABC-TV’s west
coast offices where he remained for two years.

FOR OTHER NEWS OF PEOPLE SEE FATES & FORTUNES
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NED SMITH, manager of our San Fran-
cisco office, one of ten offices providing
fast, efficient service to Advertising
throughout the U.S.—service that helps
advertising dollars deliver extra value.

E

Manufacturing is California’s major
industry — a fact often surprising to
those who think of the state mainly
in terms of fruit or film. In just six
years following World War II, Cali-
fornia’s industrial production more
than doubled.

In helping west coast industries
get a greater share of America’s con-
sumer dollars, Spot Television has
played a big part. And in 25 key mar-
kets, the stations that consistently
deliver top selling-power per dollar
are represented by Blair-TV.

Efficient time-buying demands ac-
curate down-to-the-minute data on
these markets and stations — data
instantly available to the Bay Area
through our San Francisco office.

for the Bay’Area

Blair-TV operates on this basic
principle: that alert informed repre-
sentation is a service vital not only
to stations but also to all Advertis-
ing, and to the businesses dependent
on it for volume and profit. From the
first, our list has been made up of
stations and markets we felt in posi-
tion to serve effectively. Today these
stations cover 56 percent of Amer-
ica’s population — virtually 60 per-
cent of its effective buying power.

In its area, each of these stations
stands as a power-house of selling
force. To help advertisers and their
agencies make most profitable use of
that force, is the constant objective
of our entire organization.

A NATIONWIDE CRGANIZATION I-AIR Tv AT THE SERVICE OF ADVERTISING

WABC-TV —New York
W-TEN—
Abany-Schenectady-Troy

WNBF-TV —Binghamton
WHDH-TV —Boston
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WBXB — Chicago
WCPO-TV —Cincinnati
WEWS —Cleveland
WFBG-TV — Altoona-lohnstown WBNS-TV —Columbus
KFJZ-TV—Dallas-Ft. Worth
WXYZ-TV — Detroit

KFRE-TV —Fresno
WNHC-TV —
Hartford-New Haven
WJIM-TV —Lansing
KTTV—Los Angeles
WMCT —Memphis

WDSU-TV — New Orleans
WOW-TV— Omaha
WFIL-TV —Philadelphia
WIIC — Pittsburgh
KGW-TV —Portland
WPRO-TV —Providence

KGO-TV —San Francisco
KING-TV—
Seattle-Tacoma
KTVI—St. Louis
WFLA-TV—
Tampa-St. Petersburg

n



“INTERPOL
CALLING”

Starring Charles Korvin
Produced by

THE RANK ORGANISATION, LTD.
(of J. ARTHUR RANK fame)

LIFE Magazine’s lead series
of the 60’s...

the fascinating story

of INTERPOL and international crime
that’s capturing headlines

all over America...

now available for your sponsorship!

BUYING THE SHOW
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CORPORATION
488 MADISON AVENUE + NEW YORK 22+  PLAZA 52100
ITC OF CANADA, LTD.
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BREWERY ADVERTISERS

like Miller High Life, Blitz-Weinhard, Labatt’s Brewing

AUTOMOTIVE ADVERTISERS

like Renault Cars, Dodge Dealers, Volkswagen Dealers

REGIONAL AND LOCAL ADVERTISERS

like Santa Fe Wine, Restonic Mattress, Sealy Mattress

LARGE MARKETS

like Los Angeles, Pittsburgh, San Francisco

MEDIUM-SIZED MARKETS

like Buffalo, Portland, Ore., Miami, Denver

SMALLER MARKETS

like Odessa, Tex., Bellingham, Wash., Medford, Ore.

ABC-TV STATIONS

like WLW-D-TV (Dayton), WIAC-TV (Johnstown-Altoona)

CBS-TV STATIONS

like KFMB-TV (San Diego), KSL-TV (Salt Lake City)

THAT EVERYBODY'S TALKING ABOUT

NBC-TV STATIONS

like KERO-TV (Bakersfield), WDSM-TV (Duluth)

INDEPENDENTS iike kpHO-TV (Phoenix)
NDRTH like Carthage-Watertown SU UTH like New Orleans

EASTIike Wheeling-Steubenville WESTIike Honolulu

AND ALL OVER THE WORLD

Australia, Cyprus, Denmark, Eire, England, Japan,
Lebanon, Mexico, Northern Ireland, Philippines,
Puerto Rico, and Venezuela

In these, and many other markets everywhere,
INTERPOL CALLING is the ideal answer to today’s
television audience appeal needs.




CHIEF ENGINEER'S REPORT ON RCA-6166...

“0LD
GRAND-
DAD"
RETIRES
AFTER LONG
AND FAITHEUL
SERVICE

Henry Goldenberg, Chief Engineer of KMBC-TV, says: “Several RCA-6166 tubes in our 50 Kw TV trans-
mitter have piled up quite an impressive number of hours. One of them—we call it “Old Granddad”—
accumulated 28,616 hours on-air before it was finally retired. Two others went well past 18,000 hours before
being replaced. We check all tubes regularly and make sure we stick within the proper operating voltages at
all times.”

The extreme longevity experienced by KMBC-TV is, of course, exceptional. But it is an exception that
forcefully demonstrates the high-quality of the RCA-6166.

This inherent quality plus proper care of the field-proven 6166 often results in performance beyond
“normal” life expectancy. This means direct benefits in reduced transmitter maintenance and downtime as
well as more hours of service per tube dollar.

Your RCA Distributor of broadeasting tubes will be happy to supply your needs promptly. He also carries
RCA Sound Tape—the quality tape. Whether it’s tubes or tape, count on him for fast delivery.

RcA
(&) RADIO CORPORATION OF AMERICA

Electron Tube Division Harrisen, N. J.

ANOTHER WAY RCA SERVES THE BROADCASTING INDUSTRY THROUGH ELECTRONICS



A CALENDAR OF MEETINGS AND EVENTS
IN BROADCASTING AND RELATED FIELDS
(*Indicates first or revised listing)

FEBRUARY

Feb, 14-20—Advertising Federation of America’s
National Advertising Week (cc-sponsored by Ad-
vertising Assn. of the Waest).

Feb. 15—Hollywood Ad Club luncheon. Richard
Jencks, president, Alliance of Television Film
Producers, will speak on “Tv Films—Their Place
in the Hollyweod Sun.” Hotel Rooseveit.

Feb. 15-16—Ampex Corp. Videotape symposium,
“Two Years of Videotape Progress.” Lawrence M.
Carino, general manager of WWL-TV New Orleans,
will be among speakers. Sheraton Park Hotel,
Washington, D.C,

Feb. 15-19—Natienal Sales Executives-Interna-
tional Cieveland Field Sales Management Institute,
Sheraton-Cleveland Hotel,

Feb. 16—Chicago Broadcast Adv. Club monthly
luncheon meeting, Guest speaker: Louis Hausman,
director, Television Information Office. Sheraton
Towers, Chicago.

Feb. 16—Radio & Television Executives Soclety
timebuying-selling seminar. Main speaker: Ralph
M. Baruch, director of international sales for
CBS Films. Hote! Lexington, New York, noon-2
p.m.

Feb. 17—Hollywood Ad Club second annual Broad-
cast Advertising Clinic, all-day session at Holly-
wood Roosevelt Hotel. Producers’ awards for best
tv and radio commercials produced in Southern
California during 1959 will be presented at lunch-
eon. Phil Seitz of “Advertising Age’” and Bill
Merritt of BROADCASTING are again chairmen
of the awards committee. Marv Salzman of MAC
is clinic chairman.

Feb. 17—Assn. of National Advertisers, co-op
advertising workshop, Hotel Sheraton-East, New
York,

*Feb. 18—Southern California Broadcasters Assn.
Eisaman, Johns & Laws, L.A., will present its out-
look on radio. Luncheon at Hollywood Knicker-
bocker.

Feb. 18-20—Thirteenth annual Western Radio
and Television Conference. Broadcasters' respon-
sibilities and etv will be among topics discussed.
Bellevue Hotel, San Francisco.

Feb, 18-23—American Bar Assn. midwinter meet-
ing, Edgewater Beach Hotel, Chicago. ABA board
of governors and groups, along with National Con-
ference of Bar Presidents and Fellows of the
American Bar Foundation, meet in advance of
House of Delegates sessions Feb. 22-23. Progress
report on study work with media representatives
on controversial Canon 35 (radio-tv access to
courtroom proceedings) expected to be filed.

°Feb, 19—Alpha Delta Sigma and Gamma Alpha
Chi, U. of Houston Chapters, Advertising Week
banguet. Speaker: Gordon MclLéndon, president,
McLendon Corp., on “Radio vs. newspapers—the
continuing battle of giants.”

Feb. 19—Senate Interstate & Foreign Commerce
Committee session with spokesmen for federal
regulatory agencies, networks, advertising agencies,
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advertisers, et al, on corrective measures being
taken against alleged abuses in radio-tv. Wash-
ington, D.C

Feb. 19—Sales Executives Assm. and Advertising
Club of St. Louis, combined meeting, Statler Hil-
ton Hotel. Speaker: Robert Hurleigh, president,
MBS,

Feb. 20-22—National Sales Executives-Interna-
tional mid-winter board of directors meet, Robert
Meyer Hotel, Jacksonville, Fla.

*feb, 20-21—Virginia AP Broadcasters—wash-
ington & Lee U.'s radio newsmen's seminar. Lex-
ington, Va.

Feb, 22-24—International Advertising Assn., first
Latin American convention, Caracas, Venezuela.

feb, 23—Radio & Television Executives Society
timebuying-selling seminar. Tv personality Dick
Clark speaks on the teen-age market. Hotel Lex-
ington, New York, noon-2 p.m,

Feb. 24—Voice of Democracy annual contest
luncheon and announcement of national winner.
Speaker: Rep. Daniel K. Inouye (D-Hawaii)
Statler-Hilton Hotel, Washington.

Feb. 24-25—Fifth annual State Presidents Con-
ference under NAB ausplces, Shoreham Hotel,
Washington. Presidents of state broadcasters as-
sociations will attend; Voice of Democracy lunch-
eon will be a feature.

*Feb, 29—Assn. of Maximum Service Telecasters,
technical committee. 1710 H St.,, N.W. Wash-
ington, D.C.

Feb. 29-March 1—CBS Network Affiliates and
Network Officials, special conferemce, Shoreham
Hotel, Washinaton. Speakers will include Sen, War-
ren G. Magnuson (D-Wash.), chairman, Senate In-
terstate and Foreign Commerce Committee; Rep.
Oren Harris (D-Ark.), chairman, House Interstate
and Foreign Commerce Committee and House Leg-
islative Oversight Subcommittee; FCC Chairman
John C. Doerfer and FTC Chairman Earl Kintner.

MARCH

®March 1—New York State Assn, of Radio-Tv
Broadcasters, third annual legislative dinner.
Speakers: Louis Hausman, director of TIO, Gov,
Nelson Rockefeller. Sheraton Hotel, Albany.

*March 1—Comments due on FCC rulemaking
requiring licensees to adopt procedures against
payola and program deceptions.

March 1-—Radio & Television Executives Society
timebuying-selling seminar, John F. Hurlbut, di-
rector of promotion-public relations, WFBM-TV
Indlanapolis, and Harold A, Smith, program pro-
motion-merchandising manager, Needham, Louis &
Brorby, handle topic, "It Takes Two To Tango In
Agency-Station Cooperation.’”” Hotel Lexington,
New York, noon-2 p.m.

“*March 2—Assn. of Maximum Service Telecasters,
board of directors meeting. Shoreham Hotel,
Washington, D.C,

March 7-11-—National Sales Executives-Interna-
tional San Francisto Field Sales Management In-
stitute, Hotel Mark Hopkins there,

March 8—Radio & Television Executives Society
timebuying-selling seminar. John F. Howell, CBS
Films' vice president-general sales manager, and
Herminio Traviesas, vice president and manager,
radio-tv department, BBDO, on “‘Syndication as a
Media EBuy.” Hotel Lexington, New York, noon-
2 p.m.

March 8-11—Audio Engineering Society west
coast convention, Alexandria Hotel, Los Angeles.

March 9-11—NAB Board of Directors, Statler
Hilton, Washington (postponed from Jan. 27-29).
Tv Board meets March 9; Radio Board March 10;
Joint Boards March 11,

March 13-14—Texas Assn. of Broadcasters spring
mect, Rice Hotel, Houston.

March 15-—Radio & Television Executives Society
timebuying-selling seminar. Richard S. Salant,
vice presiGent of corporate affairs, CBS, Inc., and
speaker from advertising agency of one of the
major political parties, discuss “The Fall Polit-
ical Campaigns and Broadcasting.” Hotel Lexing-
ton, New York, noon-2 p.m.

March 15-—Academy of Television Arts & Sciences
at New York, forum on educational tv, NBC.

sMarch 17—Scuthern California Broadcasters

more men, more women,
more teeners, more ch\ldren

IN SAN ANTONIO
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KONO ranio

THAN 7O ANY
OTHER STATION

% as computed by PULSE
and by HOOPER!

Represented by
KATZ AGENCY

5000 WaMs' * 860 KC

JACK ROTH Mar..

SAN ANTONIO, TEXAS
15



S



-+ = ~
- - A o L :-.“-' ! '
- . L - J P
il S AT .
: T L . - . 1 Rl s L.
o v o = - ’ % 31;1_4_;_45 - |
. ]
- )
- N . :"e: . ‘

‘There’s WJXT 1in Jacksonville, where the mbst
alluring figures are everyday statistics! WJXT starts out
with well over double the county coverage in Northeast Florida
and South Georg1a .and goes on to all but monopolize '
the Nielsen ratings, in all time péi‘iods, inside Jacksonville,
outside Jacksonville, any way you figure it.
Example: 166 out of 168 quarter-hour wins between

WJXT

JACKSONVILLE, FILLORIDA

Represented by CBS Television Spot Salés

6 p.m. and midnight! Compare any category; you’ll find
there’s more, much more to WJXT.

Jperated by The Washington Post Broadeast Division:

WJIXT Channel 4, Jacksonville, Floride WTOP Radio Washington, D.C. WTOP-TV Channel$, Washiqgton, D.C.
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TOLEDO

you know where
you're going with

NBC
RADIO

More audience

AROUND the CLOCK

than the next 2 stations
combined.

Call KATZ—
today

for tomorrow’s availabilities

STORER

station

National Sales Offices:
625 Madison Ave., N.Y. 22
230 N, Michigan Ave., Chicago 1

Assn.  Campbell-Mithun, Holiywood, will present
progam. Luncheon at Hollywood Knickerbocker.

March 17-19-—Advertising Federation of America
Ninth District convention, Cornhusker Hotei, Lin-
coln, Neb.

March 18-19—Arkansas Broadcasting Assn., an-
nual spring meeting. Principal speaker: John F.
Meagher, NAB vice president for radio. Petit
Jean State Park, near Morrillton.

March 20-23—Nationa! Educational Television
& Radio Center, meeting of program managers of
affiliated stations, KUHT (Tv) Houston.

*March 21-26—Northwestern U. second annual
Short Course for Newsmen in Crime News Analysis
and Reporting, Fisk Hall, Evanston (lil.} campus,
under ¢o-sponsorship of university’s Medill School
of Journalism and School of Law. Among speak-
ers: Wiltiam Garry, news and publi¢ affairs direc-
tor of WBBM-TV and Len O’'Connor, newscaster
and commentater with WNBQ (Tv) and WMAQ
both Chicago.

March 21-23-—Canadian Assn. of Broadcasters,
annual convention. Meetings this year will deal
primarily with business of association and BMI
Canada Ltd. Latter will be open to advertisers
and agency executives, but CAB meetings will be
for members only. Chateau Frontenac Hotel, Que-
ber City, Que.

March 21-24-—Institute of Radio Engineers na-
tional convention, Coliseum and Waldorf-Astoria,
New York.

March 31—Academy of Television Arts & Sci-
ences forum on "Do They [ratings] Really Know?"

APRIL

April 1—Comments due on FCC rulemaking to
duplicate 23 clear channels with additional night-
time service.

April  1-3—Women's Advertising Clubs eastern
inter-city conference, Sheraton-Biltmore Hotel,
Providence, R.I.

April 2—Assn. for Professional Broadcasting
Education, Conrad Hilton Hotel, Chicago.

April 3-T—NAB Annual Convention, Conrad Hiiton
Hotel, Chicago.

April 4—Academy of Motion Pictures Arts &
Sciences annual Oscar awards ceremonies, Pantages
Theatre, Hollywood, and broadcast on NBC Radio-
Tv networks 10-11:30 p.m. EST.

*April 4-6—American Management Assn.’s na-
tional packaging conference, Convention Hall,
Atlantic City, N.J.

April 4-7—National Premium Buyers 27th annual
exposition, Navy Pier, Chicago. Premium Adv.
Assn. of America will hold its annual conference
in conjunction with exposition at same site April
5. And the National Premium Sales Executives
conducts its sales and distribution seminar April 3.
Social highlight: Premium Industry Club banquet
April 6. Headquarters for the NPBE: Congress
Hotel, Chicago.

April 5—Broadcast Pioneers annual dinner meet-
ing. Sol Taishoff, publisher of BROADCAST-
ING, is chairman of banquet committee. Conrad
Hilton Hotel, Chicago.

April 6—Academy of Television Arts & Sciences
forum or New York station operations, ABC.
“April  9-10—Disc Jockey Assn., membership
meeting. Minneapolis (site to he selected).
“April 11—Deadline for filing reply comments to
proposed FCC amendment of CONELRAD manual
BC-3 to provide for transmission standards for the
CONELRAD attention signal. Deadline for reply
comments is April 25.

April  13-16—American Public Relations Assn.
conference, Greenbrier Hotel, White Sulphur
Springs, W.Va.

April 15-17—National Sales Executives-Interna-
tional spring finance and executive committee
meets, Hotel Leamington, Minneapolis.

April 19—Comments on FCC proposal to add
additional vhf channels te several principal mar-
kets through reduced mileage separations.

*April 20-21-—Council on Medical Television sec-
ond meeting. Discussions and demonstrations open
to Council members and invited observers. Clinical
center, National Institute of Health, Bethesda, Md.
“April  21—Southern California  Broadcasters
Assn. Luncheon meeting with program to be pre-
sented by Cunningham & walsh, L.A. Hollywood
Knickerbocker.

BROADCASTING, February 15, 1960



£| ‘“: DT MVE NA o || ,Il:‘ ILLI
j? IF ;J Y !"': \ ” AVER
WARY 1, 1960 Lo
i, 1960 R JiqTKEH?FE'. HNG




greate St
geptance

SOURCE |NIELSEN STATION [N ON TOTAL, 6 AM-MIDNIGHT, 7-DAY WEEK



ever!

NOTHING SELLS LIKE ACCEPTANCE. ..

For 35 years in Minneapolis-St. Paul, WCCO Radio’s
acceptance has always been tops. Now it's at an
all-time high—56.8% share of audience. That’'s the
greatest share ever recorded since Nielsen began
measuring the market. More so than ever, WCCO
Radio delivers more listeners than all other
Minneapolis-St. Pau! stations combined--at the
iowest cost per thousand. Makes this the perfect
time to put your sales story where it will enjoy the
greatest acceptance ever!

Minneapolis - St. Paul

wcco RADIO delivers more listeners

than all other Minneapolis-St. Pau! stations
combined!

WCCO Radio 56.8%
Station B 17.1%

Station C 4.6%,

Station D 4.5%

Station E 4.5%,

Four other stations 12.5%

Northwest's Only 50,000- Watt
1-A Clear Channel Station

« Represented by CBS
Radio Spot Sales




After
Statistics™

THEN

WHAT?

We have no quarrel with statistics.

After all, they’ve been pretty goad to

us. But sales are made by audience

response, and a responsive audience
is earned.

KOIN-TV's high standards of pro-
gram service have earned the type of
confidence that causes people to re-
spond and act. “Let's Face It,” for
example, is 2 weekly ne-holds-barred
panel discussinn on matters of critical
public interest, moderated by an ex-
Governor of Oregon. Such bold pre-
gramming in the service of its audi-
ence has brought rich reward in public
confidence to KOIN-TV...and o its
advertisers. This is why KOIN-TV is
one of the nation's nutstanding adver-
tising media.

*Such as: (a) Highest Nielsen ratings
in the acea, and (b) widest coverage
in the region... 7 of every 10 homes
in Portland and 32 surrounding
Oregon and Washington counties
(Nielsen NCS #3),

KOIN-TV

PORTLAND

CHANNEL

One of the Nation's Great
Influence Stations
Represented Nationaily by CBS-TV
Spot Sales

22

Cunningham on control of tv

EDITOR: I appreciate the way
you've handled my opinions (page 35,
Jan. 25) because whenever I have got-
ten into controversial areas previously,
I have not always been fairly handled
by the press.—John P. Cunningham,
Cunningham & Walsh, New York

Monday Memo ‘brilliant’

epiToR: Clay Stephenson’'s MoNDAY
MEMo in your Feb. 1 issue was a bril-
liant piece of writing and is true to
the theme. But he overlooked one major
reason for a lot of inferior thinking and
that is the fervor evervone places on
ratings . . .—David A. Bader, Presi-
dent, Durham Telefilms Inc., New York

Inter-media cooperation

EDITOR: May I suggest that your story
in the Jan. 25 issue (page 64) on the
Worcester school board ban 4o keep
WNEB from covering its meetings
might have been even more interesting
if it had pointed out that the Worcester
Telegram, which editorially defended
WNEB’s coverage, owns WTAG, a
competitor of WNEB.

You may have heard this from other
sources, but I'm writing in case my Tele-
gram friends and former associates up
there are too modest to point this out
to you themselves. . . .—Joseph C. Dine,
Ted Bates & Co., New York

Music & management: Part 1l

EDITOR: My comments on music and
management {(OPEN Mikg, Dec. 28,
1959) were necessarily brief and, for
that reason, apparently misunderstood
by some. I did not mean to infer that
management should not know or care
what music is being played by the disc
jockey. On the contrary, if manage-
ment would listen more to its own pro-
grams, their overall quality would sure-
ly improve.

My point was that disc jockeys
should know music and be responsible
persons who can be {rusted to pro-
gram their own shows interestingly and
individually. Their standards should in
every way be high. Whenever a jockey
repeatedly plays records in poor taste
or continually programs large doses of
music aimed at a very limited segment
of the available audience, a reprimand
(or worse) is certainly in order.

However, a valuable performer (who
must have at least a modicum of artistic
temperament) can be undermined by
unnecessary small criticisms, or by hav-
ing his music prescribed for him.

A good disc jockey wants to respect
management. He has no desire to usurp

OPEN MIKE

any of its traditional powers. But he is
self-respecting, t00, and wants the free-
dom he needs to do his best work.—
Tom Eldridge, Hollidaysburg, Pa.

A miss makes Mrs. of Miss

Eprtor: Thank you for the splendid
coverage you gave my address at the
Retail Advertising Conference (page 44,
January 18 issue). . . . One thing: I've
been trying for years to get a “Mrs.”
in front of my name. I see by your arti-
cle I have succeeded.—{Miss) Josephine
Brooker, Advertising Manager, Buttreys
Dept. Store, Great Falls, Mont.

KULA ownership status

EDITOR: In regard to your story on page
76, Feb 8 issue, I should like to set the
facts straight on new ownership of
KULA Honolulu. Purchaser (for $500,-
000 from Jack Burnett) is Charles Stuart
IIT and not Stuart Investment Co. Latter
is owner of other stations you mention
but KULA is the first broadcasting ven-
ture for Charles Stuart III, nephew of
James Stuart, president of Stuart In-
vestment. Upon FCC approval, 1 will
make my home in Honolulu and direct
property as president of KULA Broad-
casting Corp. — Charles Stuart 1i1,
Lincoln, Neb.

FCC hearing coverage

epiToR: 1 just wanted to take this op-
portunity to tell you what a tremendous
job BROADCASTING has done in its cov-
erage of the FCC hearing. It has been
complete and accurate and has done a
magnificent job in giving the sense of
the statements and questioning.

This, as anyone who has read the
lengthy transcripts can testify, is a dif-
ficult job. It reflects the work of good
reporters with a solid background of
understanding. This is a tremendous
contribution to understanding-—Louis
Hausman, Director, Television Informa-
tion Office, New York

Market report on Hawaii

epiTor: 1 would like to take this op-
portunity to congratulate you for the

A4S BROADCASTING

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

SUBSCRIPTION ORDERS AND ADDRESS
CHANGES: Send to BROADCASTING Circula-
tion Dept., 1735 DeSales St., N.W., Washing-
ton &, D.C, On changes, please Include both
old and new addresses.
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The Greeks
had a
letter for it... ¥

The Ancient Greek letter ALPHA has

become synonymous with the word
FIRST. Similarity of the ALPHA

character to WCCO Television's channel
number goes even deeper . . . Channel

4 being synonymous with leadership in the
competitive four channe! Twin City market.
The difference between GOOD and

GREAT in Minneapolis-St. Paul Television is the
46% average share of total homes

(7 AM-12 Midnight) garnered by WCCO
Television . . . Dec., 1959 Nielsen.

WCCO TELEVISION - CHANNEL 4

CBS IN THE NORTHIF'EST
Represented by
Peters, Griffin, Woodward. Inc.
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excellent portrayal of Hawaii as it is to-
day (page 67, Jan. 18).—Rep. Daniel K.
Inouye (D-Hawaii)

EDITOR: . . . eXceptionally well done and
all the comments [ have heard from
Hawaii were extremely good.—H. Wal-
ton Cloke, Coordinator of Public Rela-
tions, Kaiser Industries Corp., Wash-
ington

[Reprints are available, 20¢ each.—THE
EDITORS]

Radio’s stay-awake record

EDpiTOR: Today I was looking through
some back issues and ran across the
article “Honolulu d.j. fights Morpheus
for 9 days” (page 62, Dec. 28, 1959).

Without any intention of hurting Tom
Rounds’ feelings, I feel that I owe it to
myself and my former employer, WKEI
Kewanee, Ill, to bring the following
information to your attention. On Aug.
16, 1959, the undersigned broke the
“wake-a-thon” record established by
Peter Tripp, also that of Stan Major,
formerly of Peoria, who broke Tripp's
record and subsequently lost his title to
Jim Austin of Miami (229V2 hours if
my memory serves me correctly).

My wake-a-thon was carried out in
the showrooms of Lauterborn Buick-
Pontiac, Kewanee . . . [ was under con-
stant supervision. . . .,

In one respect I was more fortunate
than Mr. Rounds in that I suffered no
ill effects and quit only at the request of
the doctor and my employer . . . I slept
well for 18 hours . . . visited friends for
4 hours, slept for another 12 hours, then
went back on my regular work schedule.

Anyone who wishes to claim a new
record will have to stay awake for
longer than 231 hours and 11 minutes
—my record—~Robert Murray Wright,
WAIK Galesburg, 1I.

‘Minds in conflict’ reprints

EpiToR: (Editorials, Dec. 7, 14, 1959)
are masterpieces of good writing
and of straightforward, constructive,
meaningful thinking. Hats off! I'd like
to send copies of “Minds in conflict” to
all of your fellow members and be-
cause I'm sure there will be requests for
extras could you start me off with 150
to 200 reprints . . .—William K. Beard,
President, Associated Business Publica-
tions, New York

[Reprints containing both editorials are
available. 10¢ each—THE EDITORs.]

‘Politics over principle’

EDITOR: Your editorial “Politics over
principle” in the Feb. 1 book was right
on target-—one of the most powerful I
have read.—Miller C. Robertson, Presi-
dent KUEN Wenatchee, Wash.
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SUNDAY ON KRLA

SOUND OF HIS MUSIC 8:00 AM
Selected hymn for the day..

RELIGIOUS NEWS REPORTER 8:10 AM

Religious news analysis from the Na-
tional Conference of Christians & Jews.

THE ROSARY HOUR 8:15 AM

Special program of religious meditation
for all people.

SPIRIT OF TODAY 8:30 AM

Application of the Bible to modern life as
seen by representatives of the Catholic,
Protestant and Jewish faiths. Rebroad-
cast 11:30 PM.

HIGH MASS 9:00 AM

Live remote from Church of the Immac-
ulate Conception, Los Angeles.

SCOPE UNLIMITED 10:00 AM

Documentary presentation of all sides of
all issues important to Southland resi-
dents, prepared by KRLA Public Affairs
Department.

SEMINAR 10:30 AM

Representatives of five universities re-
view topics of educational importance.

MORNING WORSH!P
SERVICES 11:00 AM

Live remote from Lake Avenue Congre-
gational Church of Pasadena.

DAILY ON KRLA

SOUND OF HIS MUSIC 5:50 AM
THOUGHT FOR THE DAY 6:15 AM
TOPIC: YOUTH 9:00 PM

Salutes a different high school each day
with news and feature highlights.

CALIFORNIA 11:00 PM

Ten-minute reports from leaders of edu-
cation, government and industry.

DIAL 1710 | 50,000 WATTS

KRLA

RADIO LOS ANGELES
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' FREEDOM
FIGHTER ?

One tube...afreedom fighter? In free radio, every component —electronic and human — must share
its responsibility in the never-ending fight for the rights of free people: freedom of speech and worship,
freedom from want and fear. At KRLA, Radio Los Angeles, this responsibility translates itself into

a wisely-balanced program schedule: music and news to appeal to most of the people most of the time

...planned blocks of religious, educational and discussion features to serve all the people all the time:

DIAL 1110 | 50,000 WATTS

Newest among the leaders serving America’s greatest radio market K R L A

RADIC LOS ANGELES

6381 Hollywood Blud., Los Angeles 28 « Represented nationally by Donald Cooke Inc., New York, Chicago, San Francisco



MONDAY MEMO

from ALFRED R. TENNYSON, vice president, television-radio and commercial production departments,
Kenyon & Eckhardi, Los Angeles

How one blue chip agency views radio

Maybe it’s because radio has been
around longer. Maybe it’s because it has
dinned at us too much. But listeners
have developed an almost complete
psychological deafness to commercials
that follow the old tired grooves.

The reward for being fresh is greater
in radio than in any other medium. So
say the researchers and so says Kenyon
& Eckhardt.

The formula for keeping freshness in
our radio commercials is a set of prin-
ciples that has been documented and
kept up to date within the agency ever
since Board Chairman Edwin Cox was
creative director. At that time he began
analyzing successful advertising in all
media to find the characteristics that
apparently insured successful communi-
cation.

We put these principles into daily use
here in the production of commercials
for a number of top accounts. We think
they are good principles because they
get results.

Radio as an entertainment form has
changed a lot since tv. So has its role
in American life. But this lively mem-
ber of our available media refuses to be
killed by its glamorous successor. What
have we learned about radio’s use?

People Hear in Pictures ® Research-
ers make the interesting observation that
people respond when they can picture
what they hear in commercials. They
suggest that we use words and present
situations that people can easily vis-
ualize. Abstractions are a waste of time.

Listeners wonder where the yellow
went because they can see the yellow.
A household antiseptic reconstructed an
accident so that people had a picture of
it. The radio writer should train him-
self to write in graphic terms.

We list “simplicity” under the car-
dinal virtues of all advertising. But it
has a special significance in radio com-
mercials.

Nine-tenths of commercials attempt
to do too many things, to get over too
many ideas, to flash too many changes
of scene, to Present too many argu-
ments. Again, the law of parsimony—
do less and do it better.

Outlaw the Stooges e Let us, once
and for all, banish from commercials
the technique of the double stooge. This
means a stilted dialogue in which two
unbelievable characters ply each other
with sales points in language that is
barely recognizable as human speech.

26

Imagine a tot of six addressing her
mother like this:

TOT: Mummie, 1 just love my milk
since Yyou've been enriching it
with this delicious Double-dex-
trous Malt-a-lac Chocolate com-

pound.

Yes, darling, you really drink your
milk now.

MUMMIE:

TOT: And, Mummie, every nutritious

crystal dissolves instantly. And
have you noticed how the com-
plete Vitamin B complex is mak-
ing me strong in fourteen dif-
ferent ways?

Right—when  it's  Schmaltz's
Double-dextrous Malt-a-lac Com-
pound, we're sure!

Have you ever been three rooms away
from a radio and known instantly when
the commercial came on? The pitch
and tone of voice are different. It is
either sugary or frantic. Often the
decibels bounce off the walls. Combine
this manner with the ‘“commercialese”

BOTH
TOGETHER:

Alfred R. Tennyson previously headed
K&E’s commercial production depart-
ment in New York since its formation
in December, 1955. He was elected vice
president in 1956. He joined K&E as
television-radio producer in 1951; be-
fore that he was television-radio produc-
er with Cunningham & Walsh and also
night manager of WHN New York for
two years. His responsibilities now in-
clude both commercial production and
programming and supervision of all
California-filmed commercials.

in which the scripts are written and it’s
little wonder that listeners become tone-
deaf.

The road to salesmanship begins with
writers and salesmen-on-the-air who act
like human beings and who are acutely
aware of the sense of values of the peo-
ple at home or in their cars.

Who Says It? e One of the simplest
things we have learned is that the per-
sonality of the salesman is almost as
important as what he says. It is an
elemental rule of human persuasion that
people give their confidence to in-
dividuals they like.

Such a personality may not be a
letter-perfect reader of commercials;
he may even commit an occasional flub.
His diction might not pass the BBC.
But if the people love him, he can be
more persuasive than the slickest of the
letter-perfect “announcers.”

As soon as they get a radio assign-
ment some writers automatically send
for the jingleers. This is getting to be
cliche, chestnut and stereotype No. 1.
There seems to be a widespread feeling
that music can make vapid words more
significant. Even when one has to strain
very hard to hear the words through the
music.

This is not to damn all jingles. Some
have been superb. But they should
always convey a selling idea. They
should be brief, simple, catchy. And
the words should come through like the
ringing of a bell! Look at the words
alone. Only if they are worth saying
are they worth singing.

Too many workers underrate the pub-
lic’s interest in products—and believe
that they must sugar-coat a product
story with entertainment. Certainly, out-
side the casual purchase products (beer,
cigarettes and the like, where the “light
touch” is highly appropriate) this is a
fallacy. Our own research has proven
repeatedly that listeners would gladly
trade our attempts at entertainment for
product information—if it is interesting-
ly presented.

People take the common sense view
that the purpose of the program is to
entertain and the purpose of the com-
mercial is to sell a product. They accept
the arrangement and do not rebel
against it in principle. When they reject
our commercials it is not because these
commercials fail to provide entertain-
ment, but because they fail to do their
own job well,
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Infinita est velocitas teMPoris” .. sineca

*

In the Maryland Market, nearly 700,000 television homes
mark {tme in the swift clocks of commerce and industry.
Here thrives one of the world’s largest steel mills, one of
the nation’s leading chemical centers, a center of clothing
manufacture, a center of the graphic arts, a multiplicity
of mercantile activities that naturally ensue in the
nation’s second largest seaport—handling over 22,424,464
long tons annually, the production of aircraft and missiles,
the fabrication of automotive components and many
other activities vital to the economic welfare of our
nation. These people are the producers of goods and
services, the measure of whose effectiveness is accom-
plishment in fime.

*INFINITELY SWIFT IS THE VELOCITY OF TIME . .. Seneca

For these same 700,000 television homes, WBAL-TV
charts time's deliberate and constant speed carefully
each day with an elaborate and varied program schedule
designed to meet all their needs for relaxation, for
entertainment, for information.

“Infinitely swift is the velocity of ttme . ..”" the phi-
losopher says. At WBAL Television 11 in Baltimore,
YOU keep pace in the Maryland Market.

NBC Affiliate/Channel 1} / Associated with WBAL-AM & FM.

WBAL-TV BALTIMORE

Nationally represented by Edward Petry & Co., Inc.
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New Programming, new Personalities, new station policies at KOS! made November
the month of important change for Denver radio listeners. They began to hear music
and features that adults wanted to hear —good music, singable music, favorite
music — unlike any other on Denver air.

Just as the Denver market today makes previous appraisals obsolete, so the new
KOSI is setting new standards for radio broadcasting.

BRXOADCASTING, February 15, 1960



Walter Lake, McGavren Los Angeles manager
and Bill Armstrong, executive vice president of
KOSI make calls on leading Denver business
executives. Denver is a cosmopolitan city of
modern buildings and humming industries.

. 5;“““"]155” N WRITING

e BEE COUOWINELY
5 o fagi TCAL (VS -

Fred Cohan, District Manager for Zale’s, largest
jewelry chain in the U.S. with 6 Denver stores
explains the complexities of competitive retail
selling where sales results are paramount to
Woalter Lake, McGavren Co., Los Angeles.

For NEW fac_ts

you can use
about Denver
... ask the man who knows!

McGavren salesmen who all regularly
work as local salesmen keep abreast of
current market conditions and situations.
Modern Denver is metropolitan complex of
thriving communities — including Denver
and Englewood, Golden, Littleton, Aurora,
Derby, and between Boulder and Greeley.

This is the KOSI area that McGavren sales-
men know and understand — and are pre-
pared to discuss in advertising planning.

Getting the complete Denver story of how to
get sales results in the market, Harley Solt,
Denver advertising agency executive reviews the
approach and thinking of his organization with
McGavren’s Walter Lake.

0@60 represented nationally by

DAREN F. McGAVREN CO., INC.
o and Geloision. Olodin %wkn&&m

NEW _YORK CHIC DETROIT
60 E. 56th ST. 35 E. WACKER DR. 1216 DIME BLDG.

SAN FRANCISCO LOS ANGELES
110 SUTTER ST.

SEATTLE ST. LOUIS

1741 iVAR AVE.

. ask the man who knows/!

101 JONES BLDG. 317 N. 11th ST.



BUT NOT THE LEADERSHIP OF

WS PA

IN THE PIEDMONT

FEBRUARY 17, 1930, WSPA ‘went on the air in Spartanburg, and South
Carolina enjoyed its first radio station. (there are now 70 stations in the state).

On February 17, 1947, WSPA-FM went on the air becoming the first frequency
modulation station in South Carolina. On April 30, 1956, the Pioneer Radio Stations
of South Carolina were joined by WSPA-TV, bringing to the people of the Piedmont
CBS and the best in television programs.

WSPA grew from an independent 250 watt facility to a 5,000 watt day and
night CBS station. During its 30 years of growth WSPA has been recognized as
having more listeners and more family audiences than any other station in the Piedmont.

WSPA has attained its leadership and listening audience by being built on
foundations of service to the public through radio with marturity. To promote the
religious, educational, civic and economic life of Spartanburg and the surrounding area
has always been paramount in the operation of WSPA . . . Station philosophy is: To serve
the listener first is to serve the advertiser best.

And so as WSPA celebrates it 30th Anniversary, the management pledges
anew its determination to keep WSPA and its sister stations, WSPA-FM and WSPA-TV, in
the forefront of public service, promoting at all times and above all else the educational,
religious, civic and economic life of the region these stations are privileged o serve.

"WSPA RADIO

AM-FM-TV

':'SPARTANBURG GREENVILLE SUPERMARKET

OWNED AND OPERATED BY

SPARTAN RADIOCASTING CO. — WALTER J. BROWN, PRES. NATIONAL REPRESENTATIVES:
SPARTANBURG, S. C. GEORGE P. HOLLINGBERY CO.

I930—THIRTY YEARS OF SERVICE—I960'
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WINTER BOOK ON THE FALL LINEUP

Here's what tv networks have pencilled in for new season

Outlook: fewer new entries than were introduced in 1959

The first faint outlines of next fall's
nighttime tv network program schedule
began to appear last week. It is far too
early (which in today’s early-buying
climate means by a month or so) to be
considered conclusive but it does rep-
resent what the networks were pitching
to their clients last week.

If any conclusions are to be drawn
from the tentative drafts, it is that next
season will hold no great surprises. The
rule, as in past years, will be that the
established successes will stay, the mar-
ginals will make way for the new hope-
fuls. At this stage fewer than 20 new
titles are being mentioned as strong
possibilities; last fall saw over 40 new
shows on all the networks.

This is how the night-by-night lineup
looks. It is not official; rather. it was
compiled by BROADCASTING through
conversations with agency executives,
producers and other knowledgeable
sources. The networks themselves, for

“Macy's doesn’t tell Gimbel's™ reasons,
declined to comment.

Sunday:

ABC-TV: Walt Disney Presents,
shortened to a half-hour, is due to move
from Friday night to open the Sunday
schedule at 7 p.m. It will be followed
by Maverick at 7:30, Lawman at 8:30
and Rebel at 9, all in their present
slots. A new starter, The /sianders, is
expected to replace The Alaskans in
the 9:30-10:30 period. Another new
show, the half-hour Winston Churchiil
series, will close the night at 10:30.

CBS-TV: Only one major change is
in prospect for CBS-TV on Sunday.
Alfred Hitchcock Presents, which has
held the 9:30-10 slot, is expected to
leave the network, reportedly headed
for NBC-TV. It's understood Mr.
Hitchcock was asking for a firm two-
year contract, which CBS-TV was not
prepared to give. Otherwise the night
should remain: Lassie at 7:30, Ed Sul-
livan at 8, General Electric Theaire at

9, alternating Jack Benny and George
Gobel shows at 10, and What's My
Line? at 10:30. There has been some
talk that Mr. Benny was unhappy with
conditions at CBS-TV and was talking
with other networks, but the best guess
now is that they'll patch their differ-
ences and his show will remain.

NBC-TV: Overland Trail, which has
recently replaced Riverboat at 7 on
NBC-TV, should keep the job next fall.
A new show, The Barbarians, is men-
tioned to replace the Sunday Showcase
at 8-9. After that Dinah Shore Chevy
Show looks good to stay at 9-10, and
Loretta Young Show at 10-10:30.

Monday:

ABC-TV: Two new ones are being
talked about for this night at ABC-TV,
Project X to sub for Bourbon Street
Beat (probably moving to Tuesday) at
8:30-9:30, and For Men Only to re-
place Man With A Camera at 10:30.
Otherwise it's Cheyenne at 7:30-8:30

TV PREVIEW

The nearsighted Mister Magoo,
long a favorite character on movie
screens, bumbles his way onto the tv
screen starting Feb. 22 in a new
General Electric commercial. UPA
Pictures, Burbank, Calif., created the
animation; BBDO is the agency.

The first spot finds Mr. Magoo
coming to the aid of his attractive
blonde neighbor, who has a lighting
problem. He brings a supply of GE's
new 100-watt light bulbs. He tells
her they are smaller and brighter.

ones never would.
In carrying out his mission. Mr.

(a) a lion on the tv set and (b) an
form, "'Need a light for this elevator.
closet. The commercial closes with

bear on the situation, peering at an

able to fit where the older, larger

Magoo mistakes the girl's mother for
old dress form. He asks the dress
mother?” The “elevator™ is a clothes

Mr. Magoo, having brought light to

[5.
eve chart and singing. “It's easy to
see the best bulbs are GE.”

The spots, featuring what GE calls
“the light touch,” were developed in

et Ve

cooperation with Arthur Bellaire,
BBDO’s vice president in charge of
radio-tv copy. Rudy Larriva directed
for UPA.

BROADCASTING, February 15, 1960

31



and Adventures in Paradise at 9:30-
10:30.

CBS-TV: This year’s schedule looks
firm to repeat next fall, with the pos-
sible exception of Father Knows Best
at 8:30-9. The word is that the cast of
the seven-year success is anxious for
other things, and the network re-run
possibilities are tempting. The rest of
the night: Kate Smith at 7:30, The
Texan at 8, Danny Thomas Show at 9,
Ann Sothern Show at 9:30, Hennesey
at 10 and the June Allyson Show at
10:30.

NBC-TV: Riverboat, which has just
moved into the Monday 7:30-8:30 slot,
will likely stay there. It's due to be fol-
lowed by Wells Fargo at 8:30, Peter
Gunn at 9 and the alternating Alcoa
and Goodyear theatres at 9:30. Biggest
question mark on Monday revolves
around the Steve Allen Show at 10-11.

Tuesday:

ABC-TV: The night should start
again with Sugarfoot at 7:30-8:30. The
show now alternates every other week
with Bronco, which will either con-
tinue in that role or get its own every-
week time period, perhaps on Thurs-
day. Wyatt Earp at 8:30 and Rifleman
at 9 should stay put, with Bourbon
Street Beat moving over from Monday
to occupy the 9:30-10:30 period now
held by Philip Marlowe and Alcoa
Presents. The Alcoa show will either
move to 10:30 or give way to a new
entry, One Step Beyond, in that period.

CBS-TV: The 7:30-8:30 period is
open. The first half-hour has not been
programmed this season, and the last
half, now held by the Dennis O’ Keefe
Show, is due to be vacated. Dobie Gil-
lis should repeat at 8:30, while Tight-
rope is a possible casualty at 9. Red
Skelton at 9:30 and Garry Moore
Show at 10-11 should be back.

NBC-TV: The only show considered
a safe bet to repeat is Laramie at 7:30-
8:30. Ford Startime is shaky, as are
Arthur Murray Party and M-Squad.
The Ford show has had a lacklustre
ratings record, especially considering
its budget. The Murray show probably
will be moved, but just as probably
will stay somewhere in the schedule.

Wednesday:

ABC-TV: A “Bugs Bunny” cartoon
series is being pitched to start this night
at 7:30, to be followed by Leave It To
Beaver, imported from Saturdays, at 8.
Ozzie & Harriet at 8:30 and Hawaiian
Eye at 9-10 look safe. The Wednesday
Night Fights at 10-11 are due to move
to Saturday, and to be replaced by an
hour version of Naked City.

CBS-TV: Be Our Guest is still con-
sidered to repeat in the 7:30-8:30 spot
it took over from The Lineup earlier

32 (LEAD STORY)

...and in 1961:

ABC-TV, in association with
NRB Assoc. Ltd., will present in
1961 a half-hour weekly series
based on the life of Phineas T.
Barnum, the network said last
week. Under the working title of
The Great Barnum, the series will
be adapted from Joseph Bryan’s
biography of Barnum, The
World's Greatest Showman. In
addition, NRB Assoc. has ob-
tained exclusive tv rights to all
relics, letters and papers in the
Barnum Museum in Bridgeport,
Conn., it was reported.

this year, although Guest has been no
stirring  success against NBC-TV’s
Wagon Train. Man Into Space at 8:30
and The Millionaire at 9 may give way
to as yet undetermined replacements.
The perennial I've Got a Secret is still
in at 9:30, as are the alternating Arm-
strong Circle Theatre and U.S. Steel
Hour at 10-11.

NBC-TV: The current lineup, one
of the strongest in its schedule, is due
to repeat for NBC-TV next fall. It
starts with Wagon Train at 7:30-8:30
and goes on with Price Is Right at 8:30
and Perry Como Show at 9-10. This
Is Your Life probably will repeat at 10.
People Are Funny, now on Fridays,
likely to take over from the departing
Wichita Town at 10:30.

Thursday:

ABC-TV: At least two new shows
are in prospect, Guestward Ho in for
Gale Storm Show at 7:30 and Pat But-
tram in for Pat Boone Chevy Show-
room at 9. The Donna Reed Show at
8 and Real McCoys at 8:30 are due to
repeat, as is The Untouchables at 9:30-
10:30. Another new western, Stage-
coach West is also talked about for this
night, as is a weekly version of the
Bronco, alternating hour from Tuesday
night.

CBS-TV: An as-yet-untitled, hour-
long underwater adventure show (a la
Ziv's Sea Hunt) is being worked up for
the 7:30-8:30 period, replacing the
current To Tell The Truth and Betty
Hutton Show. Johnny Ringo at 8:30
looks like a casualty, and Zane Grey
Theatre at 8 may move to Friday.
Markham, which moved into the 9:30-
10 period after a Saturday night run,
should repeat. The Revlon variety se-
ries, now at 10-11, may stay there, al-
though there’s some talk of a new hour-
long public service entry taking over.

NBC-TV: Bonanza, which now is

scheduled as the Saturday starter, is
being readied as a Thursday replace-

ment for the two 7:30-8:30 half hours,
Plainsman and Bat Masterson. Staccato
is questionable at 8:30-9. After that,
the night could stay as is: Bachelor
Father at 9, Tennessee Ernie Ford
Show at 9:30, Groucho Marx at 10
and Lawless Years at 10:30.

Friday:

ABC-TV: Another Disney program,
The Shaggy Dog, is on deck to move
into the 7:30 spot that Walt Disney
Presents would vacate in its move to
Sunday. The 8-8:30 vacancy would be
filled by The Flagsiones, a full-anima-
tion comedy series. Current plans have
Man From Black Hawk at 8:30, 77
Sunset Strip at 9, Robert Taylor in The
Detectives at 10 and Black Saddle at
10:30 retaining those periods.

CBS-TV: Rawhide should remain at
7:30-8:30, with Zane Grey Theatre
from Thursday replacing Hotel de
Paree at 8:30. The rest of the night is
open to development. The much post-
poned Manhattan series might make it
at 9-10, and there’s an outside chance
Twilight Zone will come back at 10-
10:30. The last half hour of the night
may hold a public service series.

NBC-TV: This one’s wide open. Peo-
ple Are Funny and Troubleshooters
aren’t likely to be found at 7:30 and
8 ag they now are with People perhaps
going to Wednesday. The talk is that
the whole night could go to specials,
whereas now the 8:30-9:30 period
alone is designed that way. A new
show, Thriller, is a possible replace-
ment for the Cavalcade of Sports fights
which are exiting the 10-11 time.

Saturday:

ABC-TV: The Dick Clark Show will
lead off at 7:30, with Lawrence Welk’s
Dodge Dancing Party moving up an
hour into the 8-9 period. John Gun-
ther's High Road is a casualty at 8;
Leave It To Beaver, at 8:30, should
move to Wednesday. The 9-10 spot is
toss-up between a full-hour Pat Boone
Show (leaving Thursday) and The
Roaring 20’s. The fights from Wednes-
day are due to go into 10-11.

CBS-TV: Saturday is one of CBS-
TV’s best nights, and it isn’t likely to
change. The lineup is Perry Mason at
7:30, Wanted Dead or Alive at 8:30,
Mr. Lucky at 9, Have Gun Will Travel
at 9:30 and Gunsmoke at 10-10:30.

NBC-TV: A new western, The Out-
laws, may take over the 7:30-8:30
period now held by Bonanza, which is
aiming for Thursday. The Deputy, now
at 9, may move up to 8:30, which Man
And The Chalienge is likely to vacate.
The only other show definitely in sight
for Saturday is the World Wide 60
public serivce series now at 9:30-10:30
but eligible to move either way.
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The Story
of Warm Springs

NEWEST DOCUMENTARY
IN THE WSB-TV
“ROAD BACK” SERIES

This dramatic inside story showed WSB-TV viawers

the personal struggle of paralysis patients on the ‘‘road
back™ from polio, arthritis and crippling birth defects.
The half-hour Ailm was written and produced by the
WSB-TV staff, and filmed at Georgia’s famous Warm
Springs Foundation. It captured the spirit of plucky
laughter and courageous hope so evident among patients.
WSB-TV timed its showing to coincide with the New
March of Dimes. Imaginative, responsible programming
of this character has earned heért-warming rewards
for WSB-TV...and for the station’s advertisers.

WSB-TV

Channel 2/ATLANTA

Affiliated with The Atlanta Journal and Gonstitution. NBC affiliate. Represented by Petry.. Asscciated with WSOC/WSOC-TV, Charlotte; WHIO/WHIO-TV, Dayton.
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COLD REMEDIES IN SEASONAL SPURT

Anacin, Dristan lead November billing race on tv networks

Advertisers of toiletries and food
products invested nearly $200 million
on the three tv networks in the Jan.-
Nov. period, or approximately 34.5%
of total network gross time charges
($568,274,278) estimated at the one-
time rate for the 11 months.

Procter & Gamble, which spent over
$3.5 million, was top advertiser in No-
vember. It was followed by American
Home Products (more than $2.5 mil-
lion) and Lever Bros. ($2.43 million).
Leading advertised brands (according
to billing) on the networks were Anacin
tablets ($888,280), Dristan ($785,872)
and Winston cigarettes ($627,332).

The network tv billing figures were
released today (Feb. 15) by Television
Bureau of Advertising. They are com-
piled for TvB by Leading National Ad-
vertisers-Broadcast Advertiser Reports.
The bureau’s report covers the month
of November and the 11-month period
of 1959 ending in November.

Gas Pedals » Gasoline advertising in
the 11 months totalled more than $8
million, over three times the amount
spent on network tv in the same period
of 1958. During this period, nearly
every product category was up. The
major exceptions were automotive, of-
fice equipment, radio+tv sets and travel.

Four advertisers in November spent
an estimated $2 million or more at gross
rates for time on the tv networks: P & G,
American Home Products, Lever and
General Motors. Seven other advertisers
spent less than that amount but were
$1 miilion or over in the same month.

In the brand category, leadership
went to two cold remedies—Anacin
and Dristan. The other brand adver-
tisers in November's top 15 were cig-
arettes, automobiles, toothpaste, a head-
ache remedy (Bufferin), and a deter-
gent (Tide).

Both Anacin and Dristan are prod-
ucts of Whitehall Labs which is owned
by American Home Products. Bufferin
is a Bristol-Myers product. The leading
cigarette manufacturers represented

Estimated Expenditures
of
Top 15 Network Company Advertisers
November 1959

1. Procter & Gamble $3,574,968
2. American Home Products 2,597,485
3. Lever Bros. 2,435,495
4. General Motors 2,001,576
5. General Foods 1,773,898
6. Colgate-Palmolive 1,673,734
7. R.J.Reynolds Tobacco 1,331,136
8. Chrysler Corp. 1,292,605
9. Sterling Drug 1,146,932
10. Philip Morris 1,116,269
11. Ford Motor 1,088,952
12. General Mills 985,994
13. Pharmaceuticals Inc. 978,761
14, Liggett & Myers Tobacco 936,252
15. Texaco 933,624

LNA-BAR: Gross Time Costs Only

Estimated Expenditures
of
Top 15 Network Brand Advertisers
November 1959

1. Anacin $888,280
2. Dristan 785,872
3. Winston cigarettes 627,332
4, Plymouth passenger cars 598,118
5. Oldsmobile passenger cars 577,020
6. Phillies cigars 506,330
7. Buick passenger Cars 492,345
8. Chevrolet passenger cars 483,722
9. Bufferin 459,350
10. Ford passenger cars 452,802
11. Tide 446,083
12 Colgate dental cream 435,769

13, Gleem regular & aerosal tooth paste 426,431

ESTIMATED EXPENDITURES OF NETWORK TELEVISION ADVERTISERS
BY PRODUCT CLASSIFICATION

Agriculture & farming $
Apparel, footwear & accessories
Automotive, automotive accessories
& equipment
Beer, wine
Building materials, equipment & fixtures
Confectionery & soft drinks
Consumer services
Drugs & remedies
Entertainment & amusement
Food & food products
Freight. industrial & agricultural development
Gasoline, lubricants & other fuels
Horticulture
Household equipment & supplies
Household furnishings
Industrial materials
Insurance
Jewelry, optical goods & cameras
Office equipment, stationery
& writing supplies
Political
Publishing & media
Radio, tv sets, phonographs, musical
instruments & accessories
Smoking materials
Soaps, cleansers & polishes
Sporting goods & toys
Toiletries & toilet goods
Travel hotels & resorts
Miscellaneous
TOTAL

LNA-BAR: Gross Time Costs Only

among the top brands included R. J.
Reynolds Tobacco, Liggett & Myers
and P. Lorillard. Three of General Mo-
tors’ autos hit the list (Chevrolet, Buick,
Oldsmobile), as did one for Chrysler

$58,138,086

14. L&M cigarettes 420,542
15, Kent cigarettes 399,509
LNA-BAR: Gross Time Costs Only
November Jan.-Nov. Jan.-Nov.
1959 1959 1958
156,160 $ 1,653,447 $ 51,347
1,323,286 6,304,625 4,831,121
4,978,175 42,835,733 48,857,960
617,632 6,062,913 5,783,421
387,416 3,020,893 2,144,010
1,286,681 11,051,581 8,258,063
402,987 3,076,407 2,623,571
7,292,523 67,310,286 51,179,780
—_— 308,031 249,989
9,635,443 102,802,118 98,397,635
84,750 348,127 —_
1,377,173 8,459,113 2,772,895
-— 249,608 1,007,774
2,645,386 27,793,351 21,136,059
456,791 3,647,196 3,045,409
1.835,173 18,791,712 16,101,517
1,077,494 9,555,061 6,566,555
2,054,446 11,520,741 10,785,369
439,931 3,932,009 6,211,223
— — 274,290
— 5,261 833,085
581,925 5,002,516 7,676,304
6,107,930 68,592,841 56,061,433
5,363,824 61,545,183 55,921,629
790,176 2,661,822 1,541,391
8,411,565 93,238,894 90,377,130
187,740 1,067,535 2,408,913
643,479 7,437,274 7,553,707

$568,274,278 $512,651,580

(Plymouth cars) and another for Ford
Motor (Ford cars). P & G’s brand lead-
ers included Gleem toothpaste and Tide
detergent; Colgate's top 15 entry was
its Colgate toothpaste.

Network and spot tv (national and
regional) gross billing was “in excess”
of $1.24 billion in 1959, Norman E.
Cash, president of Television Bu-
reau of Advertising, reported today
(Feb. 15).

Mr. Cash said that final tabula-
tions for 1959 national tv gross bill-

TvB’s 1959 billing figures

ing would be released in coming
weeks. (Leading National Advertis-
ers-Broadcast Advertiser Reports pro-
vide network figures for TvB, while
for spot informaticn, TvB-Rorabaugh
is the source.)

The total 1959 figures, Mr. Cash
said, represent an increase of about

15% over the $1,078,360,000 adver-
tisers spent in 1958 in network, na-
tional and regional spot television.
Mr. Cash’s estimates do not include
local advertising volume in tv nor
talent costs. (Gross billing represents
advertiser purchase of tv time com-
puted at the one-time rate.)
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Puise proves that WHLI delivers the largest
daytime audience in the Adult, Quality-Buying

Major Long Island Market (Nossou County).
WHLI reaches The Fabulous Long Island Market,
the 6th Largest Market in the U. 5.—a market

g separate and distinct from New York City.

PULSE AUDIENCE SURVEY

~ MORNING AFTERNOON
| WHLI .. ... 12 12

| Network “A” ........ n 9

: N.Y. Ind. Sta. 1... ... 9 1

i I N.Y.Ind. Sta. 2... . .. 9 g

| N.Y.Ind. Sta.3...... 9 8
Network “B* .. ... ... 9 7
Network “C"* .. ... ... 9 7

- : G A R R

| WHLI's BIG BONUS COVERAGE:

= POPULATION 5,449,400
* NET INCOME $12,693,318,000
* RETAIL SALES $6,473,726,000

------ 10,000 warrs

WHLI

Data:

Pulse Report:

Nassau County, Long Island, N. Y.,
October 19-23, 1959

'
[

<

i
£
a3
&

|.
United Press International news produces!
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‘Crusade for decency’
urged for advertising

Creation of a “Crusade for Advertis-
ing Decency” on both national and
local levels was called for by Ernest A.
Jones, president of MacManus, John &
Adams Inc., in an address to the Sales
Executives Club in New York last
week. He urged concerted action by
advertising, business and media.

In Mr. Jones’' view, “A great deal
of the mistrust of all advertising is
generated at the strictly local level
where honest national advertising is
sometimes perverted by the fly-by-
night shyster with one eye on the
sucker and the other on the Better
Business Bureau.” The “grass roots”
level of the “crusade” would “watch-
dog” local media, advertising and busi-
ness, and hopefully would operate “in
every community in the land large
enough to support commercial commu-
nication.” Mr. Jones suggested the
following ways to implement the
“crusade.”

“1. Seek out the objectionable ad-
vertising and call in those responsible
for a face-to-face explanation and to
point out the harm being dene to all
business and to the community.

“2. Serve as a clearing house and
investigating body for consumer com-
plaints which it would actively solicit.

“3. Refer to the Better Business
Bureau or proper legal body incorri-
gibles who resist moral suasion.

“4. Judge questions of taste in ad-
vertising which, while objectionable, do
not fall into the province of the Better
Business Bureau or of the courts.

“5. Stand and act as the beacon of
honest advertising in all of its forms.”

Not blaming media for dishonest
advertising, Mr. Jones places the
blame on the *“dishonest discount
house, the shady appliance dealer . . .
the stores using a sprinkling of national
brands as bait to peddle schlock mer-
chandise.” He also cited the lack of
moral courage of advertising agents
who crumbled under pressure from the
client. “An ounce less greed . . . an
ounce more courage anywhere in that
chain and the advertising in question
never would have reached the public.”

What is needed, Mr. Jones said, is
not more legislation, but the united
action of the “crusade.” Present con-
trolling groups, such as the Assn. of
National Advertisers, the American
Assn. of Advertising Agencies, and the
Advertising Federation of America
suffer from limiting factors, principally
lack of control over non-members and
inability to punish offenders. Further-
more, they can operate only on the
national level, he said, whereas much
objectionable  advertising  originates
locally.
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We can show you all kinds of industry-accepted
statistics about the WJAC-TV audience-sets in use,
viewers per set, television homes and coverage
area-and WJAC-TV is consistently the top station

in the Johnstown-Altoona market.

But, after all, as an advertiser, you're interested
only in selling your products to living, breathing

people and that's where WJAC-TV really excels!

It all adds up to this--people BUY the products they
SEE advertised on WJAC-TV.

get the whole story from

HARRINGTON, RIGHTER
AND PARSONS, INC.
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Molten steel fires the
forces of progress in the

market on the move TAMPA-ST. PETERSBURG

Tampa-located, the Electric Steel Mill Diviston TOTAL SHARE OF AUDIENCE
of Florida Steel Corporation typifies the mush- 48.8% . Latest ARB
rooming industries in a dynamic market. Check the Top 50 Shows!
ARB NIELSEN
This rich, booming market is dominated by WwTvT 37 WTVT 38
Station B S Station B 10

WTVT, the station on the move — your most
profitable buy in the entire Southeast!

Station on the move w I VT Channel 13

TAMPA-ST. PETERSBURG

THE WKY TELEVISION SYSTEM, INC. WKY-TV,/WKY-RAD!IO Oklahoma City Represented by the Katz Agency

Station C 4 Station C 2
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A BOO-BOO

OVER BAN?

Network screening of revamped statues
causes friction with NAB code reviewers

NAB’s Television Code is showing
symptoms of underarm irritation.

The commercials for Ban—an anti-
perspirant whose Greek statues have
harassed networks, the NAB Tv Code
Review Board and code stations—have
been overhauled and are going into the
studio production stage.

But the process of revamping the
commercials has aroused internal prob-
lems centered around the screening
processes of CBS and NBC and the
routine NAB review of controversial
copy. '

Thus far the separate approaches of
networks and NAB’s code board have
operated without open controversy. It's
known around Madison Ave., however,
that at least one network is seething
over the NAB code board’s handling
of Ban, a product of Bristol-Myers.
Ogilvy, Benson & Mather, New York,
has handled the account since last sum-
mer. Formerly it had been at BBDO.

On the surface, Ban’s role in the net-
work and NAB code structures has
been smooth. Network and NAB
criticism of the Greek statue commer-
cials has been accepted in a cooperative
manner by Bristol-Myers and the
agency, according to sponsor, agency
and NAB itself.

The trouble is described as center-
ing around the separate network and
NAB efforts to meet station criticism
of Ban commercials.

CBS Questions ¢ It's known that
CBS-TV questioned the statue commer-
cials last autumn. The agency made
revisions which apparently met network
criticism. The nudity angle is understood
to have been raised in network circles
when the new agency took over the
account.

Criticism from stations was heard by
networks and NAB during the autumn
and came out into the open in mid-
December when Donald McGannon,
Westinghouse Stations, NAB Tv Code
Review Board chairman, was queried
by FCC counsel in the FCC’s series’ of
broadcast hearings.

The FCC questioning was dropped
when Mr. McGannon explained the
code board was in the process of study-
ing Ban commercials.

Next step in the series of confer-
ences and discussions came Jan. 14
when the NAB code board, at a New
York meeting, adopted a resolution de-
scribing Ban commercials as violations
of the code. NAB sent wires to the
agency and the three tv networks noti-
fying them of the action, and then

BROADCASTING, February 15, 1960

went into a series of conferences with
the sponsor and agency.

Explain Objections ® The NAB code
staff was directed to explain NAB’s ob-
jections and to make clear that objec-
tions were based on the commercials
rather than on the product. A previous
major controversy at NAB, based on
Preparation H, had been directed to
the fact that it was a hemorrhoid
remedy and therefore unacceptable un-
der the rule banning intimate personal
products from tv (BROADCASTING, June
22, 1959).

Network reaction to the Jan. 14
step was bitter, in at least one instance.
The criticism is believed to have taken
the position that network action had led
to a revision of commercials, with NAB
climbing aboard and grabbing credit
for copy it hadn't formally objected to
during the autumn months.

In any case, NAB code people met
with agency and sponsor June 22, con-
sidered revised story boards for the
Ban commercials, These were circu-
lated to the code’s personal products
subcommittee headed by E.K. Harten-
bower, KCMO-TV Kansas City. An-
other meeting was held Feb. 5. At this
time the revisions were considered in
detail.

Lee H. Bristol Jr., of Bristol-Myers,
told BROADCASTING the sponsor, agency
and NAB were in general agreement
over revision of Ban commercials.
“Everything has worked out,” he said.
“We're all pleased. Minor changes have
been made in audio and visual copy.
Bristol-Myers is glad to cooperate. NAB
has been reasonable and we’ve reached
a happy solution. We’ll go into produc-
tion when NAB sends written confir-
mation of our verbal agreement.”

Revisal ® Edward H. Bronson, NAB
staff code director, said, “We met with
the agency and sponsor, resolved our
differences and the commercials are
being revised.”

NBC-TV and CBS-TV conceded they
had been involved in code discussions
with NAB, agency and sponsor but
would not go on record as to details.
Both are understood to have sent let-
ters to NAB code officials following
the code board’s Jan. 18 telegrams but
they did not reveal the specific nature
of their contents.

James A. Stabile, NBC vice presi-
dent who has been placed in charge of
NBC’s recently created program-com-
mercial review unit, said the network
some time ago had raised questions
about Ban’s Greek statues and the

West Side safari ® They didn’t
go “all around the town,” but
approximately 300 employes of
Donahue & Coe, New York, as-
sembled at 8:30 a.m., Feb. 8, for
a mass move from their old quar-
ters in the RCA Bldg. to their
new home in the Time & Life
Bldg., directly across Sixth Ave-
nue. More than 100 van loads
of office equipment preceded the
grand march, but it was decided
to speed the shift by having the
office force carry such items as
drawing boards, T-squares, port-
able typewriters, etc.

selling voice promoting the product. He
said the network and code board “must
know what each other is doing.”

Joseph H. Ream, CBS Inc. vice
president who is supervising the CBS-
TV program-commercial review activ-
ity, said, “After the NAB Code Board’s
Jan. 14 meeting, CBS sent a letter to
NAB reviewing the history of Ban
commercials and the CBS-NAB discus-
sions on the subject.”

There’s rancor and complaining in
the code background that will come be-
fore the NAB code group at its next
meeting, to be held March 3 in New
York. The code board will report to
the NAB Television Board at a March
9 meeting in Washington.

McGannon to AFA:
we need your support

Importance of advertiser and agency
support for the NAB Tv Code Review
Board was stressed by Donald H. Mec-
Gannon, president of Westinghouse-
Broadcasting Co. and code board chair-
man, last Monday (Feb. 8) to an Ad-
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The flags of 9 »‘- S
part of America called ™V
Radio Land. . 1% - A
And the Crosley WLW Stations have
tried to be good-citizens under these
9 State banners—thru-service to their
communities.

For it has always been the principlé of
the Crosley Broadcasting Corporation
that a Television or Radio Station must
be truly a good neighbor in its
community — by performance and
leadership in entertainment, religion,
education, news, safety, health, civic
and charitable causes, fine arts, and
for the fundamental freedoms of
our Nation.

The WLW Stations pledge continued
service—unfurling progress and patri-
otism before them for the 20 million
people of these communities. This is
our Pride and our Privilege!

the dynamic WLW Stations:

WLW-D
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Columbus

Television
Doyton
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WITH THE
Inter Mountain
Network

PRODUCT-MEDIA-AGENCY
THE IDEAL COMBINATION

A Great Advertising Agency

Foote, Cone & Belding, Inc.

Buys A Great Advertising
Medium

(INTERMOUNTAIN
NETWORK)

To Sell
Imperial Margarine

for

Lever Brothers Co.

YOU too
will get

the GREATEST
SALES results
when you use —
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vertising Federation of America district
meeting in Boston.

The final decision on what is to be
broadcast must lie with the broadcaster,
he pointed out. But he said the code
board would continue, both as broad-
casters and as code supporters, “to con-
sult with advertisers and agencies on
all manner of issues that touch upon
code affairs.”

“We will hope to find in the future,”
he continued, “as we have in most cases
in the past, an understanding and co-
operative attitude on your part—know-
ing, as I am sure that you do, that part
of the effectiveness of television as a
selling instrument depends upon not
only its believability but also its de-
corum.”

Reviewing the formation and work
of the code group, Mr. McGannon-
noted that a Los Angeles consultative
unit already is in operation and re-
ported that “we are planning that dur-
ing the next year there will be an in-
crease in our activities in and around
the New York area where so many tel-
evision commercials are filmed for re-
lease.” The code staff’s headquarters
is in Washington.

He recalled that 16 stations resigned
their code affiliations and 19 others had
their code seals revoked in the dispute
over the propriety of carrying the Prep-
aration H hemorrhoid treatment com-
mercial a year ago (46 others dropped
the advertising to stay with the code).
Most of the defections, he reported,
“have returned at this time to good
standing.”

From Sweeney ¢ Radio sets will in-
crease 70% and adult listening 50% in
the next ten years, Kevin B. Sweeney,
president of Radio Advertising Bureau,
predicted at the AFA meeting last week.

By 1970, he predicted, sets will reach
250 million to 260 million, a net gain
of 103.8 million or more; and listening
will rise to better than three hours a day
per adult, compared to a little more
than two hours per adult now.

Mr. Sweeney also predicted that the
30-second commercial would replace
the 60-second version as “the prime tool
of both the retailer and national adver-
tiser”; that use of radio would show “an
almost incredible gain”; that a new type
or advertising agency, specializing *al-
most wholly” in radio would develop;
and that the automobile radio market
would increase to more than 65 million
sets and become virtually “a separate
advertising medium” in itself.

Charles H. Bower, BBDO's president,
termed the troubles of today’s U.S. the
symptoms of a national disease he called
“epidemic cynical selfishness.” He
named inflation, delinquency, increas-
ing divorce rate, church and synagogue
desecrations, death on the highways as

some of those symptoms along with “the
evils which have recently beset our own
business—rigged quiz shows, payola and
tv commercials which are less than truth-
ful.” Mr. Brower urged the nation to
turn itself to a cause as vital as any in
wartime—the cause, he expressed as a
need to discover leaders.

OLYMPIC SPONSOR

Winter games pool
bought by Tidewater

Tidewater Oil Co., Los Angeles, is
sponsoring radio coverage of the Win-
ter Olympic Games in five Western
states as the result of a special pool
arrangement.

The Olympics broadcast committee
queried stations as to their desires for
broadcast coverage of the Games. It
found that some 300 stations wanted
to send reporters to Squaw Valley,
Calif., where the Games are to be held.
The space available is completely in-
adequate for such mass reporting. So
the committee asked one of its mem-
bers, Frank Mieuli, president of KPUP
(FM) San Francisco and producer of
the San Francisco Giants and 49ers
broadcasts, to set up an Olympic broad-
cast pool.

Mr. Mieuli not only set up the pool,
but persuaded Tidewater Oil Co. to pay
line charges and talent costs in ex-
change for co-sponsorship of the broad-
casts. The stations get the programs
without charge in exchange for carry-
ing the Tidewater commercials. They
may sell the rest of programs locally.

Each day, from the start of the Win-
ter Olympics on Feb. 18 to their con-
clusion Feb. 28, the pooled sports crew
will broadcast 15-minute reports every
hour beginning at 9:05 a.m. and ending
at 3:05 p.m., (seven reports in all). At
3:30 p.m. there will be a half-hour
summary of the day’s events. And at
4 p.m. the day’s broadcasts will con-
clude with play-by-play coverage of a
hockey match. The crew includes
sportscasters Russ Hodges, Lon Sim-
mons, Bob Blum and Gordy Soltau,
with Roy Storey doing the hockey
games.

A total of more than 50 hours of eye-
witness Olympics reporting will be fed
to the pool, although not all stations
will carry the full schedule. The 15-
minute radio reports will be presented
so stations which cannot devote a full
quarter-hour to them can cut them off
at the end of five minutes and still give
their listeners a cohesive report which
shows no evidence of being snapped off
short.

Foote, Cone & Belding, Los Angeles,
Tidewater agency is handling details.
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KRON is TV in SF

Sun Franciicans are Sold on KRON-TYV

KRON-TV is Number One
every Ya hour
4 PM to sign-off!

Oct.-Nov. -NSI
Mon.-Fri. avqg. *SAN FRANCISCO CHRONICLE « NBC AFFILIATE - CHANNEL 4 « PETERS. GRIFFIN. WOODWARD -
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Furniture dealers
buy special tie-ins

A resourceful tie-in advertising cam-
paign is being arranged by at least 150
local dealers of Broyhill Furniture Fac-
tories, Lenoir, N.C. They are purchas-
ing 20-second time segments exploit-
ing the Feb. 21 telecast of CBS-TV’s
Ed Sullivan Show. The reason: The
program includes a commercial spot-
iighting Broyhill's Early American and
French Provincial furniture groups.

The commercial on the program is
for Eastman Chemical Products Inc.,
manufacturer of the Chromspun ace-
tate fabric used in the upholstered fur-
niture. Broyhill ordered two 15-second
film spots to be produced by Elliot,
Unger & Elliot, New York, which filmed
the Eastman Chemical commercial.

Broyhiil immediately notified its deal-
ers throughout the country that the spots
were available for purchase from EU&E
and recommended that time be pur-
chased locally, preferably before or fol-
lowing the Feb, 21 telecast. The spots
consist of a 15-second pitch for Broy-
hill, leaving five seconds open to identify
the store and tie In with the network
telecast. TvB cooperated in the proj-
ect by alerting its members to the cam-
paign.

A spokesman for EU&E said that
at least 150 dealers were expected to par-
ticipate in the campaign and termed
the venture “rather unusual.”

Two shows go begging
as networks turn back

An advertiser who buys a program
and then shops for a network these
days had better tread warily. All three
television networks have turned down
a two-part documentary, The Race for
Space, which Shulton Inc. (toiletries)
had hoped to telecast. And, the Rich-
ard Hudnut cosmetic line of Warner-
Lambert Pharmaceuticals was still wait-
ing last week for an acceptance on its
“unfixable quiz,” Predictions (BROAD-
CASTING, Jan. 25).

ABC-TV, CBS-TV and NBC-TV,
when contacted about the space docu-
mentary, all said they like to produce
their own news and public affairs
shows. No one said the issue of pro-
gram control was involved.

The space program was produced in
two 60-minute segments by David L.
Wolper, former head of Flamingo
Films, who now is producing in Holly-
wood. It contains both U.S. and Soviet
footage and is narrated by Mike Wal-
lace, with special music by Elmer Ber-
stein. Part 1, “The Missile,” reports a
“series of wrong decisions” by defense
planners that cost this country the space
race against Russia. This hour won a

“best documentary feature” award at
the 1959 San Francisco International
Film Festival.

Neither Shulton nor its agency, Wes-
ley Assoc., New York, had anything to
say about what the firm might do with
television rights to Race. Meanwhile,
the Hudnut quiz apparently is holding
out for a place on NBC-TV. ABC-TV,
it was understood, has offered time for
the show, although neither network
would comment.

* Business briefly
Time sales

Tv smoke signals ® P, Lorillard Co.,
N.Y., is introducing its new Kingsize
non-filter Old Gold Straights cigarettes
in a soft package this month. Initial
consumer advertising begins the last
week of February via a spot tv cam-
paign in more than 40 major markets
throughout the country. Radio support
for the new brand is expected to follow
the introductory tv campaign, Agency:
Lennen & Newell, N.Y.

Half of ‘Journey’ ® North American
Philips Co., N.Y., for its Norelco
electric shavers, purchased one-half of
NBC-TV’s forthcoming coverage of
missions by President Eisenhower and
other world leaders, comprising 16
specials under the title Journey to
Understanding — Volume [11. Initial
program, scheduled for Feb. 27 in the
World Wide 60 time period (Sat.
9:30-10:30 p.m. EST), will deal with
the first four days of the President’s
South American visit and Premier
Khrushchev’s tour of India, Burma
and Indonesia. Entire series of six
hours and 10 half-hours will be tele-
cast in prime nighttime hours, includ-
ing one hour in color, it was reported.
Agency: C.J. La Roche & Co., N.Y.

Come 11 & Glenbrook Labs Div. of
Sterling Drug, already on five NBC-TV
shows, brings the total to 11 with pur-
chase of time on four more night and
two day shows. The new contracts,
placed through Dancer-Fitzgerald-Sam-
ple, cover full sponsorship of Man From
Interpol, which started Saturday (Jan.
30), 10:30-11 p.m. EST; alternate weeks
of People Are Funny, Fridays, 7:30-
8 p.m.; a third of Riverboat, Mondays,
7:30-8:30 p.m.; a third of Law of the
Plainsman, Thursdays, 7:30-8 p.m.; al-
ternate Tuesdays on the five-day Play
Your Hunch, 10:30-11 a.m., and alter-
nate Tuesdays and Fridays of Young
Dr. Malone, 3-3:30 p.m.

Pepsi parcel  Pepsi-Cola Co., N.Y.,
will spend a net total of $775,000 on
participations on NBC Radio as part
of its four-network purchase an-
nounced earlier by the soft-drink firm
(BROADCASTING, Feb. 8). Schedule on
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A MARKETING REVOLUTION IN
THE UPPER MIDWEST!

REVOLUTION 59 . . . COMPLETIQON OF THE ST. LAWRENCE SEAWAY,
which opened the Great Lakes to ocean vessels, brought an exciting revolution in
transportation to the Head of the Lakes. Over 200 foreign ships, combined with

domestic traffic, made Duluth-Superior the NATION’S THIRD BUSIEST PORT
in ’59.

REVOLUTION 60 . . . the revolution in commerce will grow in 1960 as DULUTH
and SUPERIOR become established as AMERICA’S FOURTH SEACOAST and
as the major outlet for the Upper Midwest and the Canadian-American Heartland.

You don’t cover the Upper Midwest
without Duluth-Superior Television!

Where the Prairie

... Distribution Center for
Meets the Sea

40 Million People!

DULUTH-SUPERIOR TELEVISION
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SKILLED EMPLOYEES, Tom McKennon (left) and Bob Townsend, perform final test of Centralized Automatic Message Accounting

equipment, It will soon be installed in a Bell telephone company central office, helping bring its customers Direct Distance Dialing. Other
major products manufactured by the Kearny Works include telephone cable, undersea cable amplifiers, switchboards and radio relay apparatus.
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KEARNY, N. J.

Just across the Hudson River from New York City ... in the heart of one of
New lersey’s mighty industrial centers... Western Electric’s Kearny Works plays
an important role in the manufacture of telephone products for the Bell System.

The more than 17,000 employees of Western Electric’s
Kearny Works consist mostly of “commuters” who come by
bus, train, tube and car...some arriving via the historic
waterside approach known as The Old Plank Roadl.

Their main job at this major manufacturing plant is to
help make telephone products like cable, switchboards and
dial switching equipment. Their success is best measured
by the years of trouble-free service these products have
given to Bell telephone customers.

Sharing in this job—and in its success—are 2300 New Jer-
sey companies which annually provide Western Electric
with $83 million worth of supplies and materials.

But our employees and our suppliers share in more than

ﬁ} Y

our job for the Bell System. Their paychecks help support EDITOR E,;gene Farrell of The Jersey Journal in
local merchants. .. they contribute substantially to state nearby Jersey City swns up Western Electric’s con-
and local taxes...and they lend vital support to a myriad ributions to_the area: “The Keany Works is the

: . . ; : kind of solid, steadyv industrial neighbor we like.
of community activities. In fact, they do all the things that And its people are among our Dest citizens.”

come naturally to a good neighbor,

Besides Kearny, Western Electric has manufacturing
plants in 24 other cities where we also make hundreds
of different telephone products for the Bell System. In
1959 we bought over a billien dollars’ worth of raw
materials, products and services from our more than
35,000 suppliers in every state, 90% of them “small
businesses.” The things we make and buy are distrib-
uted to the Bell telephone companies through Western
Electric distribution centers in 32 different cities.

BLOOD BANK at Kearny Works is among the
nation’s largest. Every vear thousands of Western
Electric employees donate to local blood banks.
Thousands more show their community spirit by
enthusiastically supporting many civie activities.

MANUFACTURING AND SUPPLY UNIT OF THE BELL SYSTEM

e el e

iz SR

BEAUTY QUEEN, Marilyn Eley, of the Kearny Works, met her W. E. BUYER, Dirk Van Gelder (left), discusses
State Senator, Donal C. Fox, in a visit to the New Jersey Capi- design of a subcontracted part with Kearny sup-
tol in Trenton. Later, Marilvn addressed both the Senate and plier, Walter Pabst, President and Founder of the
the State Assembly, expressing the appreciation of her fellow Pabst Engineering Equipment Co. Mr. Pabst has been
emplovees tor the state’s enviable record of good government. doing business with the Kearny Works for 27 vears.
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NBC Radio started Feb. | and contin-
ues until next Oct. 23. Participations
include a quarter sponsorship of News
on the Hour and commercials on
News of the World, You Bet Your
Life, People Are Funny and Monitor.
Kenyon & Eckhardt, N.Y., is Pepsi's
agency.

Ruppert's big blast ® Jacob Ruppert
Brewery, N.Y., has earmarked $4 mil-
lion for its 1960 campaign in its New
England-New York distribution area. In-
cluded are spot tv and tv program par-
ticipations. Tv was said to be a “prime
medium” for Ruppert this year but
the media breakdown was not disclosed.
Spot radio will be used heavily, parti-
cularly in summer months. Agency:
Norman, Craig & Kummel, N.Y.

Mack back ® Pharmaceuticals Inc.,
Newark, N.I., has paved way for the
return to tv of the long-lived talent
show, Ted Mack & The Original
Amateur Hour. The program will be
seen starting March 7 on ABC-TV
(Mon., 10:30 p.m. EST). Agency:
Parkson Adv., N.Y.

Returns to spot ® Lever Brothers Co.,
has brought “its Handy Andy cleaning
product back to spot tv after absence
since April last year, although network
schedules have continued. The new
spot drive opens in 24 markets in east-
ern and midwest states. Number of
minute spots ranges from 5 to 15 per
week for 16 weeks. Agency, Kenyon &
Eckhardt, N.Y.

Six-month lease ® Beech-Nut Life
Savers Inc., Canajoharie, N.Y., renewed
sponsorship of ABC-TV's Dick Clark
Show (Sat. 7:30-8 p.m. EST) for six
months effective March 5. Advertiser
has sponsored program since its net-
work start, Feb, 15, 1958. Agency:
Young & Rubicam, N.Y.

Agency Appointments

e Lincoln & Mercury Div. of Ford
Motor Co. appoints Hixson & Jorgen-
sen, L.A,, as agency for its new compact
car, the Comet. Billing is estimated at
$250,000.

& Luer Packing Co., Vernon, Calif.
(meat products), appoints Charles A.
Mottl-Inc., Beverly Hills, Calif. Media
plans will be made after examination of
trade and consumer survey results.

® Transport Aeriens Intercontinentaux
(Intercontinental Air Transport), French
airline operating through the Middle
East to Australia and Tahiti, and start-
ing in May, to Hawaii and Los Angeles,
appoints BBDO, N.Y., for advertising in
the U.S.
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Date Program and Time
Thurs., Feb. 4

ARBITRON’S DAILY CHOICES

Listed below are the highest-ranking television network shows for each
day of the week Feb. 4-10 as rated by the multi-city Arbitron [nstant
ratings of American Research Bureau.

Untouchables (9:30 p.m.)

Fri., Feb. 5 Twilight Zone (10 p.m.)
Sat., Feb. & Gunsmoke (10 p.m.)
Sun., Feb. 7 Rebel (9 p.m.)

Mon., Feb. 8 Danny Thomas (9 p.m.)
Tue., Feb. 9 Startime (8:30 p.m.)
Wed., Feb. 10 Wagon Train (7:30 p.m.)

Copyright 1960 American Research Bureau

Network Rating
ABC-Tv 322
CBS-TV 22.7
CBS-TV 29.1
ABC-TV 23.4
CBS-TV 28.4
NBC-TV 23.7
NBC-TV 32.4

e Also in advertising

New opening ® The affiliated Miami,
Fla, agencies of Bishopric/Green/
Fielden Inc. and Woody Kepner
Assoc, Inc., public relations, has an-
nounced the opening of a Jacksonville
office. The new division, known as
Radcliffe Advertising Inc., is headed
by Harry Radcliffe, active in Northern
Florida advertising for many years.
The two agencies employ a combined
staff of 60.

Copywriter's award ® A March 15
deadline is set for entries in the 1960
Arthur Kudner Award, “for excellence
in creative writing for institutional ad-
vertising,” established last year by the
Arthur  Kudner Foundation. The
award of a bronze medal and $500 in
cash will be given to the writer of the
winning ad or commercial at the
annual meeting of the American Assn.
of Advertising Agencies to be held
April 21-23 at the Boca Raton Hotel
and Club in Florida. Entry rules may
be obtained from AAAA headquarters,
420 Lexington Ave., New York 17.

Translator ® -John Gres, former pro-
gram director of international station.
WRUL New York, has organized
Round Hill International Productions
for foreign language work. Initial ac-
counts include a long list of film com-
mercials for U.S. Export Brands.

Round Hill, located at 665 Fifth
Ave., New York, produces advertising
and programming in 50 languages.
The firm’s language package includes
translation and adaptation of radio-tv
commercials, programs and other film
material; script service; narration and
lip synchronization; recording and
production supervision; technical as-
sistance and consulation. Mr. Gres’
staff has some [50 foreign nationals on
call.

Consolidation ® Ideal Toy Corp., N.Y,,
has combined its advertising, publicity
and sales promotion divisions into one
public relations department in order
to coordinate all promotional activi-
ties under one corporate policy, it has
been announced by Melvin Helitz-
er, director of public relations. Ideal’s
five divisions produce dolls and plas-

tic toys, hobby kits. outdoor pools,
stuffed animalis and housewares.

Hatbox accessory e Diary-directory
designed primarily for tv models but
also including information for art direc-
tors and others in that side of advertis-
ing business, has been published by
Peter Glenn, 444 E. 352nd St., New
York 22, under title "The Madison
Avenue Handbook.” 1t contains listings
of agencies with names of art directors
and casting directors along with instruc-
tions to contact each. art supply and
costume houses, talent agents, tv pro-
ducers, photographers and others. Al-
though primarily concerning New York,
handbook has special sections on Chi-
cago, Detroit and Miami. Bock also
contains daily appointment and expense
records section. Mr. Glenn, himself a
model, began directory as informal list
for his own convenience several years
ago, found demand among colleagues
brisk enough to justify letterpress edi-
tion. It sells for $4.

Dow Chemical unveils

new product on tv

Dow Chemical Co.. Midland, Mich.,
which previously announced the pur-
chase of three one-hour specials.
“The Dow Hour of Grear Mysteries,”
on NBC-TV (BRroaDcasTinG, Dec. 21,
1959), last week reported the pro-
grams will be utilized to kick off a
spring campaign in all major media
(except radio) for Dowgard, a new
all-year automotive coolant product,

Through its Bloomfield Hills, Mich.,
agency—MacManus, John & Adams—
Dow will spend a reported sum of
$4.5 million to launch the new product
during the coming year. The Dowgard
account reportedly brings the com-
pany’s billings with MJ&A to more
than $10 million.

The Dow Hour will have Boston
attorney Joseph N. Welch as host for
three classic mysteries produced by
Robert Saudek Assoc. ’

Dates for the mystery specials are
March 31, April 24 and May 23.

Another new Dow product called
Pinkies, disposable plastic gloves for
housewives, also was assigned to
MI&A, it was reported last week.
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(take your

1st InTRENDEX

average audience ratings*

*Source: Trendex Report (including first West Coast measurement) 7 days ending Feb.7, 8-10:30 PM

ABG TELEVISION
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1st in NIELSEN

average audience ratings*

*Source: Nielsen 24 Market TV Report, for seven days ending January 31, 8-10:30 PM, Mon.-Sun.

ABG TELEVISION
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GOVERNMENT

HARRIS DRUMS UP PAYOLA PARADE

And a surprised Westinghouse finds itself leading the march

Westinghouse Broadcasting Co. offi-
cials looked on in stunned disbelief last
week as the House Legislature Oversight
Subcommittee unrolled the three-day
opener of its payola hearing.

WBC people were amazed because—
as one official expressed it—'“we co-
operated more than anybody else” to
furnish information to the subcommit-
tee and to root out situations that looked
like payola.

For most of the three days, the sub-
committee asked questions of present
and former employes of WBC’s KYW
Cleveland and WBZ Boston which ap-
parently were designed to make it plain
that:

¢ WBZ management sent employes.
hats in hand, to solicit a total of about
a thousand records from 10 record com-
panies in New York to rebuild its library
at no cost to the station.

¢ WBZ used its facilities to stage a
self-promotion event in the name of
charity, from which charity got very
little.

e KYW and WBZ executives allowed
their disc jockeys to receive thousands
of dollars in payments from record com-
panies without seriously trying to deter-
mine if the practices were payola. Also
implied: KYW didn’t furnish the sub-
committee its program logs showing
records played, though its usual practice
is to keep the logs at least 12 months.

Late Wednesday, the subcommittee
swung off on another chase: Who spent
what for whom at the second annual
International Radio Programming Semi-
nar and Disc Jockey Convention. May
29-31, last year at Miami Beach’s Ameri-
cana Hotel. The revelation, from hotel
records subpoenaed and added to the
record: $117,664 paid by record com-
panies for disc jockeys’ food, quarters
and entertainment.

Recess for Speeches ¢ The subcom-
mittee chief counsel Robert W. Lishman
hinted more would be heard about
Miami Beach. The subcommittee heard
one more disc jockey and the bell rang
late Wednesday to give Republicans
time to prepare their Lincoln’s Birth-
day speeches. This week the hearing is
to run five days.

During last week’s testimony three
former employes of KYW acknowl-
edged they received altogether close to
$30,000 in 1958-59 from several record
companies. All claimed that for the most
part the money was paid for off-air at-
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tention to the paying company’s records
or for advice on its commercial possi-
bilities. Two WBZ disc jockeys also said
they received money or gifts and a third,
no longer at WBZ, testified to the House
group in closed session.

One other Boston disc jockey testified
to receiving money while at WILD Bos-
ton and another, Jack McDermott, for-
merly at WHIL Medford, Mass., testi-
fied in closed session.

Chairman Oren Harris (D-Ark.) said
the hearing is to determine if (1) pay-
ments were made to stations or their
employes for advantage without an-
nouncement of payments; (2) some
products get unfair advantages through
hidden commercials and deceptive
broadcasting; (3) stations have misrepre-
sented themselves in competing with
other media; (4) stations have delegated
control of material broadcast to others.

He said his group has not prejudged
anything nor singled out any individuals
of stations for unfair treatment.

Norman Prescott, former disc jockey
at WBZ Boston, was heard in closed
session at his own request and Rep.

Political payola? ¢ Stan Richards,
former disc jockey at WILD Boston,
said he took money and gifts but played
no favorites. He compared payments
made by record companies with political
contributions: the giver pays “in the
hope that something good will happen.”

Harris afterward termed him “coopera-
tive.”

Paul G. O’Friel, general manager,
WBZ Boston ¢ Mr. O'Friel said in
November 1959, he instituted the sta-
tion’s own investigation of payola prac-
tices. Two of the six d.j.s admitted re-
ceiving payments, although they denied
it was payola, he said; they were sus-
pended and are now on a probationary
status. He stated his investigation con-
sisted mainly of obtaining affidavits.

Mr. O’Friel also testified he sent
George W. Givens, WBZ music librar-
ian, and Norman Prescott, a WBZ disc
jockey, to New York to get free records
from distributors for the station’s
“miserably sparse” record library. The
subcommittee estimated the value of
the records garnered on the trip as up
to $5,000. Mr. O’Friel said he did not
consider this a form of payola, but a
“long-standing business practice in the
broadcasting industry.”

Dave Maynard, WBZ disc jockey
¢ Mr. Maynard admitted receiving
$6,817 over a two-year period from
three Boston distributors but claimed
that these were “expressions of appre-
ciation” for his playing records at
teenage hops and advising the distribu-
tors of their sales potential. He denied
that any of the money was payment for
playing records on the air. One record
distributor made payments totaling
$2,600 for an automobile for Mr. May-
nard, which ‘he said he had considered
an outright gift until investigation
began, when he assumed payments him-
self. He explained he had done this
because he felt himself guilty of *very
poor judgment.”

Rep. John E. Moss (D-Calif.) re-
ferred to the car payments as the dis-
tributing company’s “regularly sched-
uled gratitude” and asked Mr. Maynard
if he thought the company had done
this “out of the goodness of its heart”
or had expected him to air its records
in return. Rep. Samuel L, Devine (R-
Ohio) said, “I feel the witness has been
less than frank.”

Alan Dary, WBZ disc jockey e
Mr. Dary was commended as a “co-
operative” witness. He testified he re-
ceived some $400 in Christmas gifts, oc-
casional gifts of liquor, also at Christ-
mas, and a hi-fi set from: a record com-
pany. He said a Boston carpet com-
pany had carpeted his master bedroom
free in exchange for additional work he
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DISC JOCKEYS HAVE NOT TAKEN OVER RADIO

It’s annoying to the many talented and conscientious people in radio broadcasting to read these
days that disc jockeys and attention-getting gimmicks have taken over radio. It’s presumptuous of
newspaper and magazine reporters to add that this is typical of all radio. This attitude may be

typical of some stations—certainly not radio in general . . . definitely not WIR.

Good radio programming is an art. It consists of careful blending of information, entertainment
and public service. WIR backs that belief with a program payroll of a million dollars annually.
This represents. the highest program budget of any radio station in the country. Many stations,
like WIR, practice the art of good programming with great success. Others, either lacking the art

or inclination, resort to canned music around the clock.

Music, being a popular form of entertainment, is an important consideration in WIR’s
programming. But here it is a well-balanced blend of “live” musical shows featuring talented
artists, and recorded programs that offer music for every taste. In catering to the listening
preferences of 17,000,000 people, WJR does not emphasize any one type of music. No more than

we could allow any one person to select the music for all of our listeners.

“Live” music on WJR consists of a. pre-tested selection of current hits, old favorites, classical,
semi-classical, and choral music. WJR does not sneer at any type of music. It has its record
shows, too. But, and here’s the big difference, our music emcees play a varied program fare with

the main emphasis on music that endures rather than the so-called top ten.

WIR’s recorded musical programs include popular songs, old favorites, western and folk songs,
religious music and band music, as well as the latest hits. However, WJR is not in the record
promotion business. It is in the business of satisfying the listening preferences of people at every
social, economic, age and educational level. This has been our sole aim for 35 years. Proof of our
success is the fact that more people listen to WJR than to any of the other 196 radio statidns

heard in the Detroit-Great Lakes area.

The Great Voice of the Great Lakes

O e e
e e FARIAR AR TR DT AL S N e S 1 SO S g

SaNIfny -—»:,--v--«,-,v_‘;_,,"a,‘_“h
= .'fl_‘R
R oy,

et

THIS FULL PAGE AD APPEARED IN THE DETRoIT FReE press AUGUST 18, 1957 A

ST A 3

"N, ST = gt AT
PRI O MO e i N 0 A A T YAt Ve 1 S M RN T =

BROADCASTING, February 15, 1960




- ] - n ] n
The high price of a holiday weekend in Miami Beach

The hearing last week was told deejay convention, as well as the
that this is what the record com- expenses listed on the hotel ledger
panies spent for functions at the card.

The following functions were paid for by the record companies in the amounts listed below:
Function Date Paid for by Amount
Breakfast May 30 Atlantic Records $ 1,770.00
Cocktail Party May 29 Capitol Records 12,357.15
Reception May 29 Carlton Records 75517
Reception May 30 Carlton Records 414.63

Total 1,169.80

Lunch May 30 Columbia Records 3,325.00

Buffet May 29 Columbia Records 2,812.85

Dinner-Banquet May 30 Dot Records 14,950.00

Cocktail Party May 28 Mercury Records, Inc. 6,625.53

and Buffet

Lunch May 29 Radio Corp, of America, RCA Victor

Records Div. 3,540.00

Barbeque and May 30- Roulette Records {Bar) 8,850.00

Dance 31 (BaraqQ) 4,205.00

(Bkfast) 2,360.00

Total 15,415.00

Buffet Breakfast May 29 United Artists Records 1,770.00

Lunch May 28 Rank Film Distributors of America 318.60

Poolside Reception May 30 Liberty Records 4,079.54

GRAND TOTAL $68,133.47

Expenses of Record companies from ledger

cards submitted by the Americana Hotel:
Company Amount
Atlantic Records S 3,270.50
Cadence Records 703.99
Capitol Records 19,812.71
Carlton Records 1,860.05
Coed Records 126.35
Columbia Records 9,415.39
Decca Records 509.54
Del-Fi Records, Inc. 600.39
Dot Records 19,485.92
Liberty Records 6,576.64
London Records 42.69
Mercury Records 8,843.52
MGM Records 484.65
RCA Victor 8,569.81
Roulette Records 19,158.60
The Storz Stations® 3.013.45
United Artists, Inc. 3,389.61
Vee Jay Records, Inc. 1,481.31
Warner Bros. Records 819.83
TOTAL $108,164.95

® The Storz file includes 34 other ledger cards in
various names; charges thereon aggregate $9,500;
payments $1,400. The names pf the registrants
are not listed herein as the Subcommittee does
not know who is liable for the unpaid charges,
$8,100.

had done helping the company plan its
radio advertising. He described the gifts
as “business amenities.” When asked by
Rep. Moss if he had had knowledge of
payola prior to the hearing, Mr. Dary
stated he was shocked to learn of it.
He said his show was mainly pro-
grammed for adults and avoided “the
raucous music you would ordinarily as-
sociate with payola.”

Lester Lanin, orchester leader ® Mr,
Lanin said he asked $2,500 but agreed
to take $1,000 to appear in September
1958 with his orchestra at a “block
party” in Brockton, Mass., arranged
for “charity” by DuMont Record Dis-
tributing Co., which distributes the
Epic label (Columbia Records sub-
sidiary) in New England.

He agreed to $1,000 he said, and
was promised ‘“exposure” on WBZ.
Chief counsel Robert W. Lishman said
the party had been characterized as a
promotion by WBZ rather than a
“charity” effort. Mr. Lanin said Du-
Mont paid him only $400 and that
$600 is still unpaid, but he isn’t worried
because Epic, which records the Lanin
orchestra, will stand good for the debt.
He admitted the exposure on WBZ was
an inducement for his appearance.

George W. Givens, manager, WORL
Boston ® Mr. Givens said he was serv-
ing as promotion and musical director
at WBZ in the fall of 1958, when he
and Mr. Prescott, with the assent of
Mr. O’Friel, went on a trip to New
York to solicit free records from 10
major record companies to ‘“rebuild”
WBZ’s record library.

He and Mr. Prescott, Mr. Givens
said, obtained about 1,000 records al-

54 (GOVERNMENT)

together from: Roulette, Epic, MGM,
Decca, Capitol, Atlantic, Mercury,
Victor, London and Columbia. Only
Decca was reluctant, he said, but gave
them some 200 records after promising
“never to do it again.” All the com-
panies were assured the records would
be played on WBZ, he said.

He said all radio stations use a spe-
cial arrangement to get records for
$0.75 to 31 apiece. Mr. Givens said
he didn’t think he did anything illegal,
but felt he was “begging for mer-
chandise.”

Mr. Givens, at Westinghouse stations
from 1951-58, said all Boston news-
papers except the Herald Traveler
(which owns WHDH-AM-TV) carry
the WORL schedule free and that the
“omission by that newspaper hasn’t
helped” WORL.

Joseph Finan, Cleveland ¢ Mr.

lke comments

President Eisenhower said the
question of public morality is in-
volved in use of the airways by
recipients of payola, responding to
a reporter’s query at his Feb. 11
news conference.

A reporter observed it was the
eve of Lincoln’s Birthday and
asked the President what he
thought about disc jockeys and
payola against the Lincoln back-
ground. Mr. Eisenhower said a
disc jockey who accepted payola
just hadn’t thought through the
moral implications.

Fiman, who was fired from a $38-40,000
job running a four-hour disc jockey
show at KYW Cleveland on Dec. 3,
1959, admitted he accepted -around
$15,000 from record and record dis-
tributing companies from early in 1958
until he was discharged last December.

But, he said, most of the money was
paid for “listening” to records of var-
ious companies on his own time or for
advising record companies on producing
hits.

One exception was Big Top Record
Co., New York, for which he accepted
money for airing a record which he
thought had good possibilities anyway,
he said.

Mr. Finan denied charges in an af-
fidavit submitted by Myron O. Burnison,
manager of Main Line Cleveland Inc.,
record distributing firm for Victor Rec-
ords in the Cleveland area, that Mr.
Finan agreed to play Victor records
and give more attention to them for $50
each. Mr. Finan said his agreement with
Allan Clark, then Victor field representa-
tive, was only to advise him which rec-
ords to promotc.

Mr. Finan said he received payments
during 1958, 1959 or both as follows:
Main Line, $1,250; Cosnat Record Dis-
tributing Co., New York (Jubilee and
Jay Gee), $2,500; Mercury Records,
about $5,200; Big Top Record Co. (sub-
sidiary of Hill & Range Pub. Co.), $450;
United Artists, about $600; Shad Rec-.
ord Co., New York, $1,400; Hugo &
Luigi Productions (Hugo Paretti and
Luigi Creatory, now top artist and rep-
ertoire  men for Victor records),
$1,400; Decca Records, $600; Cameo
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power of a spot well-placed. Nothing is more flexible than spot advertising,

and no other medium can offer the selectivity, exctusivity, and productivity of spot.
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Homework ® Former KYW disc jockey
Joseph Finan said most of the money
he took from record companies was
for listening to their records—which he
did mostly at home—to assure that
potential hits would not be overlooked.
Some payments were for “advice.”

Record Co., Philadelphia, $450; Carlton
Records, $1,050; Epic Records, $400;
Coed Records, $600; Meridian Music
Pub. Co. (Red label), $300; London
Records, $200; Madison Records, $150.

He also acknowledged an interest-free
$2,000 loan from Chess Records, Chi-
cago, 18 months ago on which he still
owes $1,700.

Mr. Finan and the following witness,
Wesley Hopkins, both were fired Dec.
3, 1959, by letters from Westinghouse
officials who said they had evidence of
outside interests which obviously in-
volved payola.

Rep. Harris in excusing Mr. Finan
called the witness’ experience “pathetic”
and said his acts “throw a bad light
on the industry.” He later told news-
men he felt the disc jockey’s conduct
was “illegal.”

Mr. Finan afterward issued a state-
ment charging Rep. Harris’ comments
were “‘grossly unfair.”

Wesley Hopkins, former disc jockey
at KYW, now unemployed e Mr.
Hopkins said he agreed with Mr.
Finan's statement charging unfairness by
the subcommittee.

The witness said he received pay-
ments from record companies totaling
about $5,000 in 1958 and $7,000 in
1959 for listening to records issued by
these companies and giving his judg-
ment on their commercial potential.
He denied he ever gave their records
preferential treatment on the air.
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Rewarding trip ¢ George W. Givens,
now WORL Boston manager, told how
as music director of WBZ Boston he
successfully solicited 10 record com-
panies in New York for about a thou-
sand records to rebuild the WBZ rec-
ord library.

He acknowledged receiving payments
in 1958 or 1959 or both from record
companies as follows: Main Line Cleve-
land, about $1,300; Mercury, $3,400;
Cosnat, $1,675; Big Top, $300; Shad
Records, $575; Cameo Records, $75;
Carlton Records, $950; Jubilee Records,
$900; Coed Records, $275; End Rec-
ords, $200.

Mr. Hopkins said his salary was $21,-
800 a year. He said he attached no sig-
nificance to the practice of big record
companies “covering” a record made by
a small company (i.e., recording the
same tune by a ‘“name” artist after a
tipoff from disc jockeys that the original
record had commercial possibilities).
Most of the top 40 lists are made up of
smaller labels, he said.

Mr. Hopkins said he felt companies
paid money te him to keep their records
from “getting lost in the shuffle”; no
one person, he said, had time to listen
to the many records that came in each
week. He denied knowing anything to
support a Cleveland newspaper story
that the third-floor men's room at KYW
was known as “the payola booth.” He
disagreed that a disc jockey can popu-
larize a record by airing it, saying this
might help, but a record has got to “have
it” to “make it.”

Charles Young, former record Ii-
brarian at KYW Cleveland, now unem-
ployed » Mr. Young said he helped pro-
duce the Finan and Hopkins four-hour
record shows, selecting records to be
played or those that were good enough

Hop money ® WBZ Boston disc jockey
Dave Maynard said the money he got
was paid for playing records at teenage
hops and for giving record companies
counsel on records. Rep. Samuel De-
vine (R-Ohio) called him “less than
frank” as a witness.

to be played and consulting with the two
disc jockeys on selections.

He acknowledged receiving payments
in 1958-59 from: Main Line Cleveland,
$450; Mercury, $800-$900; Time Rec-
ords, $300; Roulette, $500; Coed, $50-
$75; Cosnat, $300-3350.

Mr. Young said he realized the com-
panies expected special consideration of
their records, but that even though he
accepted the payments, he never favored
their records in making up his lists. Mr.
Young said KYW fired him Nov. 1,
1959 a month earlier than Messrs.
Finan and Hopkins were fired, when
station officials found he was receiving
outside money.

He denied that KYW played one rec-
ord four times in two hours to pacify
one record company official who was
unhappy at the lack of exposure of his
records and threatened to “go to Wash-
ington.” Rep. Walter Rogers (D-Tex.)
wondered whether Mr. Young thought
the record companies were paying him
because they “loved him” and why the
payments stopped when he left the sta-
tion.

All the former KYW employes said
during their testimony that they were of
the impression that the station log, show-
ing tunes actually played, was kept by
the station for at least a year. Counsel
Lishman remarked afterward that the
subcommittee had subpoenaed these
logs and was “told they weren't avail-
able.”

Edward E. Eicher, special services
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Business practice ® Paul G. O’Friel,
WBZ Boston general manager, said he
sent two station employes to New
York to solicit major record com-
panies for free records to restock a
“sparse” station library. This way of
getting records is a “long-standing busi-
ness practice” in broadcasting, he said.

director of Americana Hotel, Miami
Beach, Fla. ¢ Mr. Eicher verified sub-
poenaed hotel records showing record
companies paid $117,664 to that hotel
for various expenses. He said Ameri-
cana had reserved 2,000 rooms in the
Bal Harbor area of Miami Beach for
delegates (he estimated 2,000 to 2,500
attended the disc jockey convention),
but that only 753 were used. He felt
this was because the five Bal Harbor
hotels refused to use “due bill” arrange-
ments (furnish hotel facilities in ex-
change for advertising on the stations
represented at the convention).

He said the hotel suspected one pro-
motion planned by RCA Victor involved
gambling; warned RCA and the conven-
tion sponsor, Storz Stations, that no
gambling would be permitted. He said
he was assured gambling was not in-
volved.

He acknowledged record companies
paid for the rooms of some disc jockeys
and said they also paid for rooms occu-
pied by singer Pat Boone and wife and
former Gov. Frank Clement of Ten-
nessee. Rep. Harris brought a big laugh
by saying, “Maybe, I'd better stop
there.”

Mr. Eicher said Mr. Clement called
the convention “dignified and proper”
and made a speech on the “importance
of disc jockeys in today’s way of life.”

Mr. Eicher said 2,000 bottles of bour-
bon were served during an eight-hour
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recording session by Count Basie, spon-
sored by Roulette Records.

Counsel Lishman said the informa-
tion furnished by Mr. Eicher was being
entered into the record and that the
convention would get further explora-
tion later during the hearings.

Stan Richards, former disc jockey at
WILD Bosten, now unemployed ® Mr.
Richards admitted accepting $6,225
from Music Suppliers of New England
Inc. and $50 from Mutual Records Inc.,
but said no payola was involved because
the companies handled all labels and
he played those he wanted to.

He also acknowledged staying at a
hotel at the Miami Beach convention at
the expense of Roulette Records and
charging $117 worth of clothes to the
hotel tab.

The subcommittee members almost
forgot about payola as they listened,
fascinated, to Mr. Richards’ fast patter.
He told them, among other things:

e He played good music, not rock
and roll. Frank Sinatra, he said, is his
favorite all-time singer.

e He knew nothing of talk that Tom-
my Leonetti, a guest star on a show he
conducted on WBZ-TV, had received a
check for his appearance, endorsed it
and returned it to the show’s producer.
He said WBZ-TV didn't like the show
but was “forced” to put it on when a
sponsor was found. The station did
everything possible to destroy the show
because *‘they couldn’t take the bows
for it.” He concluded: “I guess I'll never
work for Westinghouse.”

e He wasn’t on record companies’
payrolls because his show (on WILD)
had a low rating. “One time I owed
Pulse six listeners for a month.”

¢ He likened payments by record
companies to disc jockeys to payments
by political contributors to a candidate.
Each, he said, “hopes something good
will happen.” This, he said, is the way
of American business: “I do it for you
and you do it for me.”

¢ He told the congressmen that “you
haven’t had much of a shake so far”
and added: “This is a great trip for

”

me.

e He charged that newspaper stories
make disc jockeys “look like vicious
characters, as if we're toting a gun.”
He said, “We’re being tried by news-
papers.” (Several newspaper reporters,
writing furiously to keep up with his
talk, stopped scribbling at this). Before
the payola headlines, he said, he made
a deposit on a house and the developer,
who thought a disc jockey would be
an asset to the neighborhood, cut the
price $1,000. But after the newspaper
headlines, he said, he lost his job, tried
to get his deposit back and was re-
fused.

Mr. Richards said his contract at

WILD was not renewed last December
because the station was losing money.
He predicted “fly by night” record com-
panies would fold as a result of the in-
vestigation and said he’d always played
records by established stars, not by
somebody named “Ookey Ook.”

The hearing resumes today (Monday)
at 10 a.m. and is scheduled to run
through Friday. Witnesses scheduled
this week:

William C. Swartley, WBC regional
vice president; Don Masters, WHIL
disc jockey; Lou Goldberg, who is li-
brarian at WEZE Boston; Maxwell
Richmond, president, Robert S. Rich-
mond, general and commercial man-
ager, and disc jockeys Mel Miller and
Arnold Ginsberg, all of WMEX Boston;
disc jockeys and executives of WHDH
Boston.

Donald DuMont, president of Du-
Mont Record Distributors, Boston;
Harry Carter, president-treasurer, Gor-
don Dinerstein, vice president; Ed-
ward Smith, attorney, director and
clerk, and Harry Weiss, promotion
manager, all of Music Suppliers of New
England Inc., Boston; Samuel Clark,
president of Am-Par Records {AB-PT),
who formerly held interests in Music
Suppliers; Cecil Steen, Records Inc.,
Boston; Irwin B. Goldstein, general
manager, Mutual Distributors, Boston,
and other record company officials.

Advice & consent ¢ Former KYW
Cleveland disc jockey Wesley Hopkins
(r) said the money paid him was for his
expert advice on whether a record “had
it and would make it,” not for putting
it on the air. Charles Young (l), former
KYW record librarian, said he con-
sented to accepting money from record
companies, knowing they wanted spe-
cial consideration, but that he didn’t
let that influence his selection of rec-
ords for airing.
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In the public interest

Examples of responsibility to the community we are licensed to serve—~—

“STOP OR 60" —saturdays, 10:30 A.M., Police Officer
Baldy and Ned Locke preside over this safety quiz featuring
Chicago Boys Club members—a WGN Public Affairs
production in cooperation with the Women’'s Board of the
Chicago Boys Clubs.

”THE WORLD TUDAY"—Monday thru Friday, 8:15 A.M.

—A WGN Public Affairs program for teachers in cooperation
with Chicago Public Schools.

“YOUR RIGHT TO SAY IT” —s wWGN Public Affairs pres-

entation in cooperation with Northwestern University with
moderator James H. McBurney, Dean of the School of
Speech, “Your Right To Say It”’ features debates on vital
topics of the day with leaders in industry, education and pol-
itics participating. Sundays, 7:00 P.M.

“CHICAGOLAND CHURCH HOUR” —wGN Public Affairs

presents remote telecasts from a different Chieagoland church
each Sunday morning.

“RFD cchGULANn"—Sunday morning program featur-

ing subjects of interest to Chicagoland farm families and
viewers interested in farm problems and information —hosted
by WGN Farm Director, Norman Kraeft.

“GREAT MUSIC FROM CHICAGO” —The finest musical

series ever seen on television. Telecast in color, it combines
the best in music with the finest musicians of concert stage,
opera and the jazz world. The program features the Chicago
Symphony Orchestra and such world renowned conductors
as Andre Kostelanetz. Sunday evenings, 8:00—9:00 P.M.

Iu addition. WGN Television preseuts such vital programns as the first public forum on the steel dispute bhetween Jfosepit
L. Block, Chairman of the Board of laland Steel Co.. and David J. MeDonald, President of the United Steelwarkers Union
. . . five honrs of news each week . . . over twenty hours of color programs . . . the greatest number of LIVE local shows.
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This is the mighty Carolina Triad, a
flourishing, 62-county area stretch-
ing into six states. Retail sales are
now over the $2 billion figure. It’s
“home country” for plants of a
dozen big industrial companies . . .
and for their payrolls, too. And
WLOS-TV is the only unduplicated
network signal in the entire triad.

The South’s hi t a car-- .

rieseithe WS;;,@ \ 2l ihto"

650% 'mmes *1n the Carolina

#Triad. Located atop 6,089 -foot
Mt. Pisgah, only WLOS-TV deliv-

ers total coverage of the market.

*NCS #3 updated
WLOS-TV’s new Greenville studio now in operation

(in addition to Asheville facilities)
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SIGHT

To see five of the ten highest-
rated shows in the area, viewers
must watch WLOS-TV. The high-
est-rated movie is on WLOS-TV.
So are the highest-rated daytime
strip and the largest children’s
audience participation strip. The
Carolina Triad watches WLOS-TV
and loves it!
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. WLOS-TV
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Unduplicated ABC in Greenville » Asheville » Spartanburg
Represented by: Peters, Griffin, Woodward, Inc., Southeastern Rep: James S. Ayers Co.
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PETERS, GRIFFIN,
WOODWARD. e

LIGHT

Let your PGW Colonel throw
even more light on this subject.
He’ll be glad to show you how
you can capture this big, bus-
tling market with just one sta-
tion buy. Talk to him now about
selling your products to the
Carolina Triad!
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42 ON FTC PAYOLA HIT PARADE

Latest complaints include radio stations

The Federal Trade Commission for
the first time has charged that radio
stations received under-the-counter pay-
offs for playing phonograph records
on the air.

The allegation was made in payola
complaints announced Feb. 7. They
were filed against three Boston record
distributors, charged with making se-
cret payments to disc jockeys as well.

Neither the stations nor the disc
jockeys were identified.

An  American Broadcasting-Para-
mount Theatres’' subsidiary was one of
the record makers named in the latest
batch of payola complaints.

This is Am-Par Record Co., New
York, which produces the ABC Para-
mount, Apt, Chancellor, Addison, Com-
mand, Waldorf, Wren and Grand
Award labels.

The Scorebook e In the last two
weeks the FTC has issued five payola
complaints. This brings the total num-
ber to 42.

The Boston distributors are Records
Inc., Music Suppliers Inc. and Dumont
Record Distributing Corp.

Charged with Am-Par were its affil
iated company, Pamco Music Inc. The
other New York complaint was filed
against Herald Music Corp. and its
affiliated Ember Records and Ember
Distributors. They produce the Herald
and Ember labels.

Information on these citations has
been furnished to the FCC and the
Internal Revenue Service, the FTC re-
ported.

The trade commission customarily
does not make public the names of the
disc jockeys or the radio stations unless
the case goes to a hearing before one
of its examiners.

The complaints alleged that the rec-
ord companies gave money or other

valuable consideration to disc jockeys
for “exposing” their records on the air
in order to increase sales. This is an
unfair trade practice, it is claimed.

The same charge was filed against
the Boston radio stations.

Meanwhile, Alpha Distributing Co.,
New York, conceded “having given
valuable consideration to certain indi-
viduals in radio stations to test, pro-
mote and expose records.” The com-
pany contended that these payments
were not illegal. It also challenged the
jurisdiction of the FTC on the ground
that only a small portion of sales were
out of state. The FTC can only act
on unfair practices in interstate com-
merce. The company asked that the
complaint be dismissed.

FCC program authority
upheld by Comr. Ford

Never has a court ruled that FCC
consideration of programming was il-
legal or contrary to either the Com-
munications Act or the Constitution,
Comr. Frederick W. Ford told the Tv
& Radio Advertising Club of Philadel-
phia last week.

Moreover, he said, the Commission’s
authority (in programming) has been
upheld by the Attorney General in
his report to the President (BROADCAST-
ING, Jan. 11) and by the House Legis-
lative Oversight Subcommittee (BROAD-
CASTING, Feb. 8). In his speech Ilast
Thursday (Feb. 11), Comr. Ford
quoted from an earlier address in which
he stated the Commission is not pre-
vented from reviewing a licensee’s over-
all programming at renewal time
(BROADCASTING, Aug. 31, 1959).

Comr. Ford again recommended that
license renewal forms be amended to

Here are capsulated versions of leg-
islation of interest to broadcasters:

S 2958. Sen. Warren G. Magnuson (D-
Wash.)—would relieve FCC of having to
make annual report to Congress on new
FCC personnel. Senate Commerce Com-
mittee. Feb. 1.

HR 10,241. Rep. John Bennett {R-Mich.)
—would prohibit use of station for de-
ceptive advertising or preparation of pro-
gramming involving deception (rigged
quizzes, etc)), including commercial or any
on-gir promotion, with c¢riminal penalty
for violation. House Commerce Commit-
tee. Feb. 8, 1940.

HR 10,242. Rep. John Bennett (R-Mich.}
—would give FCC power to issue licenses

IN THE CONGRESSIONAL

HOPPER:

of one year or less at alternatives to
regular three-year renewal where public
interest indicotes and to suspend licenses
for 30-day periods in lieu of revocation.
House Commerce Committee. Feb. 8,
1960.

HR 10,259. Rep. Oren Harris {D-Ark.}—
would require painting and lighting of
abandoned radio-tv towers. House Com-
merce Committee. Feb. 8, 1960.

HR 10,261. Rep. Oren Harris (D-Ark.)—
would relieve FCC of having to make an-
nual report to Congress on new personnel.
House Commerce Committee. Feb. 8, 1960,

HR 10,275. Rep. Thomas M. Pelly (R-
Wash.)—would aquthorize daytime am sta-
tions to operate from 6 a.m. to 6 p.m.
House Commerce Committee. Feb. 8, 1960.
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require stations to report, in narrative
form, the needs of their communities
and how those needs are being met.
He noted that the FCC now is con-
sidering rulemaking to amend its pro-
gram renewal forms.

KIMN wins a round
in fight for license

KIMN Denver won a preliminary
round last week in its fight against
license revocation proceedings. The
FCC stayed its hearing order pending
consideration of a KIMN petition for
reconsideration.

The stay was granted on a 4-2 vote,
with Comrs. Robert T. Bartley and
John S. Cross dissenting. Earlier, Hear-
ing Examiner Charles Frederick had
denied the KIMN petition for a stay
and two prehearing conferences had
been held. The hearing proper was
scheduled to begin March 1 in Wash-
ington.

Ten days ago, KIMN filed an addi-
tion to its original petition for recon-
sideration (BROADCASTING, Jan. 11) and
quoted the FCC’s own words to back
its contention the Commission does not
have legal authority to revoke the sta-
tion’s license. KIMN said the FCC’s
announcement Feb. 4 that it planned
to seek legislation and rules changes to
give it jurisdiction over certain un-
desirable program practices (BROAD-
CASTING, Feb. 8) makes it “abundantly
clear that continuation of instant re-
vocation proceeding cannot be recon-
ciled with the legal principles. . . .

“There is no issue in the proceeding
as to the overall programming balance
of station KIMN. There is no allegation
or suggestion that any specific law has
been violated . . .” KIMN said. “This
proceeding looks toward revocation of
respondent’s license because of specific
ptograms carried on its station. Thus,
this proceeding looks toward taking a
kind of action which the Commission
has now formally recognized . . . that
it has no power to take.”

In a related development, it has been
learned, the Justice Dept. has turned
down an FCC recommendation that
criminal action be taken against KIMN
disc jockey Royce Johnson who al-
legedly made off-color and smutty re-
marks over the station. The Commission
instituted its revocation proceedings as
a result of Mr. Johnson’s broadcasts.

Justice told the Commission that
“successful prosecution cannot be rea-
sonably anticipated.” Key personnel at
the FCC reportedly are none to happy
with the Justice opinion and feel it is
in direct variance with the Attorney
General’s widely-circulated contention
that the Commission had adequate
power but failed to act to curb the quiz
deceptions and payola practices.
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TREAT YOURSELF TO
UNITED'S EXTRA CARE SERVICE
ON THE BEST OF THE JETS

You will find extra care is everywhere aboard United
Air Lines great DC-8 Jet Mainliner®. You will en-
joy delicious meals on the DC-8, prepared by master
chefs, served graciously by attentive stewardesses.
You will settle back easily in the biggest, highest,
widest seats in the sky. You will enjoy friendly con-
versation and relaxation in one of the two colorful
“living room’’ lounges—one for First Class and one

UNITED
AIR :.nvss@ @U
®

JET MAINLINER, BY DOUGLAS

for Coach passengers. It’s a real treat, flying the
DC-8. Why not treat yourself soon? Call your Travel
Agent or United Air Lines for de luxe First Class or
thrifty Custom Coach accommodations.

DC-8 non-stop service:

New York, Washington, D.C.-Baltimore, Chicago, Los Angeles,
San Francisco, Seattle-Tacoma, and soon to Hawaii.

THE BEST OF THE JETS...PLUS UNITED’'S EXTRA CARE

The comfortable high, wide DC-8 seat adds privacy to your dining pleasure
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FCC REVERSED

Court overturns STA

in Baton Rouge case

A longtime FCC practice of grant-
ing special temporary authorizations
for interim tv operations pending the
outcome of a comparative hearing for
a final grant in a contested case was
made suspect last week by the U.S.
Court of Appeals in Washington.

The court, in a divided opinion,
reversed the FCC’s July 22, 1959, grant
to ch. 28 WABF-TV Baton Rouge,
La., to operate temporarily on ch. 9
in that city pending the outcome of a
two-party comparative hearing.

The circuit court’s two-to-one ruling
held that the FCC erred in granting the
STA by way of a simple order.

The Commission should have issued
an order, the court said, with explicit
findings on a number of issues raised
by the other ch. 9 applicant, Commu-
nity Broadcasting Co. (WIBR Baton
Rouge)}. These include possible overlap
between WABF-TV and WDSU-TV
New Orleans and concentration of
media, the court said. WABF-TV and
WDSU-TV have common ownership.

A key point in the decision, written
by Circuit Judge Warren E. Burger for
himself and Judge Wilbur K. Miller,
was that the Baton Rouge STA is
likely to run 2% to 3 years (due to
the presumed length of the compar-
ative hearing) and cost WABF-TV
from $250,000 to $500,000. This is
likely to prejudice the Commission in
favor of WABF-TV the court said.

Integrity Unquestioned ® This does
not question the good faith or the in-
tegrity of the Commissioners, the
court stated, “it is a recognition that
they are mortal men.”

Circuit Judge John A. Danaher dis-
sented. He maintained that the FCC’s
judgment on the need for the issuance
of the STA should prevail.

The STA was issued to WABF-TV
following the FCC's move of ch. 9
from Hattiesburg, Miss,, to Baton
Rouge in June 1959. WABF-TV’s
request for temporary authority was
protested by Community Broadcasting
Co. The FCC denied the objection on
the ground that a second vhf service
in Baton Rouge was needed as soon as
possible. Baton Rouge is served by ch.
2 WBRZ(TV) as well as ch. 28
WABF-TV. Last August the same court
granted a stay of the STA in response
to a request by WIBR.

Judge Burger’s decision is considered
a landmark ruling on this question,
superseding previous court decisions
which consistently upheld the FCC’s
authority to decide on the need for
temporary authority.

FCC Authorized ® The court upheid
the right of the FCC to issue temporary
operating authority, but maintained
that the privilege was circumscribed.

“The grant of temporary authority
to one of several competing applicants
before there has been any hearing is
pregnant with danger to truly compar-
ative consideration,” Judge Burger
wrote. Aside from the investment, “in-
tervenor [WABF-TV] will accumulate
the great advantage of demonstrated
past performance as against the prom-
ised future performance of the compet-
ing applicant,” the court said.

In order to justify a temporary
grant for as long as 2% or 3 years,
Judge Burger ruled, “the public inter-
est must be clear and it must be madz
the subject of explicit findings in the
particular case in unmistakable terms;
and such deterrent factors as concentra-
tion of media and overlap must be
explicitly dealt with in findings which
afford an adequate basis for appellate
review.”

He added:

“The factual and legal issues in-
volved in granting the STA are n