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. MORE “MNATIVE”
MERCHANTS
BEAT THE DRLUM ON
W~I-T~H THAN ANY
OTHER BALTIMORE
RADIO $TATIONY

IN
BALTIMORE
DO

Al

THE
NATIVES
DO!

WITH is 1st in Baltimore with more
local advertisers than any other
station. Can you find better proof of a

station’s effectiveness than the day-in,

year-out confidence of the local

businessmen who expect their cash

registers to record every commercial?

Follow the lcad of the local advertisers
. men who really know the market:

buy WITH and Baltimore buys you!

RADIO

dodbd,
~ PERSONALITY

Baltimore

Tom Tinsley. President; R, C. Embry. Vice President; NATIONAL REPRESENTATIVES: SELECT STATION REPRESENTATIVES in New York,
Baltimore, Washington and Philz.de}phm; ADAM YOUNG in Boston. Detroil. Chicago. St. Louis. San Francisco, Los Angeles,
Minneapolis. Milwaukee, Cincinnati, Cleveland, Pittsburgh and Seattle; CLARKE BROWN COMPANY in the South and Southwest.



WHEELING: [[IHJURTV MARKET

One Station Reaching The Booming Upper Ohio Valley

No. 17
WTRF-TV Image Series
FASHIONS

(B dfie, Snodes

Fashions for smart women, 4y smart
women in a market where the buying
habits of a// women are constantly in-
fluenced by advertisingon WTRF-TV,
With new expansion near completion,
the Bobbie Brooks 300 employee pay-
roll will soar above the million dollar
mark. BB—another growing industry
comprising the rich, busy and boom-
ing WTRF.TV Wheeling Market.
Here, in a 36-county area, two million
people with an annual spendable in-
come over 2Y billion dollars, spend
at 7,500 retail outlets and ring up
nearly two billion dollars yearly in
retail sales. People who work, people
who spend, people who find WTRF-
TV worth looking into!
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BELLAIRE GARMENT COMPANY, Belluire, Ohio (Just 3 miles
Sfrom Wheeling on the Ohio side) One of the 11 plants producing
— smart, nationally fumous Bobbie Brooks Fashions for ¥Women.

Ferguson, VP and Gen. Mgr.,
or Needhom Srmith, Soles Manager,
of Ckdar 2.7777.

F ilobiiities, coll Bob I l‘ Few:
e, o Vo O 316,000 watts IN B‘cj network color
I "] :
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National Rep., George P. WHEELING 7, WEST VIRGINIA

Hollingbery Company.

reaching o market thut's reaching new importancel




Adult
Listener’s

Preference
in the huge
Baltimore-
Maryland
Market!

ROGRAMMING

Top talent plus top adult level programming—both local and CBS network
—makes WCBM the radio station preferred for enjoyable listening by adult
Baltimoreans. Nielsen Adult Listenership Surveys prove it! To reach the
people with the buying power—the adult audience—schedule WCBM the
radio station featuring Adult Level Programming!

A CBS Affiliate 10,000 Warts on 680 KC  Baltimore 13, Maryland

PETERS. GRIFFIN, WOODWARD, tvc. Exclusive National Representatives
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Buy the richest market in Texas — Dallas-Fort
Worth — when you buy KRLD-TV, Channel 4
in Dallas . . . ¢onsistent favorite in 675,000
TV Homes.

Ask a Branham Man for KRLD-TV "measured
preference” facts folder,

it M

Clyde W. Rembert, President
The Dallas Times Herald Station

TV Twin to KRLD Radio 1080, full-time 50,000
watt Voice of Texas.
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Not the first ® While there has been no
public disclosure, it’s understood that
autopsy following sudden death March
8 of NAB President Harold E. Fellows
indicated he had suffered two previous
heart attacks. Even his closest friends
were not aware of heart history said to
have been revealed by scar tissue. Death
of Mr. Fellows reminded broadcasters
of fatal heart attack suffered Aug. 5,
1957, by Ralph W. Hardy, CBS Wash-
ington vice president and former NAB
official. Autopsy showed similar scar
tissue in his case.

FCC opening * While word spread in
Washington last week that President
Eisenhower already had selected new
FCC member (to fill unexpired portion
of John C. Doerfer’s term, which runs
until June 30, 1961), no other inkling
was available as to identity. Reported
as still under consideration, however,
were Edgar W. Holtz, associate general
counsel of FCC, and Frank E. School-
ey, director of Broadcasting, lllinois
U. (former president of National Assn.
of Educational Broadcasters). New
names: John S. Patterson, deputy di-
rector, Office of Civil and Defense Mo-
bilization (who addressed NAB conven-
tion in Chicago year ago on allocations),
and Jack Z. Anderson, administrative
assistant to the President.

Short term (15 months) appointment
to fill unexpired Doerfer term isn’t too
altractive to oulsiders. As result,
there’s less campaigning by political as-
pirants than usual. Moreover becatise
of election year, confirmation of fourth
Republican might meet resistance in
Democratic-controlled Senate. Con-
versely, since Doerfer resignation, oul-
look is more favorable for confirma-
tion of Commissioner Robert E. Lee
for new seven-year term. Nomination
is being held up until civil rights log-
jam is broken in Senate and commit-
lees can resurme hearings.

Tussle over toll tv ® Plague-on-all-your-
houses approach to pay-tv controversy
is taken in special “occasional paper”
being published this week by Fund for
Republic’s Center for Study of Demo-
cratic Institutions. Written by ex-news-
man Robert W. Horton, report charges
that broadcasters and other opponents
of toll tests distorted issues; that pro-
ponents contributed to confusion by
being vague about fees (nickel or dime
might be enough, report suggests); that
members of Congress succumbed to
anti-toll pressures including “expensive
gestures of lavish hospitality,” and that
FCC, caught in cross-fire, has been

wishy-washy in handling issue. Mr.
Horton concludes, however, that there’s
no reason why tests should not be con-
ducted, but under standards stricter
than those laid down by FCC and with
Congress calling the shots.

New FCC kick ¢ Soon to be considered
by FCC will be revision of annual fi-
nancial report requirements from all
stations t0 enable it to secure more
uniform and “meaningful” information.
While idea is to procure data on sales.
overhead. salaries and net return which
would be more comparative. it's said
FCC will not attempt to invoke uniform
system of accounting applicable to all
stations as is done in case of common
carriers. During recent programming
hearings. Commissioner Robert T.
Bartley asked number of witnesses as
to views on more comprehensive sta-
tion statistics.

Equal time ® Some CBS staffers wonder
if network hasn't taken too rigid a po-
sition in recent housecleaning policies.
One new network rule says that if CBS
air performer decides to run for po-
litical office he must change to off-air
job (to avoid problems of equal time
for other candidates). Last week FCC
decided that equal time demands do
not apply in all such cases. FCC found
that opposing candidate of weather-
caster on KWTX Waco. Tex.. who is
running for public office wasn't entitled
to equal time. Weather is one type of

news presentation exempted under
amended political broadcasting law.
FCC said.

Ad acceptance ¢ There's marked

change noted for first time by some
station representatives on station con-
sideration of television commercial
copy. Many stations now reportedly take
more careful look at copy and are
“tougher” on acceptances. There have
been rejections. Reps say this is first evi-
dence that regardless of how much
these stations may want additional spot
business they are tightening policies on
types of commercials they accept.

Doerfer plans e Although John C.
Doerfer has received several proposi-
tions since leaving FCC chairmanship.
he told BrRoaDCASTING Friday he is not
giving serious consideration at moment
to any of them. “I want a couple of
weeks to get my affairs in proper focus.”
he said. While he did not specify propo-
sitions, it's believed he has had ofters
to join law firms specializing in govern-
ment administrative practice, along with
at least one outside proposition.

CLOSED CIRCUIT:

Midwest defection? ¢ Though confer-
ence spokesmen deny it's likely, Big 10
is in particularly good spot to let air out
of National Collegiate Athletic Assn.
controlled football tv program for
1960-61. There still are those who be-
lieve Big 10’s curtailment of post-
séason sports activities and severance of
Rose Bowl pact may be first step toward
divorcement from NCAA. It's conceded
that if conference bolts and sets up own
football program and new American
football league airs proposed Saturday
telecasts. NCAA's game of week on
ABC-TV (see story page 32) would have
unprecedented competition.

Translations needed ® There have been
murmurings in some top Chicago agen-
cies over complex structure of the new
CBS and NBC tv rate cards. For ex-
ample, Arnold E. Johnson, vice presi-
dent and broadcast facilities director at
Needham, Louis & Brorby (and mem-
ber of AAAA’s media broadcast com-
mittee), reports it's now often necessary
to go direct to top network executives
for explanations and clarifications be-
fore time costs can be computed with
any degree of accuracy. Formerly, cost-
computing jobs could be quickly per-
formed by agency personnel, he notes,
but today because of “spiderweb” na-
ture of network, rate cards, task is
highly involved and time-consuming.

Forecast guide ® Trendex researchers
claim number of interesting possibilities
in new dimensionalized audience re-
ports as first edition is prepared for de-
livery to clients next week. New watch-
word for tv show’s fate may be its
Trendex “EPI” or Effective Program
Index. This is depth rating client can
get from new. report equating pro-
gram’s audience with reaction to show
(best, good, fair, poor, don’t know).
Other columns of report can be used
to add sponsor identification, commer-
cial playback.. series reaction, new
viewers, old viewers. age, sex. etc.

Ilmproved crystal-balling is definite
goal. As research accumunlates, it may
bhecome possible to predict chances of
given type show in given time slot
against given competition. (This may
need ‘“‘angel” 1o bankroll exhaustive
study, Trendex acknowledges.) Clients
will be conducting their own studies to
relate show’s EPI 1o its effectiveness as
sales vehicle. First dimensional report
appears March 30, second in May, fol-
lowed by summer hiatus but resuming
on dccelerated monthly basis with start
of fall show season.
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RESPONSE: A capacity crowd of 10,000 moppets, moms
and dads responded to WJW-TV’s unique Dental Health Day
Party last month at the Cleveland Arena. Another 4,000 were
turned away at the doors. A true festival of fun with prizes
from balloons to ponies to toothbrushes...certainly a pain-
less way for youngsters to learn dental health. « It shows the
mighty influence of warm, friendly, forceful WJW-TV in the
nation’s 7th largest market. You're in good company and

W 1\
CBS CLEVELAND
A STORER STATION * REPRESENTED BY THE KATZ AGENCY

YOU KNOW WHERE YOURE GOING WITH
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R ~WEEK IN BRIEF. _____
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MR. ROSSLAND

Criticism can be two-way street ® Newspaper colum-
nists, editors and reporters have been enjoying open
season on broadcasting for some time now, especially
television in the spotlight of quiz and payola investiga-
tions. Has it been overdone? Yes, says Clay Rossland,
media director of Campbell-Mithun Inc., Chicago. But
criticism can be a two-way street, he believes, since
the press really isn’t any “cleaner” than broadcasting
when it comes to vulnerability to criticism. He proves

his point by showing how a broadcast column reviewing a newspaper
might sound. It's in this week's MoNDAY MEMoO. Page 20.

More money spent faster ® That appears to be the pace now in tele-
vision at a peak sales period. Network’s next fall season is selling now
and spot has come in like March lion. A $1.6 billion record tv year ap-

pears assured for '60. Page 27.

$1.23 billion gross in tv ® Advertisers billed that much at gross rates
for network and spot (national and/or regional) in 1959, about 14%

more than the 1958 level. Page 28.

Gillette’s tv tab at $12 million ® Adds new sports coverage as ABC-TV
wraps up package including fights which will move from NBC-TV.

Page 32.

Convention’s new look ® NAB revamps agenda for 1960 convention to
be held April 3-6 in Chicago following death of President Harold E.
Fellows. Clair R. McCollough, Steinman Stations, to be keynote speaker.
FCC Chairman Frederick W. Ford accepts luncheon spot. Big plans for

Fm Day, April 3. Page 44,

New blow at plugs and freebies ® In sweeping new policy enunciation,
the FCC last week ordered stations to disclose on the air the source of
free program material and the circumstances of its acquisition. Page 55.

Too much ethics ® FCC’s Ford tells House Commerce Committee that
statutory prohibitions against off-the-record contacts should be confined
to adjudicatory cases in hearing stage and rulemaking only when con-
troversial and involving private interests. Page 58.

Chairman Ford’s ideas ® After a week in office, new FCC head teils
BroADCASTING how he plans to organize commission work load in effort
to dispose of crowded dockets and long-pending cases. He discusses his
program regulatory philosophy, too. Page 68.

It's the broadcaster who'll pay ® There’s $1 million or more out of
broadcasters’ pockets riding on FCC proposal to set standards for Conel-
1 rad alert signal, yet little attention has been paid to it. Comments dead-

line is April 11. Page 74.

More political free tv ® House gets bill for free time for major presi-
dential candidates. NAB sounds call to arms. Page 74.

United Artists’ appetite ¢ It has acquired Ziv television, and now UA is

ready for radio-tv station holdings. Page 86.

Storm clouds over labor front ® Writers Guild calls strike against net-
work tv films in what could be first of series of walkouts by actors,
writers and directors affecting both television and radio. Page 90.
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ONE

SHOT
TAKES ALL

WL

CHANNEL

LANSING
JACKSON
BATTLE CREEK

Pick up three major markets and Grade A
coverage to spare in Michigan's GOLDEN
TRIANGLE. Strike it rich in an area with
469 of Michigan's population (outside De-
troit)—nationally 26th in TV Households,*
11th in retail sales.** Let Venard, Rintoul
& McConnell, Inc. give you the tally!

*Television Age 100 Top Markets — 11/30/59
*+*SRDS Consumer Market Data

[ cHANNEL{® |
L .

G HIAAMA

1 W] 1 . = o
d.l b
LANSING
[n} JACKSON
BATTLE CREEK
CHANNEL 10

SERVING MICHIGAN'S

GOLDEN TRIANGLE

Associated with | WILS -Lansing, WPON — Pontiac




Twenty-five central Nebrasko International Horvester salesmen hear Farm Director Arnold Peterson and Saoles
Manager Bill Wiseman tell The Big Radio WOW story of Grand Islond, Nebraska, 150 miles west of Omaha.

TOGETHERNESS . . . Big WOW Radio Variety

The GENTLEMEN who sell radio advertised
products to (or buy them for) retail outlets are
V.LP. in BIG Radio WOW’s daily operation. Big
Radio WOW knows the

Chain-store buyers. . Manufacturer’s Agents
...."Rack” Jobbers. .. District Managers. .
Brokers. . ...... Company Salesmen.......
......Wholesalers ...... Distributors . . ..

Can "make or break” any advertising campaign.

So, BIG RADIO WOW keeps these GENTLE-
MEN on BIG RADIO WOW’s side. WOW keeps

them FULLY INFORMED on every campaign
detail. Each of them knows the entire BIG RADIO
WOW story.

To cement this “togetherness” BIG RADIO
WOW meets with groups of these GENTLEMEN
almost every week. They listen eagerly to
campaign details.

They sell your product better because BIG
RADIO WOW keeps their interest at a high peak.
BIG Radio WOW knows that selling these
GENTLEMEN hypos company loyalty and in-
creases your sales.

REGIONAL RADIO

A MEREDITH STATION OMAHA, NEBRASKA

BELOW: Thirty-five food brokers
and salesmen who sell to 1,200
Nebraska-lowa stores every week
hear the BIG Radio WOW story at
a WOW merchandising lunchean.

ABOVE: Actual drug buyers for
Safeway (120 stores), Hinky-Dinky
{40 stores), Nuway {2,000 racks) and
United AG Stores (250) heard a pitch
for Mennen and WOW by Big WOW
Radio Sales Manager Bill Wiseman,

8 BROADCASTING March 21, 1960



AT DEADLINE

LATE NEWSBREAKS ON THIS PAGE AND NEXT ¢ DETAILED COVERAGE OF THE WEEK BEGINS ON PAGE 27

Ford dislikes idea
of one-man decisions

There will be tendency toward one-
commissioner decisions if single FCC
member is detailed to persenally direct
writing of FCC opinions as envisioned
in omnibus bill (HR 4800) under study.
FCC Chairman Frederick W. Ford, said
in testimony Friday before House Com-
merce Committee (earlier testimony
page 58).

Besides, he said, some FCC members
are expert in some matters, some in
others, and decisions might turn out
weighted along lines of “writing” mem-
ber’s particular expertise. Commissioner
Ford continues testimony Tuesday, fol-
lowed by Warren Baker, former FCC
general counsel, representing Federal
Communications Bar Assn.

Other Friday witnesses at hearing on
ethics bills were Sen. William Proxmire
(D-Wis.), who urged law to prohibit any
degree of “hospitality” to FCC members
by any licensee, and Prof. Frank New-
man, U. of California law school, who
said HR 4800 is flexible enough to let
FCC members exempt bulk of applica-
tions from off-record contact proscrip-
tions, contrary to FCC views.

Sen. Proxmire was questioned by
GOP members whether he would pro-
hibit conflict of interest for congress-
men or honorariums to them from
groups interested in legislation. He
thought disclosure would be effective in
such cases and that any legislation
should be in separate bill.

FCC load increasing

FCC -workload is going to become
heavier on anticipated questions in-
volving new equal time provisions of
Sec. 315 of Communications Act. This
is estimate of FCC Commissioner Rosel
H. Hyde who made his guess in panel
discussion on District Roundtable over
wwDC Washington, D.C., last night
(March 20). Mr. Hyde was interviewed
by Leon Brooks, CBS attorney in Wash-
ington; Harry M. Plotkin, former FCC
assistant general counsel and now in
private practice, and Gene A. Bechtel,
Washington attorney, representing D.C.
Bar Assn.

Mr. Hyde pointed out that prior to
congressional revisions, Sec. 315 was
relatively simple to administer. If can-
didates received air exposure in what-
ever form, all opponents had same
right. But under revised provisions
question will be, whether newscasts or

Let it snow

Snowdrifts are rough on travel-
ing but can be great for televi-
sion. Weather’s effect on viewing
(also see page 84) was pointed up
in some quick computations run
off Friday by A.C. Nielsen Co.
They showed that on evening of
March 3, when 14 inches of snow
were dumped on New York,
homes using television in metro-
politan area shot up by 16 to al-
most 30% as compared to un-
snowy Feb. 18. Examples: 7-8
p.m., homes using tv went from
54.9% on Feb. 18 to 65% March
3; 89 p.m., from 60.1 to 78;
9-10 p.m., 70.9 to 87.4, and 10-
Il p.m., 69.1 to 80.0.

interviews are legitimate or not. This
is likely to mean “considerable strain
and effort” on part of FCC, Mr. Hyde
observed. He also wondered if court
appeals of FCC rulings will increase.

NBC sports position

NBC Board Chairman Robert W.
Sarnoff in letter disclosed Friday as-
sured affiliates his network “will con-
tinue to be second to none” in broad-
cast sports coverage despite ABC-TV’s
capture of Gillette's $8.5 million spon-
sorship of new sports package (see
story page 32). Mr. Sarnoff asserted
ABC-TV’s rates on its affiliates were
lower than those of either NBC-TV or
CBS-TV and so could pay $1 million
more for two-year rights to National
Collegiate Athletic Assn. football and
still sell package “at the same total
price.” NBC’s lower bid of $5.2 million,
Mr. Sarnoff said, did not allow for pro-
fit even if completely sold to sponsors
but was made in interests of affiliates
and public.

MCA profits soar

MCA Inc. is announcing today
(March 21) that company set records
in sales and net earnings in 1959,
amounting to almost $57.8 million and
almost $5.2 million respectively. Income
from tv film and studio rentals con-
tributed major share of revenue—al-
most $48.2 million, as against $38.66
million in 1958. Other income came
from activity as talent agency (almost
$8.8 million) and dividends from for-
eign subsidiaries.

Mack, Moss explain

Dick Clark quiz lag

Complexity of ABC-TV star Dick
Clark's business interests and reluctance
of people interviewed to talk about him
were cited by House Legislative Over-
sight Subcommitte Democratic mem-
bers Peter Mack (Ill.) and John Moss
(Calif.) as reasons group has delayed
calling Mr. Clark to testify until case is
built up more.

They termed pressure by GOP mem-
ber John Bennett (R-Mich.) as at-
tempt to “stampede” group into sensa-
tional hearing violating “American con-
cepts of common decency and fair
play.” Rep. Bennett was enroute to
Michigan to attend funeral of aunt and
was not available for comment. Reps.
Mack and Moss released statement to-
day (March 21) with explanatory memo
by Robert Lishman, subcommittee chief
counsel.

Money for ‘policing’?

FCC probably will ask Congress for
money to police radio-tv industry, FCC
Chairman Frederick W. Ford said
March 20 in news conference taped for
station clients of News Assoc., Wash-
ington. He did not offer specific ideas
on ways this job would be done. Chair-
man Ford voiced doubt that licensing
of networks is necessary, noting FCC
has *“a great deal of control over the
networks through the stations.” He re-
fused to answer queries about accept-
ance by President Eisenhower of gifts
and by ex-FCC Chairman John C.
Doerfer of vacation entertainment (see
BROADCASTING interview page 68).

New free time bill

Free tv time bill for presidential can-
didates identical to ones already in
Senate and House was introduced Fri-
day by Rep. Stewart L. Udall (D-Ariz.).
He said his bill (HR 11260) would
give both major party nominees equal
opportunity to bring issues to public.

McConnell heads IBA

Robert B. McConnell, WISH-AM-
TV Indianapolis, elected president of
Indiana Broadcasters Assn. He suc-
ceeds Joseph M. Higgins, WTHI-AM-
TV Terre Haute, and under revised pro-
cedure will serve with other new offi-
cers until 1961 fall meeting. Also elect-
ed at IBA meeting in Indianapolis
Friday: Merrill C. Johnson, WGL Fort

BROADCASTING, Mearch 21, 1960
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vice president-radio; Eldon
Campbell, WFBM - TV Indianapolis,
vice president-tv; Joseph Edwards,
WFML (FM) Washington, vice presi-
dent-fm; E. Berry Smith, WFIE-TV
Evansville, secretary-treasurer. New di-
rectors: Joseph Haas, WLOI La Porte;
Richard E. Jackson, WSAL Logansport;
Dennis J. Keller, WITZ Jasper; Don
Burton, WLBC Muncie; Lester G.
Spencer, WKBV Richmond, and Mr.
Higgins. Federal Trade Commission
Chairman Earl E. Kintner addressed
IBA (see story page 65).

Wayne,

Strike statement

Next move toward settlement of
actors’ strike against motion picture
producers is up to producers, according
to joint statement issued by John L.
Dales, national executive secretary,
Screen Actors Guild, and Charles S.
Boren, executive vice president, Assn.
of Motion Picture Producers, following
Friday afternoon meeting (see story,

page 90). Joint statement reads; “We
have spent the afternoon exchanging
offers and counter-offers. We are dis-
persing now until the producers set the
date for the next meeting.”

Salinas, New York
stations are sold

Following station sales announccd
Friday subject to usual FCC approval:

¢ KSBW-AM-TV Salinas-Monterey
and KSBY-TV San Luis Obispo, Calif.:
Sold by John C. Cohan group to Paul
F. Harron, Gordon Gray and associates
for $3.1 million. Veteran broadcastars
Harron and Gray own WKAL Rome
and WKTV (TV) Utica, both New
York, and World Broadcasting System,
New York. Included in transaction is
Muzak franchise for area. Mr. Cohan
will remain as manager of California
stations under new ownership, and will
retain personal ownership of KVEC San
Luis Obispo. KSBW is 5 kw on 1380 ke
and affiliated with MBS. KSBW-TV is

ch. 8 and KSBY-TV is ch. 6, both being
affiliated with all three tv networks.

¢ WBNX New York, N.Y.: Sold by
Amory L. Haskell to Richard Eaton
(United Broadcasting Co.) for $680,000.
United owns WOOK and WFAN (FM)
Washington, D.C.; WSID-AM-FM Bal-
timore, WARK-AM-FM Hagerstown,
WINX Rockville, all Maryland, WIMO-
AM-FM Cleveland; WANT Richmond,
Va., and WMUR-TV Manchester, N H.
Mr. Eaton sold WYOU Newport News,
Va., earlier this year. WBNX is 5 kw
on 1380 ke.

¢ Business briefly

Who else? * Exquisite Form Brassiere
Inc., N. Y., signed sponsorship of This
Is Zsa Zsa, new five-a-week five-minute
series starting today (March 21) on
ABC Radio (time determined by local
stations). Program is said to mark radio
debut of Miss Gabor. Series produced
by Trand Assoc., N. Y. Agency: Regal
Adv. Assoc., N. Y.

WEEK’S HEADLINERS oo

LesLie WINIK, director of programming,
International Telemeter Co., since division
of Paramount Pictures Corp., January
= 1958, elected vp. Mr. Winik, who founded

! Official Films in 1939, has been instru-
mental in preparing Telemeter program
plans for wired pay television and with

Madison Square Garden management
N negotiated hockey game tv feeds for To-
MR. WINIK ronto system (BROADCASTING, Feb. 29).

A former motion picture distributor operating from England
(he owned and operated several theatres in London), Mr.
Winik formed Winik Films in 1950, during which time he
produced 11 championship fight films for theatrical release
and produced and distributed two tv series, Fanious Fights
and Madison Square Garden.

THomas C. BUTCHER resigns as president, Brown & Butcher,
because of loss of Babbitt account which he said was “the
business catalyst” for joining with Carl Brown in agency.
He started as copywriter at BBDO in 1932, subsequently
held posts at Colgate-Palmolive, William Esty Co. and
was executive vp of Lennen & Newell when he left there
in 1958 to organize Brown & Butcher.

HucH C. RaLston, Ford Motor Co. special advertising and
pr consultant in Europe, appointed manager of Ford’s new-
ly-established tv department of Dearborn, Mich., which
will coordinate all tv activities. This includes purchases,
script evaluation, talent, production, commercials and re-
lated functions. He will provide staff relationship with vari-
ous Ford divisions and their advertising managers and agen-
cies, networks and program producers, and will report to
Edward E. Rothman, Ford's general advertising-sales pro-
motion manager.

Louis N. Brockway relinquishes duties as
chairman of executive committee of
Young & Rubicam, effective May 1. Mr.
Brockway, prominent in advertising field
—served termis as chairman of The Adver-
tising Council and American Assn. of Ad-
vertising Agencies—will continue with
Young & Rubicam as director and on spe-
cial assignments. He joined Y&R in 1930
MR. BROCKMAN a5 account executive, became a vp and
supervisor nine years later, executive vp in 1943 and two
years ago was appointed to chairmanship he now vacates.

BurtoN H. HaNFT, resigned as vp and treasurer, Screen
Gems, joins NBC as vp-talent and program contract ad-
ministration March 28 succeeding JAMES A. STABILE who
became NBC vp-standards and practices last November.
Mr. Hanft joined Screen Gems in 1952 as business manager,
became director of business affairs and was elected vp in
1957 and year later named treasurer. He is former attorney
and at one time was on Columbia Pictures’ legal staff.

WiLLiaM A, (BiLL) WYLIE resigns as
director of tv-radio department of
McCann-Erickson, M-E Productions, to
become vp of tv radio department of
Lambert & Feasley Adv., N.Y., effective
April 1. He joined M-E in 1955 as account
executive, became associate director of
\ t\;—ra?_io depanment] in 1957, and director
: of client services last year. His tv ac-
MRS counts included National Biscuit Co.,
Chrysler, Bulova Watch, Colgate-Palmolive, Westinghouse,
Liggett & Myers and Coca-Cola. Mr. Wylie began in broad-
casting in 1945 in script department of ABC and in 1950
became director of station relations.

FOR OTHER NEWS OF PEOPLE SEE FATES & FORTUNES
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By Any Yardstick

THE BIG ON
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| There’s-' WJXT in Jacksonvilié,"with i A
outstanding figures that leap to every
advertiser’s attention. Example: well over
double the county coverage (66 vs 28)
in the booming Northeast Fldrida-VSOut,h_
Georgia region! Example: all the

first 15 shows in the latest Nielsen ratings

. and all but 6 cut of the top
50 shows! No matter how you measure
t, the answers come up the
sarne . . . there’s more,
much more to WJXT,

%%

JACKSGMVILLE, FLCR!DA

Eepresented by CB& Telcvision Spot Sales




“I buy all

my clothes

from K-NUZ

advertisers’” . .

The Blue Boy
Thomas Gainsborough
(1727-1788)
British School

The Henry E. Huntington Library

To reach the BUYING ADULT AUDIENCE in Houston

It's K-NUZ — the NO. 1* BUY in HOUSTON

.+ . at the lowest cost per thousand!

*See Latest Surveys for Houston

National Reps.:

THE KATZ AGENCY,
INC.

New York
Chicago
Detroit
Atlanta

St. Louis.

San Francisco
Los Angeles

Dallas
IN HOUSTON,

CALL DAYE MORRIS
JAckson 3-2581
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OPEN MIKE

Buying, selling stations

EDITOR: Send 1,000 reprints “The big
bull market in radio-tv” {page 80, Feb.
15)—H. Scort Kilgore, Tele-Broadcast-
ers, New York.

EDITOR: We would like extra copies . . .
—Paul H. Chapman, Paul H, Chapman
Co., Atlanta, Ga.

[Reprints are available. 15¢ each.—THE
EbpITORS]

OQutlook for 1960's

EDITOR: Please send 10 reprints of the
article, “A glowing forecast for the '60’s:
tv advertising income to double,” page
23, Jan. 4 issue.—Monas S. Bachman,
Promotion Manager, KXTV (TV) Sacra-
mento, Calif.

[Reprints are available, 10¢ each.—THE
EDITORS. ]

Right name, wrong job

EDITOR: . . . I did want to correct as
soon as possible an error in the March
7 media section (page 94) carrying an
item about me—which is much ap-
preciated—but which designates my job
as general manager, whereas I was ap-
pointed general sales manager of KFRE-
AM-TV and KRFM (FM) Fresno, Calif.
Leslie H. Peard Jr. is the general man-
ager of all three stations . . . —Leslie
H. Norins, General Sales Manager,
KFRE-AM-TV and KRFM (FM)
Fresno, Calif.

Ad course background

EDITOR: I am presently in the midst of
writing and editing a course on adver-
tising. In one section, I am covering
rather thoroughly media and its place-
ment.

I wonder if you could give me per-
mission to reproduce parts or all of the
following tables: Feb. 15, 1960 issue.
“Television time sales 1948-1959” and
“Radio time sales 1935-1959"; 1959
BROADCASTING YEARBOOK, tables on ra-
dio and tv trends, audiences, etc.

This information should help our stu-
dents a great deal . . . —/rvin Davis,
Clayton-Davis & Assoc., St. Louis.
[The material may be quoted within con-
text and with credit—THE Epitors.]

E=S4= BROADCASTING

SUBSCRIPTION PRICES: Annual subscription
for 52 weekly issues $7.00. Annual subscription
including Yearboek Number $11.06. Add $1.00
per year for Canadian and foreign postage.
Subscriber’s occupation required. Regular js-
sues 35¢ per copy; Yearbook Number $4.00
per copy.

SUBSCRIPTION OQRDERS AND ADDRESS
CHANGES: Send to BROADCASTING Circula-
tion Dept., 1735 DeSales St, N.W., Washing-
ton 6, D.C. On changes, please include both
old and new addresses.

BROADCASTING, Mearch 21, 1960



Interview: GM}W

Penick & Ford Advertising Manager tells why he chooses
WLW TV Stations and WLW Radio for My-T-Fine Puddings and Swel Frosting Mix

“The WLW Stations take
the cake for offering advertisers
the big 3 in broadcasting
—PROGRAMMING, AUDIENCE,
PROMOTION!"

“This programming has helped
give us a mighty fine position
in the market and the loyal
program audience helps create
a loyal brand consumer.”

"And for the cherry on the
cake, we welcome the Crosley
Stations practical promotion
and merchandising heip.”

Call your WLW Stations’ Representative . . . you'll be glad you did! The Dynamic WLW Stations

WLW-D WLW-C WLW-T WLW-A

WLW-=I1
Tedevizion Television Televizion Televizion
Doyran Lalumbus Cincinnoti htlonta

Television
Indianapalis

. Crosley Broadcasting Corporation a division of Aveo
BROADCASTING, March 21, 1960



KJEO-TV

Central California’s

41 Prime Time Station
with proof from the
viewers themselves:*

Channel

*ALL 7DAYS
A WEEK

DELIVERS MORE

VIEWER HOMES

FROM 6 to 10 P.M.!

(Source: Current ARB with 34.8 Rating)

Yet KJEO-TV rates are
right with the lowest in
the area. See your H-R
Representative early for
your best prime time buys.

INJ B

channel

Fresno, California

J.E. O'Neill = President

Joe Drilling — Vice President
and General Manager

W.0. Edholm—Commercial Manager
See your H-R representative “-Hﬁ
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A CALENDAR OF MEETINGS AND EVENTS
IN BROADCASTING AND RELATED FIELDS
(*Indicates first or revised listing)

MARCH

March 20-23—National 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, Evansten (IIll.) campus,
under co-soonsorshlp of university’s Medill School
of Journalism and Schoo! of Law., Among speak-
ers: William Garry, news and publfc affairs direc-
tor of WBBM-TV and Len O’Connor, newscaster
and commentator 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 assotlatlon and BMI
Canada Ltd. Latter will be open to advertisers
and agency executives, but CAB meetings will be
for members only. Chateau Frontenac Hotei, Que-
bec City, Que.

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

*March 22--Seattle Advertising Club. Speaker:
Kevin Sweeney, president, RAB.

March 22—Deadllne for filing comments to FCC
proposed rulemaking on payela. Extension of time
from March 1 was granted on request of NAB.
Deadline for filing comments is March 31.

March 23—Bureau of Broadcast Measurement,
annual meeting, Chateau Frontenac Hotel, Quebec
City, Que.

*March 23—Spokane Advertising Club. Speaker:
Kevin Sweeney, president, RAB. Ridpath Hotel,
March 23—Radio & Television Executives So-
ciety round table on radio’s use as an advertising
meduim. Scheduled to appear: D. C. Marschner,
sales promotion-advertising manager, Shell 0il
Co.; Albert B. Richardson, vice president in charge
of advertislng, Chesebrough-Ponds Inc.; James
Stocker, advertising manager, Scott Paper Co.;
George Arkedis, vice president, network sales,
CBS Radio; Maurlce McMurray, national sales
director, Storer Broadcasting Co. Palm Terrace,
Hotel Roosevelt, New York. 12:30 p.m.

March 23—Chicago Breadcast Adv. Club’s monthly
luncheon meeting, Sheraton Towers. Guest speaker:
Donald McGannon, president of Westinghouse
Broadcasting Co.

March 25-26—Industry Fllm Producers Assn.
first national convention. Decumentation and cov-
erage of space and electronic projects will be
emphasized. Statler-Hilton Hotel, Los Angeles.
*March 29—Cincinnati Council, American Assn. of
Advertising Agencies annual meeting. Speakers:
Kevin Sweeney, president, RAB; Pete Cash, pres-
ident, TVB. Queen City Club.

March 29—Assn. of National Advertisers’ work-
shop “How to Use Advertising Effectlvely in In-
troducing New Products.” Hotel Ambassador,
Chicago,

“March 29—Pennsylvania Assn. of Broadcasters
legislative funcheon. Congressional Hotel, Wash-
ington. Pennsylvania congressmen will be guests.
*“March 30—Radio-Television Executives Soclety
production workshop. 12:30, Madison Room, Roo-

sevelt Hotel, New York. Topic: “Sweet Sound of
Success—in Radio 1960.”

March 31—Academy of Television Arts & Sci-
ences, LoS Angeles chapter. Groucho Marx, Red
Skelton and others will discuss “Comedy in Tele-
vision’’ at 8 p.m. meeting at the Beverly Hilton
Hotel, Beverly Hills, Calif.

“March 31—Assn. of Broadcasting Executives of
Texas. E, H. Kitteridge, Jr., executive vice pres-
ident, Texize Chemicals, Greenville, S. C., and
Howard K. Mcintyre, vice president, Headerson
Adv., that city, will discuss broadcasting’s role
in Texize's” growth, Statler-Hilton Hotel, Dallas.
March 31-—Radio Advertlsing Bureau’s annual

National Radio Advertising Clinic. Waldorf-
Astoria Hotel, New York.

APRIL

April 1--Comments due on FCC proposal for
shorter license perieds to strengthen its broad-
cast enforcement.

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

*April 1—Repeat of RAB's- National Radic Adver-
tising Clinic. Sheraton-Blackstone Hotel, Chicage.
April  1-3—Women's Advertising Clubs eastern
inter-city conference, Sheraton-Biltmore Hotel,
Providence, R.L

April 2—Assn. for Professlonal Breadcasting
Education, Conrad Hilton Hotel, Chicage.

April 2—National Assn. of Fm Broadcasters annual
business meeting. Conrad Hliton Hotel, Chicago.

April 3-6—NAB Annual Convention, Conrad
Hilton Hotel, Chicago.

April 4—Academy of Motion Pictures Arts &
Sciences annual Oscar awards ceremanies, Pantages
Theatre, Hollywood, and broadcast en 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 Pler, Chicago. Premium Adv.
Assn. of America will hold its annual conference
in conjunction with exposition at same site April
5. Major speakers: Michael J. 0'Connor, mer-
chandising director, Tatham-Laird, and G. Her-
bert True, director of creativity research, Visual
Research, Inc. The National Premium Sales Ex-
ecutives conducts its sales and distribution semi-
nar April 3.

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

April 6—Academy of Telvision Arts & Sclences
forum on New York station operations, ABC.
April 8-9—O0regon Assn. of Broadcasters annual
meeting. Howard Bell, assistant to president, NAB,
is key speaker. Eugene, Ore.

April  9-10—Disc Jockey Assn., membership
meeting, Minneapolis (site to be 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. Registration can be made through
APRA Convention headquarters, 1010 Vermont
Ave.,, N.W., Room 812, Washington 6, D.C.

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

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

April 20—Deadline for nominations to the Ad-
vertising Hall of Fame. Nominations should be
sent to the Advertising Federation of America,
250 West 57th Street, New York 19.

April 20-21—Council on Medical Television sec-
ond meeting. Discussions and demonstrations open
to Council members and Invited observers. Clinlcal
center, Natlonal Institute of Health, Bethesda, Md.
April 21—Pennsylvania AP Broadcasters Assn.
Hershey Hotel, Hershey, Pa.

Aprll 21-22—National Retail Merchants Assn,
BROADCASTING, March 21, 1960



FUTURSONIC PRODUCTIONS. INC. PRESENTS
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TAKE TIME TO MAKE MONEY ... WITH TIME CHEX, ANOTHER FIRST FROM FUTURSONIC! FUTURSONIC PRODUCTIONS HAS CREATED WHAT
REPRESENTS A FIRST IN MEDIA PRODUCTION. THE FABULOUS TIME CHEX—145 TIME BREAKS IN MUSICAL JINGLE FORM. THESE ARE NOT
MERELY “STOCK" TUNES OR TIME SIGNALS, BUT MUSICAL JINGLES GIVING THE SPECIFIC TIMEEVERY FIVE MINUTES OF EVERY HOUR ON
THE FIVE MINUTE MARK—1:05, 1:10, 1:15, ETC, —24 HOURS AROUND THE CLOCK. M NOW, HERE'S HOW THETIME CHEX CAN MAKEMONEY
FOR YOU:; OFFER THEM AS CAMEO PROGRAMS TO YOUR LOCAL ACCOUNTS ... PARTICULARLY, PRESTIGE ACCOUNTS SUCH AS BANKS,
SAVINGS AND LOAN ASSOCIATIONS, AND THE LIKE. THELONGEST JINGLE IS ONLY 8 SECONDS IN LENGTH, SO THERE'S PLENTY OF TIME
FOR COMMERCIAL COPY, THE LOCAL ADVERTISER GETS TOP NOTCH PRODUCTION AND YOUR STATION GETS A NEWEXCLUSIVE PROMOTION
AND INCREASED BILLING! M BUT, WHETHER YOU USE THETIME CHEX AS A DIRECT REVENUE BUILDER OR AS A STATION PROMOTIONAL
IDEA, PLEASE ACT PROMPTLY ! THIS MATERIAL 1S SOLD ON AN EXCLUSIVE BASIS TO ONLY ONE STATION [N EACH MARKET! FILL IN THE
SPACE PROVIDED BELOW AND MAIL TODAY! A DEMONSTRATION TAPE OR DISC WILL BE FORWARDED TO YOU IMMEDIATELY. B NEWEST
TIME CHEX USERS - CHICAGO-WJID/PITTSBURGH-WEEP/TORONTO, CANADA-CHUM/BOSTON-WCOP/SAN ANTONIO-KONO/MEMPHIS-WMPS
iNDIANAPOLIS-WFBM/ MONTREAL, CANADA-CKGM /CINCINNATI-WSA! PLEASE RUSH THE FABULOUS TIME CHEX, WITHOUT -OBLIGATION,
T0: NAME: FIRM: ADDRESS OR P.0. BOX:

CITY: STATE: FUTURSONIC PRODUCTIONS, INC. RI §8-9525 310t ROUTH DALLAS, TEXAS.




YOU
KCAN'T

KCOVER
TEXAS

without

WATTS UP, DOC?

We're the only maximum
power 100,000 watter in
in the Waco-Temple
market! (And our antenna
is 833 feet up!)

BLAIR TELEVISION ASSOCIATES
National Represenlatives
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(DATEBOOK)

board of directors meet, Hotel Statler, Dalfas.
*April 21-23-—American Assn. of Adverlising
Agencies annual meeting. April 21: business ses-
sions for members only. April 22: open also to
advertiser and media quests; “How AAAA s
Working on the Problem of Objectionable Adver-
tising,” by Robert E. Allen, Fuller & Smith &
Ross, AAAA content improvement committee
chairman; speeches by Charles H. Brower, BBDO.
on agencies’ creative responsibilities, and Her-
bert M. Cleaves, General Foods, on business man’s
view of sound advertising. April 23, also open:
economic outlook by Martin Gainsbrugh, National
Industrial Conference Board; reports by Sinclair
Wood, British Institute of Practitioners in Ad-
vertising, Norman Cousins of “Saturday Review,”
Robert Ganger of D'Arcy Adv., AAAA chairman;
presentation of Arthur Kudner Award by David
Ogitvy, Ogilvy, Benson & Mather. Boca Raton
Hotel and Club, Boca Raton, Fla.

April 21-23—New Mexico State Broadcasters
annval Spring meeting. Las Cruces, N.M.

April 21-23—Western States Advertising Agen-
cies Assn. tenth annual conference. Shelter Island
Inn, San Diego.

*Apri] 22—Assn, of National Advertisers work-

shop on shows and exhibits. Hotel Plaza, New
York.
April 22—Virginia AP Broadcasters, National

Press Club, Washington.

April  24-27—National Retail
sales promotlon division
Paradise Inn, Phoenix, Ariz.

Aprll 24-27—ContInental Advertising Agency Net-
work anhual convention, Fontainbleau Hotel,
Miami Beach.

April 24-28—U. of Florida School of Journalism
& Communications journalism-broadcasting week,
Gainesville. (Broadcasting Day, 25th.) Main
speaker: Matthew Culligan, general corporate ex-
ecutive, McCann-Erickson.

Aprll 25—Academy of Television Arts & Sciences
forum on pay tv vs. free tv.

April 25—Nationa! Sales Executives-International
New York Field Management Institute, Barbizon-
Plaza Hotel, New York.

April 25-27—Sales Promotion Executives Assn.
annual conference, Hotel Astor, New York. Key
speaker: John Caldwell, executive editor, Sales
Management.

April 28 — Southern California Broadcasters
Assn. Luncheon meeting with program to be pre-
sented by Cunningham & Walsh, L.A. Hollywood
Knickerbocker.

Aptil 28-29—0hlo Broadcasters Assn.
meeting. Pick-Ohio Hotel, Youngstown.

April 28-30—Alabama Broadcasters Assn. annual

Merchants Assn.
mid-year convention,

annual

convention. Miramar East Hotel, Ft, Walton
Beach, Fla.
Aprl!  29-30—Professional Advertising Club of

Topeka, New Adventures in Advertising workshop
and clinic. Special copy clinic. Washburn U.,
Topeka, Kan.

April 30—Radio Television News Directors Assn.
spring board of directors meeting. Sheraton Rus-
sell Hotel, New York.

*April 30-May 1—United Press International
Broadcasters Assn. of Texas annual convention.
UPI’s national radio-tv editor of Chicago will be
featured speaker. Special program from Air De-
fen?e Command, Colorado Springs. Baker Hotel,
Dallas.

MAY

May 2—Reply comments due on FCC rulemaking
to duplicate 23 clear channels with additional
nighttime service.

May 2-4—Assn. of Canadian Advertisers con-
ventlon, Royal York Hotel, Toronto, Ontario.
May 3—Conelrad drill scheduled by FCC for
all radio and tv stations in alf states except Hawaii
and Alaska. Duration: one half-hour at time cor-
responding to 1 p.m. EST,

May 4—Reply comments due on FCC proposal to
add additional vhf channels to several principal
markets through reduced mileage separations.

May 4—Station Representatives Assn, awards
luncheon. The Silver Nail Timebuyer of the Year
award and Gold Key will be presented. Waldorf-
Astoria Hotel, New York.

May 5-8—American Women In Radio & Televi-
sion national convention. On agenda: an all-day in-
dustry forum; six radio-tv workshops and general
session on radio programming, tv commercials
and educational tv. Final day will be devoted

to business meeting, including election of officers.
Pick-Carter Hotel, Cleveland.

May 6-7—U. of Wisconsin journalism Institutes,
Wisconsin Center, Madison,

May 9-11—lInstitute of Radio Engineers Sym-
posium, Hotel del Coronado, Coronado, Calif,
May 10—Wisconsin Fm Station Clinic, Center
Bldg., U. of Wisconsin, Madison.

May 12-15—Advertising Federation of America
Fourth District convention, Beach Club Hotel, Fort
Lauderdale, Fla.

*May 13-14—South Dakota Broadcasters Assn.
annual meeting. Sheraton-Johnson Hotel, Rapid
City.

May 14-16—Advertising Federation of America
2nd District convention, Skyline Inn, Mt. Pocono,
Pa.

May 15-18—National Sales Executives-Interna-
tional 25th annual international distribution con-
gress and business aids show, Statler-Hliton Hotel,
Buffalo.

May 17—Academy of Television Arts & Sciences,
forum on “Easterns,” film production in New
York, Gold Medal Studios, 807 E. 175th St.
May 18—Sigma Delta Chi annual banquet. Dis-
tinguished journafism service awards in 15 cate-
gories will be presented. National Press Club,
Washington, D. C

May 18-20—Electronic Industries Assn. annuai
convention, Pick Congress Hotel, Chicago.

May 18-21—Pennsylvania Assn. of Broadcasters.
Galen Hall, Reading, Pa.

May 19—Southern California Broadcasters Assn.
luncheon meeting. MacManus, John & Adams, L.A.,
wili present the program. Hollywood Knickerbocker.
May 21-22—lllinois News Broadcasters Assn.
spring meeting, U. of Illinois campus, Urbana.
Combined clinic and business meeting will be
jointly sponsored by INBA and university’s Col-
lege of Journalism and Communicatlons, with
some sessions at Inman Hotel, Champaign.

May 26-31—National Federation of Advertising
Agencies annual management conference. Northern-
aire Hotel, Three Lakes, Wis.

JUNE

June 1-3—International Advertising Assit. 12th
annual congress, Waldorf Astoria, New York.
*June 4-5—Oklahoma Associated Press Broad-
casters Assn. Trade Winds Motel, Tulsa.

June 5-9—Advertising Federation of America
convention, Hotel Astor, New York.

June 5-9—Assn. of Industrial Advertisers annual
convention. Shoreham Hotel, Washlngton, D.C.
June 7-23—National Sales Executives-Interna-
tional eighth annual session-graduate school of
sales management and marketing, Syracuse U.,
Syracuse, N.Y.

June 8—Academy of Television Arts & Sclences,
forum on tv and politics, ABC.

June 12-17—Fourth Annual Communications In-
stitute for High School Students, institute on
broadcasting sponsored by School of Journalism,
Pennsylvania State U., State College, Pa,

June 13-17—International Advertising Film Fes-
tival, Lido, Venice, Italy.

June 15-17—American Marketing Assn.
meeting. Hotel Leamington, Minneapolis.
¢June 19-24—National Advertising Agency Net-
work national conference. Oyster Harbors Club,
Osterville, Mass.

annual

# June 20—National Academy of Television Arts

& Sciences presents annual Emmy Awards. Pres-
entation to be carried over NBC-TV, 10-11:30
p.m. EDT.

*June 20-21—Chicago Spring Conference on
Broadcast and Television Receivers, Graemere
Hotel, that city, running concurrently with Inter-
national Home Furnishings Market. Emphasis will
be on home consumer entertainment field under
sponsorship of Chicago Section of Institute of Ra-
dio Engineers.

®June 22-24—Second National Conference on
Electronic Standards. Co-sponsors: National Bureau
of Standards, Institute of Radio Engineer's profes-
sional groups of instrumentation and microwave
theory and techniques and American Institute of
Electrical Engineers, National Bureau of Standards
Labs, Boulder, Colorado.

¢June 23-25—Maryland-D.C. Broadcasters Assn.
annual meeting. Ocean City, Md.

?June 24-25—Colorado AP Broadcasters Assn.,
Pueblo.

BROADCASTING, March 21, 1960



HOW
DO

THE
PIECES

FIT
TOGETHER?

The two solid blocks of wood (illustrated) dovetail
securely together. The other two vertical sides (not
visible) look precisely the same as the two vertical
sides shown, How are the pieces put together?

(Send your correct solution to WMAL-TV to win a
copy of Dudeney's “Amusements in Mathematics,”
published by Dover Publications, inc., N. Y. C.)

{To see how WMAL-TV’s coverage of the Washing-
ton area dovetails with client marketing plans, check
with the H-R man.)

wmal-tv

Channel 7 Washington, D. C.

An Evening Star Station, represented by H-R Television, Inc.

Affiliated with WMAL and WMAL-FM, Washington, D.C.; WSVA-TV and WSVA, Harrisonburg, Va.
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MONDAY MEMO

from CLAY ROSSLAND, media director, Campbell-Mithun Inc., Chicago

Criticism can be two-way street

Television is a peculiar business.

Everybody seems to know more
about it than the people engaged in it.
Anyone can be an expert. All he has
to do is to spend a few minutes a day
reading a column in his newspaper,
plus a little time with the weekly and
monthly magazines.

The television critics for the print
media are an amazing lot. They are
experts in programming, research, busi-
ness and finance, labor relations. ad-
vertising and almost anything else that
concerns a network president or a sta-
tion manager. It seems odd that televi-
sion doesn’t hire some of these ex-
perts and solve its problems at once.

We are not saying that it is bad that
the public reads so much about the
problems confronting the television in-
dustry and their solutions, but we some-
times wonder if the public is aware that
they are not necessarily reading un-
biased viewpoints. Newspapers and
magazines are competitive to broad-
casting, highly competitive, even when
they are owned by the same interests.

Critics Are Critical e Television
critics rarely are friendly to the broad-
cast industry and some print media are
even known to editorialize a little in
their news columns about problems in
the broadcast and advertising fields.

It is rarely pointed out that some of
the abuses that lately have been plagu-
ing television have their counterparts
in newspapers. Or that many of the
television commercials which have been
criticized by the press have print ver-
sions which are equally objectionable.

It’s fun to speculate on what a News-
paper Column of the Air would be like
on radio or television. It would prob-
ably get about a 0.1 rating, but every-
one has read that ratings are silly any-
way so that is no problem. Let’s see
what we could do with such a column:

How It Might Sound » “Good even-
ing, ladies and gentlemen. This is your
Newspaper Column of the Air. Tonight
we are going to take you on a front to
back tour through the pages of the
Big Town Gazette.

“Ever since the new management
took over at the Gazette, this paper
has been going downhill. True, it has
had a 25% circulation gain and a
10% increase in advertising revenue,
but we are talking about quality, not
quantity. It behooves this management
to get on the ball and start thinking
about public service and community
needs—not dollars for the stockholders.
But, the newspapers are not licensed

20

by the government and are subject only
to newsprint limitations, libel laws,
competitve considerations and they can
always scream about freedom of the
press when attacked.

“Let’s start on the front page. Take
the headline as an example of what’s
happening to this paper—'Sex Maniac
Kills Ten on Lovers’ Lane.’ Certainly,
in a paper that boasts of its home-
delivered circulation, that story would
have been better placed on Page 3
(if they had to print it at all) with the
front page featuring something like
‘Broadway Being Repaved.” We counted
the lines on the front page and 52%,
more than half, were devoted to stories
of crime and violence. No wonder we
have juvenile delinquency in this city.

“While we were in a counting mood.
we added up the number of pages of
advertising in last night’s Gazette. Want

Clay Rossland has been on both sides
of the fence in broadcast advertising—
station representative and agency. Now
he rides herd on all communication
avenues as media director in Campbell-
Mithun’s Chicago office. A business ad-
ministration graduate of the U. of
Minnesota, he siarted his advertising
career with Knox Reeves Adv. at Min-
neapolis in 1941. After four-years in
Navy, he returned to that agency to
head media analysis department. He
then switched to timebuying, handling
several network programs for General
Mills plus spot business and Wheaties’
baseball broadcasts. Mr. Rossland
joined Weed & Co. in 1949 and sub-
sequently headed the station representa-
tive’s Chicago office. He joined Camp-
bell-Mithun in 1955.

to guess? 65% advertising! And they
scream about the Jack Paar Show.

Kidneys and Bladders e “That de-
partment store ad on page 4 certainly
was in bad taste. Seductive models in
scanty lingerie certainly have no place
in a home newspaper. This is typical
of the attitude of this paper—anything
for a buck. And how about the kidney
and bladder ads and the pile cures?
Certainly not very appetizing reading
right next to the food section.

“Speaking of the food section, we're
glad to see that the editor is watching
our Kitchen Show. Those turnovers
were delicious when we sampled them
in the studio kitchen last week. Won-
der if the Gazette has a kitchen?

“The society page was divine. More
board chairmen’s daughters coming out
and glamorous goings on over in the
country club district. Oh yes, and a
Mary Smith got married in three lines
on South First St.

“On page 5 where Aunt Beth's
‘Garden Column’ ran for 20 years they
now have a syndicated Broadway
column. How do they expect to develop
focal talent if they cut ‘em off?

“I know Aunt Beth didn’t show up
too well in that recent readership study,
but she had a very loyal following and
she is such a sweet lady. Besides, how
can anyone say that what a mere hand-
ful of people read can be any indication
of what half a million people read?

“I understand that the sample for that
survey was only 300 people. How
ridiculous! Even if the readership
figures were accurate, isn’t it the editor’s
responsibility to wuplift the readers’
tastes—not give them drivel like that
New York column.

Press Payola  “The Gazette devoted
three pages to sports last night—most
of it to basketball tournaments. Why
don’t they leave this kind of thing to
radio-tv stations and live coverage? I
see that some of the writers are down
South again for baseball’s spring train-
ing season. I guess everybody knows by
now that not all newspapers pick up
the tabs for these junkets. Payola is a
many-sided thing.

“The comic page continues to feature
violence and killing. Fearless Fosdick
shot 10 innocent bystanders—his lowest
bag of the week. Daisy Mae continues
to wear those sexy rags and Li’l Abner
doesn’t notice. I'll bet your sons do.”

Format not copyrighted. Nor recom-
mended. But it suggests: would news-
papers long endure this sort of critique,
the type they’'ve been showering on tv?
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o every thing there is a season, and a time to evety purpose.
; l Ecclesiastes %:1°

To each purpose there is a proper time for accomplish-
ment. The important thing is having the perspective to
recognize it.

Successful advertising is predicated on this axiom, also.
For whether an advertiser seeks a broad or a select, a
laboring or a white-collar, a youthful or an adult audi-
ence for his sales message . . . tastes and interests differ
widely ; and there is a specifically effective time to reach
every audience. The important thing is having the per-
spective to employ it.

In the Maryland Market, WBAL-TV programs to sat-
isfy the variety of needs of the widest practical audi-
ence, but with the perspective to reach every audience
in direct relationship to the significance its percentage
bears upon the whole. Our schedule is so balanced,

BROADCASTING, March 21, 1960
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carefully, because we have a public responsibility to
provide entertainment, information and education for
all of our viewers. Thus, at WBAL-TV, an advertiser's
efforts may be directed specifically to the particular
audience he seeks. The time he requires to accomplish
his purpose remains only to be realized.

““To every thing there is a season, and a time to every
purpose . . ."” the prophet says. At WBAL-TV in Balti-
more, our advertisers reap the fruit of time well spent.

NBC Affiliate/Channel 11 /Associated with WBAL-AM & FM.

WBAL-TV BALTIMORE
Nationally represented by Edward Petry & Co., Inc.
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" For SALE

00 EYES and EARS
In the Ric_h Rochester Area

As every time buyer knows, you
really don’t buy time on TV, you
buy EYES and EARS!

We're very happy to tell you that,
based on the latest Nielsen Report
for the Rochester Area (November
1959), Channel 10 focuses no less
than 714,560 beautiful eyes on
your sales message afternoons from
noon to 6:00 P.M.—and an equal
number of dainty and attentive ears!

Based on the same Nielsen Report,
Channel 10 focuses 689,040 eyes and
ears on your sales message every
evening, from 6:00 P.M. to Mid-
night, seven days a week!

In other words, Channel 10 offers
you 569, of the TV viewers in the
Rochester area, afternoons—and
549, of the Rochester area viewers
every evening!

SO—if you want the majority of
viewers and listeners in the Roch-
ester area to see and hear about
your product, your best buy, now
as always, is Channel 10!

7 % ' e =2

CHANNEL 10

ROCHESTER, N.Y.

CBS BASIC (WVET-TV » WHEC-TV) ABC AFFILIATE
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FOR VHF

POWER

time tested RCA-6166 and the new ceramic-metal RCA-6166-A

RCA-6166 is one of the most respected power tubes in broadcasting. Its dependability and long operating life are
bywords with station engineers all over the world. This kind of service means extensive transmitier operating economies,
and keeps the business office as happy as the engineering department.

Now, consistent with its practice of bringing you the latest technical advances, RCA offers you a ceramic-metal version
of this famous tube, the RCA-6166-A. The use of ceramic insulation makes possible somewhat higher maximum plate-
voltage ratings for the 6166-A and permits operation up to 220 Mc. The 6166-A is directly interchangeable with the
6166. You'll get the same outstanding service from RCA-6166-A as you have learned to expect from RCA-6166.

Get full details on these and other RCA broadcast tubes from your nearest RCA Distributor of broadcast tubes. He also
carries RCA Sound Tape for your convenience. Call him for prompt, complete service.

i RADIO CORPORATION OF AMERICA

Broadcasting Industry .
through Electronics % Electron Tube Division Harrison, N. J.
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of audience

And look at these other facts about WBZ-TV!

B Most national advertisers of any Boston TV
station—193 compared to 148 for the second-
place station. ® Most newscasts of any Boston
TV station. B Public service programming —
234 hours and 12,667 spot announcements con-
tributed last year to 203 charitable projects.
8 Most local air personalities —more than any
other Boston TV station. & Most awards of
all Boston TV stations. *ARB

That’s why, in Boston, no TV spot
campairgn is complete without the WBC

station, € & _Tv

BOSTON

Represented by Television Advertising Representatives, Inc.
o

‘@\f\@mstinghouse Broadcasting Company, inc. nr-:;Loe
\/@ ncnel

o
tuevision cod8
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GRADE A COVER 4 -
FOR MORE CONSUMER Ny,

Thar any ortier Aorlh Czrof;
e | (A /’o/mr; cS'/af,-o”

. roJemew il L B 1 1 -

PROOEF:

Within its Grade A telecasting area, WSJS-Television reaches
a consumer population of 1,393,420 with total spendable income
of $1,827,286,000. In North Carolina’s biggest Metropolitan
market located in the rich industrial Piedmont, the WSJS-
Television market represents a more powerful buying force
than that offered by any other North Carolina station.

WSJS television

Winston-Salem / Greensboro

&

2 G CHANNEL 12

Headley-Reed, Reps.
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TV LIVING UP TO BOOM

Network advertisers are buying now for the fall schedules

548 BROADCASTING

THE BUSINESSWEEXLY OF TELEVISION AND RADIO

March 21, 1960
Vol. 58 No. 12

FORECASTS

Trend in spot tv is to short-term, high-volume campaigns

National advertisers are spending
more in tv— and faster — than ever
before.

The boom this early in 1960 is in-
dicated in a spot check of major tv
agencies and station representatives.
Reported are substantial increases
which indicate March to be at a peak
both in network fall selling and in spot
sales.

The prediction earlier this year of
more than $1.6 billion in net time and
talent in television (BROADCASTING,
Feb. 15) would appear to be assured.

But it is the brisk pace of advertisers
in tv that has the medium’s business-
man guessing and hopping. The net-
work sales pace—well ahead of last
year—and a trend to short-term buying
in spot and at a high billing volume
should keep salesmen scurrying for
months to come.

Fast Change ¢ What was conven-
tional yesterday is out-dated today.
Only a short time ago, time salesmen
vainly sought to convince agencies that
tv schedules could accommodate 20-
second commercials just as well as 60-
second announcements and in prime
time periods. Now suddenly the pick
up is in 20s, and 1D’ (10 seconds) are
following along. Some representatives
go so far as to predict a 20-second
availability comeback after lagging be-
hind in popularity for nearly 2% years.

A fast network sales pace, however,
cannot but help spot business. Sales-
men can peddle adjacencies, offer
availabilities and ease time sales much
earlier than usual. It also can allow
for advertisers to come to quicker de-
cisions on how much of a budget ought
to go into tv and where.

The $1.6 billion estimate comes from
the Television Bureau of Advertising.
The figure is $1,685.5 million in net
time and talent, or a 10.5% increase
over 1959, Last year, McCann-Erick-
son reported $1,525.5 million in tv, or
a boost of 12.6% over 1958.

The peak March comes on top of a
formidable report from TvB that na-
tional advertisers last year placed $1.23
billion in tv at gross rates, or some 14%
over 1958 (see story, page 28).

Gains Along the Line ¢ In network,
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advertisers are expected to place $850
million for net time and talent, an in-
crease of 8%. In spot, the forecast is
for $513.5 million in advertiser monies,
a gain over 1959 of 12%. Local tv
business is expected to gain a fat 15%
—from $280 million in 1959 to $322
million this year. Tv's share of all ad-
vertising in measured media: 14% com-
pared to 13.8% in 1959 and 13.1% in
1958.

Each of the networks—studiously
avoiding details at a time when com-
petition is at a height both in selling
and in program scheduling—reports it
is operating in an excellent sales climate
for next season. ABC-TV is looking for
its biggest season yet, reporting more
than $50 million now committed, its
schedule nearly 90% set and orders
coming in faster than they can be made
firm. CBS-TV and NBC-TV are more
cautious but program lineups are taking
shape and advertisers jousting for the
most favorable buys. Procter & Gamble
and General Foods, to name but two,
already have announced early network

buys for the 1960-6i season. ABC-TV
only last week wrapped up Gillette as
an advertiser of a year-round sports
package—Gillette upping its tv budget
about 20%.

Substantial is the Word ¢ Agencies—
those which billed high in spot and in
network last year—and station repre-
sentatives report they are handling “sub-
stantially” more tv business than they
did at this time in 1959,

J. Walter Thompson, for example,
sees “substantial increases” in spot tv al-
ready underway, its spot buying on all
major accounts over the last year’s level.
BBDO finds a general increase,
enough to make 1960 a “better year”
than 1959 which was “a good year”
as compared to 1958, “a bad year.”
Young & Rubicam says this year should
find spot billing “very substantial” with
spot testing of new products again lead-
ing the way.

Other agencies react similarly, Ben-
ton & Bowles in a “very good” spot bill-
ing position and predicting increases
for the agency this year, Grey Adv. “do-

Time and talent spending in tv: 1949-1960

Total

Network

i Spot

(Millions)
This chart shows e
where the various cate-
gories of tv spending 1,500
(net time and talent)
have been and where
they appear to be 1,250
headed. It’s extracted
from new TvB sales
presentation slide and 1,000
is based on TvB and
McCann-Erickson data.
Total billing is ex- 750
pected to increase 10%
this year. Network
spending should jump 500
at least 8% and spot
sales are expected to 250
gain about 12%. Local
business expects a
booming 15% increase.
1454

1 Local
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ing well” and stating its billing “will be
up,” and Cunningham & Walsh noting
gains, enough certainly to “cover rate
increases.”

Those station representatives willing
to estimate percentage increases in spot
volume this year were in the 6-10%,
range, though one station representa-
tive billing considerable tv business ac-
knowledged it now is 27% ahead of last
year (mostly reflected in New York
and Chicago with the West Coast a
little slower).

Pick-up Speed ® A few representa-
tives found the going sluggish at the
start of this year but spot volume since
has picked up speed and march is com-
ing in strong. Not one station repre-
sentative however finds everything to its
liking. The difficulties include some
weak markets, a very unpredictable

summer and a trying tendency toward
short-term buying.

It's generally agreed that the 20-min-
ute spot in periods adjacent to network
shows, long overdue for a resurgence,
may finally become much sought after
by advertisers. The 60-minute spot an-
nouncement as usual is no. I on the
agencies’ list of spot periods most-
favored.

The “bread and butter” tv advertisers
(spot or network) are buying heavily.
Foods and cigarette advertisers lead this
category. Buying for new food brands,
led one executive to predict that this
will be responsible mainly for heaithy
spot billing.

A refrain among representatives: The
key is the summer period. Some point
out that network improvement of sum-
mer program fare can sustain viewer

interest and hold audiences, thereby pro-
viding a stimulant to spot.

Some advertisers this year are show-
ing a keen interest in spot where it was
not evident before. Studebaker, for ex-
ample, entered the medium; United
Fruit is back and Universal Appli-
ances new to the medium. Even “vet-
eran” Colgate - Palmolive has placed
spot tv schedules for its soaps, a product
heretofore in network. Cigarette adver-
tisers are becoming “increasingly ac-
tive.” A pull out by one finds more
tobacco company takers ready to move
in. Coffee advertisers are busy in spot:
Maxwell House has been buying news
shows; Yuban, another General Foods’
coffee, is out of the test market stage
and buying; Folgers is spending some
$15-18,000 per week in flights in Chi-
cago alone.

1959 WAS A RECORD TV YEAR TOO

Total billing: $1.23 billion; spot up 18%, networks up 10.7%

National advertisers piled their chips
$1.23 billion high in television last year.
This figure representing the combined
estimated gross billing for network and
spot (national and regional) is about
14% over the 1958 level.

The continued build up in national
gross time purchases is reflected today
(March 21) in Television Bureau of
Adpvertising's reporting of fourth quar-
ter spot tv billing.

The last quarter of 1959 found tv
spot hitting $165,732,000 bringing the
year's spot total to $605,603,000. To
this is added a tv network total of over
$627.3 million reported earlier (BROAD-
CASTING, Feb. 22), or an overall na-
tional advertiser tv billing of more than
$1.23 billion at gross rates.

In the national billing columns, the
figures have been all to the good.
Fourth quarter 59 in spot compared
with $149.1 million for the period in
the preceding year. For the 316 sta-
tions reporting in the fourth quarter
for both years the increase was 13.3%.
For the year, the gain was 18%.

As for the tv networks' gross time
billing, last year’s total represented an
increase over 1958 of 10.7%.

P & G Basks in Spot ¢ Procter &
Gamble spent more in spot during the
fourth quarter than it did in network
that same period. P & G's spot spend-
ing came to over $12 million in spot
time purchases at the one-time rate as
compared to over $11.3 million in net-
work.

Second ranking fourth quarter spot
advertiser was Adell Chemical Co. with
over $4.4 million in the medium. Third
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position was occupied by General Foods
with nearly $3.6 million (over $5.4
million in network that period) and
fourth place went to Bristol-Myers also
with more than $3.5 million in spot
{compared to its near $2.7 million in
network). Other top national-regional
spot advertisers in the order of their
rank:

Colgate-Palmolive with $3.2 million -

($5 million same period in network),
American Home Products at $3.2 mil-
lion ($7.9 million same period in net-
work), Brown & Williamson Tobacco
at $3 million ($2.6 million same period
in network), Continental Baking Co. at
$2.9 million, Lever Bros. at $2.7 million
($7.5 million same period in network)
and International Latex Corp. at $2.6
million.

Auto spot e The automotive classifi-
cation in spot showed an appreciable
climb in the fourth quarter to $5.4
million in 1959 from $1.9 million in
the 1958 quarter; similarly toys to $2.9
million from $2 million; tobacco to $9
million from about $5.8 million and
watches-jewelry-cameras to $1.7 million
from $861,000.

In a breakdown of billing into day
and night periods for the fourth quarter,
the daytime total came to over $62.2
million, an increase of 37.6% over the
same period in 1958; in nighttime, an
$81.9 million total represented a gain
of 49.4%, and as for late night, the
$21.4 million total was a 13% increase.

Announcements by far still take the
greatest slice of the advertiser’s dollar-
interest: $127.9 million or 77.2% of
the total spot gross in the fourth quar-
ter. Advertiser ID purchases amounted

to $17.6 million or 10.7% and pro-
grams took $20 million or 12.1% of
fourth quarter billing.

The list of first-time advertisers
among the top 100 spot spenders found
these coming in at the fourth quarter:
Contadina Foods, Kayser—Roth Hosi-
ery Co., Lanvin Parfums, Louis Marx &
Co., North American Philips Co., Qual-
ity Bakers of America Cooperative Inc.

Spot tv billing is compiled by TvB
and N.C. Rorabaugh; network by Lead-
ing National Advertisers-Broadcast Ad-
vertiser Reports.

The top 100 clients

FOURTH QUARTER 1959
{Source: TvB-Rorabaugh)

RANK Est. Expenditure
1. Procter & Gamble Co. $12,035,400
2. Adell Chemical Co. 4,424,200
3. General Foods Corp. 3,592,200
4. Bristol-Myers Co. 3,536,600
5. Colgate-Palmolive Co. 3,266,300
6. American Home Products Corp. 3,207,800
7. Brown & Williamson Tobacco Co. 3,007,200
8. Continental Baking Co. 2,933,500
9. Lever Brothers Co. 2,742,100
10. International Latex Corp. 2,687,600
11. Miles Labs., Inc. 2,267,900
12, Warner-Lambert Co. 2,100,800
13. Vick Chemical Co. 1,966,500
14. Pillsbury Co. 1,794,300
15. Standard Brands Inc. 1,517,900
16. Kellogg Company 1,404,800
17. Robert Hall Clothes Inc. 1,346,300
18. Nestle Co. 1,337,700
19. American Tobacco Co. 1,332,000

20. Liggett & Myers Tobacco Co. 1,293,900
21. Wesson 0Qil & Snow Drift 1,062,400
22. Sterling Drug Inc. 1,061,500
23, William Wrigley Jr. Co. 1,047,200

24. Avon Products Inc. 1,039,500
25. J. A. Folger & Co. 1,026,900
26. Ford Motor Co./Dealers 999,700

27. Coca-Cola Co./Bottlers 991,900

28. Plough Inc. 916,300
29. Max Factor & Co. 908,000

30. Wander Co. 874,700
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RANK Est. Expenditure
31. Corn Products Co. 837,000 R
T e Sy 52% New ABC-TV rate card has summer discount
33. P. Lorillard & Co. 826,100 . . 3
34. Revlon Inc. 806,000 ABC-TV has gone seasocnal in its is $85,000 for each Class A hour, com-
35. Schick, Inc. 802,100 new rate card, No. 9, which takes ef- pared with $80,000 on No. 8.
36. Anheuser-Busch Inc. 767,200 . . .
37. E. & J. Gallo Winery 732,100 fect Oct. 1. For the first time, bigger The announcement by William P,
gg- g;[}?ralMMoprls Corp. ;ig.ggg discounts are available for the summer, Mullen, ABC vice president for tv pet-
o Pe;;'i’ COfa'"éo_?‘Eomers 714000 Which will run 16 weeks. The 16-week work sales, said advertisers buying more
4;4 gajtea Protl‘l;ct% an. c Z;é,lgg summer rates will compare favorably than $5.2 million total volume in an
42. R.J. Reynolds Tobacco Co. 1 A _ : . "
a3, National Biscult Co. 690,900 with 13-week summer seasons at other established discount year cou!d quahty
44. General Toy Co. #88,500 networks, ABC-TV notes. Summer at for a 30% overall discount in lieu of
32- gﬁfésrgudat:;‘geg'sgaéoc°fp- 23}288 ABC-TV will run from Sunday May 28 other discounts (volume and time pe-
47. General Motors Corp./Dealers o63.000 to Saturday Sept. 16 during 196]. riod), electing whichever is better.
48. hanor:in Plus Inc.Ph_I_ c 667,500 Discounts under the new card- are Individual station rates were not in-
50. Herene Curtls Industries t2va0g comparable to those on No. 8, but they cluded with preliminary copies of the
51. Heublein Inc. s14,800 are figured on a simplified structure new network rate card. This list is
gg '(‘;‘gmaclh n:i']fs'"l‘:ga' 6 610,200 based on dollars spent rather than on due about April | and probably will
54. Minute Maid Corp. 603,200 hours. The minimum cleared gross now show a 5-6% average increase.
55. Texize Chemical Co. 586,500
56. Carling Brewing Co. 580,500
57. Pabst Brewing Co. 575,700
58. Shell 0il Co. 558,000 . .
59, Drug Research Corp. 547,500 87. Louis 'Marx & Co. 417,000 ALE, BEER & WINE 11,729,000
50. Ralston-Purina Co Gy e GEITE SIS e, 416,600 Beer & Ale 9,716,000
61: Maybelline Co. ' 543:100 89. E. F. Drew Co. 401,000 Wine 2,013,000
62. Helena Rubinstein Inc. 531,700 32' Bl;?t?dnvcim?rscfﬁc 332";’88 AMUSEMENTS, ENTERTAINMENT - 299,000
63. Jos. E. Schlitz Brewing Co. 528,000 43" 5ur"0il Co. - 388000 AUTOMOTIVE 5,435,000
64. American Chicle Co. 522,500 . n 4 Anti-Freeze 121,000
&5, Gillette Co 513'700 93. National Dairy Products Corp. 387,000 Batteries '
oo U S Borax & Chemical C 212100 94 Chunky Chocolate Corp. 385,500 SELEHCS 230,000

oz et O GEG] S, 33100 95" Monarch Wine Co. 384,600  Cars 3,938,000
2;' B e;e 'a°a”€bait ogos “ 293'300 36. Contadina Foods 382,500 Precsks&&ni"ml 19000
o9, Falstaff Brewins G h 97. Lanvin Parfums Inc. 379,400 rv raiiers . 139,000

: g Corp. 496,100 Misc. Accessories & Supplies 769,000
70. Tea Council of U.S.A 493100 98. Food Manufacturers Inc. 377,600
71 Fels & Co D 401800 .39 Paxton & Gallagher Co. 372,500 BUILDING MATERIAL, EQUIPMENT, :
72, Parker Pen Co aga 000  100. Gold Seal Co. 368,500 FIXTURES, PAINTS . 609,000

. b . Fixtures, Plumbing, Supplies 121,000
73. Esso Standard 0il Co. 481,000 Materials 196,000
74. Hertz Corp. 479,800 . ] © '
75. Alberto-Culver awose0  The kinds of business  fans 87000
76. Swift & Co. 456,700 Miscellaneous 54,000
77. Quality Bakers of America 449,500 ESTIMATED EXPENDITURES OF :
78. Welch Grape Juice Co. 449,200 NATIONAL AND REGIONAL CLOTHING, FURNISHINGS, |

CCESSORIES
79. Kayser-Roth Hosiery Co. 440,100 ACCE: 5,126,000
80. Standard Oil Co. (Indiana) 437200 S DVERTISERS Clothing 4,110,000
81. Associated Products Inc. 435,700 BY PRODUCT CLASSIFICATION Foogwear 514,000
82. Piel Bros. 432,700 FOR FOURTH QUARTER 1959 Hosiery 452,000
83. Pharma-Craft Corp. 430,300 Miscellaneous 50,000
84. Interstate Bakeries Corp. 428,700 AGRICULTURE $ 385,000 CONFECTIONS & SOFT DRINKS 6,696,000
85. Exquisite Form Brassiere Inc. 418,400 Feeds, Meals 214,000 Confections 3,792,000
86. Chrysler Corp. 418,100 Miscellaneous 171,000 Soft Drinks 2,904,000
L] L)
Global Van Lines moves—into tv
Global Van Lines, Los Angeles, gist (played by Richard Collier), to illustrate the spoken “Global

which for most of its three-year
history has specialized in transport-
ing military and industrial goods, is
now going out aggressively for gen-
eral moving business. Global’s slo-
gan, “The modern moving service
for fussy people,” will soon be
dramatized in 60-, 20- and 10-second
tv commercials created by Yilds &
Cantz, Los Angeles, Global agency,
and produced by Frederick K.
Rocket Co., with Alan Berger as
agency producer.

A typical 60-second sequence
shows Rock Witherspoon, ornitholo-

s

about to move but very concerned
about how it will affect his most
prized possession, the rare South
African “Wambus” bird. So he en-
trusts his moving to Global Van
Lines because, as the announcer
states, “Rock Witherspoon knows,
and you should too, that Global is
the modern moving service for
“fussy’ people.”

In come the movers, a pair of
smartly uniformed young men, who
go about their work expertly, even
lifting a martini glass from a shelf
and carrying it out on a satin pillow

g <

means extra care at no extra cost.,”
They complete their task by lifting

the sofa on which Mr. Witherspoon |
is reclining with his bird and a glass

of champagne, from which he is
seen sipping as the van’s doors close,
displaying the local agent’s name and
the Global insignia as the truck pulls
away from the curb and starts down
the street.

The Global commercials will be
seen in major markets starting in
late summer or early falt, sponsored
by Global itself and/or its local
agents.
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CONSUMER SERVICES
Ory Cleaning & Laundries
Financial
Insurance
Medical & Dental
Moving, Hauling, Storage
Public Utilities
Religlous, Political, Unions
Schools & Colleges
Miscellaneogus Services

COSMETICS & TOILETRIES
Cosmetics
Deodorants
Depilatories
Hair Tonics & Shampoos
Hand & Face Creams, Lotions
Home Permanents & Coloring
Perfumes, Toilet Waters, etc:
Razors, Blades
Shaving Creams, Lotigns, etc.
Toilet Soaps
Miscellaneous

DENTAL PRODUCTS
Oentifrices
Mouthwashes
Miscellaneous

DRUG PRODUCTS
Cold Remedies
Headache Remedies
Indigestion Remedies
Laxatives
Vitamins
Weight Aids
Miscellaneous Drug Products
Drug Stores

FOUD & GROCERY PRODUCTS
Baked Goods
. Cereals
Coffee, Tea & Food Drinks
Condiments, Sauces, Appetizers
Oairy Products
Desserts
Ory Foods (Flour, Mixes,
Rice, etc.)
Fruits & Vegetables, Juices
Macaroni, Noodles, Chili, etec.
Margarine, Shortenings
Meat, Poultry & Fish
Soups
Miscellaneous Foods
Mlscellaneous Frozen Foods
Food Stores
GARDEN SUPPLIES & EQUIPMENT
GASOLINE & LUBRICANTS
Gasoline & Oil
Oil Additives
Miscellaneous
HOTELS, RESORTS, RESTAURANTS
HOUSEHOLD CLEANERS,
CLEANSERS, POLISHES, WAXES*
Cleaners, Cleansers*
Floor & Furniture Palishes, Waxes
Glass Cleaners
Home Ory Cleaners
Shoe Polish
Misceflaneous Cleaners
HOUSEHOLD EQUIPMENT—
APPLIANCES
HOUSEHOLD FURNISHINGS
Beds, Mattresses, Springs
Furniture & Other Furnishings
HOUSEHOLD LAUNDRY PRODUCTS
Bleaches, Starches
Packaged Soaps, Detergents®
Miscellaneous
HOUSEHOLD PAPER PRODUCTS
Cleansing Tissues
Food Wraps
Napkins
Toilet Tissue
Miscellaneous
HOUSEHOLD, GENERAL
Brooms, Brushes, Mops, etc.
China, Glassware, Croctkery,
Containers
Disinfectants, Deodorizers
Fuels, (Heating, etc.)
Insecticides, Rodenticides
Kitchen Utensils
Miscellaneous
NOTIONS
PET PRODUCTS
PUBLICATIONS
SPORTING GOODS, BICYCLES, TOYS
Bicycles & Supplies
Toys & Games
Miscellaneous
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4,601,000
10,000
898,000
977,000
61,000
111,000
2,206,000
238,000
55,000
45,000
14,282,000
3,781,000
930,000
31,000
1,936,000
1,063,000
890,000
1,188,000
1,609,000
291,000
1,717,000
846,000
3,337,000
2,411,000
779,000
147,000

16,923,000
7,206,000
3,462,000
2,828,000

731,000
937,000
285,000
1,249,000
225,000

47,744,000
7,683,000
3,781,000

10,662,000
2,396,000
1,683,000

445,000

7,558,000
2,116,000
614,000
2,753,000
1,856,000
447,000
2,820,000
718,000
2,212,000
67,000
5,632,000
5,304,000
295,000
33,000

188,000

9,204,000
7,558,000
493,000
344,000
35,000
688,000
86,000

1,835,000
759,000
348,000
411,000

9,114,000

1,902,000

6,830,000
382,000

1,049,000
247,000
326,000

22,000
277,000
177,000

1,180,000
196,000

212,000
335,000
119,000
105,000

17,000
196,000

47,000
1,630,000
79,000

2,929,000
26,000
2,794,000
109,000

Artful Dodgers ® “Go get a Dodge!”
the gentlemen above urged Balti-
more radio and tv audiences. And
they did. In fact they got so many
Dodges that that brand reached third
place ameng cars in the local market

in February, according to Mark
Chenowith, advertising committee

co-chairman of the Baltimore Dodge
Retail Selling Assn,

The group account was handled
by Brahms-Gerber Adv., that city,
The theme was repeated on tv, radio
and through newspapers. The as-
sociation’s advertising budget for the
year ending March 1 was between
$75,000 and $80,000. Of that
amount some $24,000 was in tv and
approximately $36,000 was in radio,
according to the agency. Ten-second
humorous spots were employed on
tv in addition to sponsorship of a
10-minute 10 p.m. news show Mon-
day through Friday over WIZ-TV
Baltimore, In radio 10-second and
minute spots were used.

Mr. Chenowith reports that Dodge
was ranked seventh in the Baltimore
market at the end of 1959, ahead
of the national average, and he
credits the campaign for the car’s
climb to third place.

STATIONERY, OFFICE EQUIPMENT
TELEVISION, RADIO, PHONOGRAPH,

56,000

MUSICAL INSTRUMENTS 269,000
Radio & Television Sets 71,000
Records 92,000
Miscellaneous 106,000
TOBACCO PRODUCTS & SUPPLIES 9,023,000
Cigarettes 7,945,000
Cigars, Pipe Tobacco 923,000
Miscellaneous 155,000
TRANSPORTATION & TRAVEL 1,065,000
Air 844,000
Bus 37,000
Rail 166,000
Miscellaneous 18,000
WATCHES, JEWELRY, CAMERAS 1,768,000
Cameras, Accessories, Supplies 558,000
Clocks & Watches 14,000
Jewelry 94,000
Pens & Pencils 970,000
Miscellaneous 132,000
MISCELLANEOUS 2,672,000
Trading Stamps 462,000
Miscellaneows Products 1,076,000
Miscellaneous Stores 1,134,000

TOTAL

4Starting with the 4th Quarter 1958 liquid
cleaners (i.e. Lestoil) now included in sub-class,
“cleaners, cleansers.”

RADIO BILLING
Old story: Reynolds

still top advertiser

While R.J. Reynolds Tobacco clung
to its consistently top position in net-
work radio advertising for the four-
week period ending Feb. 7, replace-
ments took over the second and third
spots, in terms of home broadcasts
delivered, according to the National
Nielsen Radio Index released last week.

Pharmaco Inc. and Time Inc. moved
ahead of Vick Chemical and Whitehall,
respectively, in the top three. However,
in total network radio minutes White-
hall-American Home Products retained

£165,732,000

its No. 1 status, with Reynolds drop-
ping from second to fourth position.
The complete list:

HOME BROADCASTS

Total

Home

No. B'dcsts
of Delivered

Rank Advertiser B'dests (000)
1. R.J. Reynoids 312 128,720
2. Pharmaco 372 125,652
3. Time Inc. 197 117,791
4, Renault 169 103,450
5. Whitehali-Am. Home Prods. 140 98,059
6. Grove Div.-Bristol-Myers 109 79,267
7. Ex-Lax 149 75,2
8. Pepsi-Cola 181 70,810
9. Kellogg 88 65,028
10. F&F Labs 140 400
11. Hudson Vitamins 120 ,892
12. Campbell Soup a4 35,456
13. Automotive-Amer. Motors 89 35,310
14, Sterling Drug 88 33,925
15. Chevrolet-Gen. Motors 46 33,778
16. A.E. Staley 40 33,776
17. Sunsweet Growers 51 33,081
18. Electric Autolite 79 31,207
19, Wm. Wrigley Jr. 44 26,107
20, Mentholatum 32 25,220
COMMERCIAL MINUTES

No. Total

Comm’l  Comm’l
Mins. Min, Del'd

Rank Advertiser Atred  (000)
1. Whitehall-Am. Home Prods. 142 92,496
2, Pharmaco 303 91,804
3. Time Inc. 141 78,565
4, R.J. Reynolds 197 73,359
5. Renault 126 70,514
6. Grove Div.-Bristol-Myers 94 63,222
7. Kellogg 73 50,361
8. Wm, Wrigley Jr. 84 49,159
9. Ex-Lax 95 47,223
10. Oldsmobile-Gen. Motors 53 42,364
11. Chevrolet-Gen. Motors 58 39,380
12. Sterling Drug 106 38,555
13. Hudson Vitamins 97 32,333
14, A.E. Staley 40 31,353
15. Monroe Auto Equipment 53 24,409
16. Mentholatom 32 24,229
17. Automotive-Amer. Motors 67 4,146
18. Pepsi-Cola 57 23,938
19. Sunsweet Growers a9 23,053
20, F&F Labs 80 21,812

Ranked by total home broadcasts delivered and by
total commercial minutes delivered for individual
advertisers by all programs and participation on
all radio networks used.

Copyright 1960 by A.C. Nielsen Company
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sample, both Audimeter and

the prestige independent .-

Recordimeter — Audilog

: ]
with network audiences! :=::-:-
- L nificant difference’” between
¥

¥

the kind of people who
watch WPIX-11—New York's
leading Independent station
—and New York's leading
Network station.

The Nielsen "WPIX AUDI-
ENCE PROFILE" study pro-
vides a direct comparison of
audiences for the prime
qualitative categories of:

FAMILY INCOME

HOME OWNERSHIP

AUTOMOBILE OWNERSHIP

SIZE OF FAMILY

AGE OF HOUSEWIFE

OCCUPATION, HEAD OF
HOUSEHOLD

from 7:00-11:00 PM, seven

nights a week.

Qualitatively they are equal.

As Nielsen states: NONE
OF THE COMPARISONS
YIELDED A SIGNIFICANT
DIFFERENCE!"’

The “content” of a rating point on wWPIX-11 and the top  “nefwork look” brings increased sales impact to your
network- station in New York is the same!/ Nielsen commercial messages — makes them more receptive,
proved that incomes, home ownership, ages, jobs, L more effective, more productive.

: >

etc. follow identical patterns. * The reason is

logical and understandable. wpPix-11 is pro-
grammed like a Network station with net-
work-proven and network-quality shows
every half-hour, every night. This wPIXx-11

... Details upon request. ©@ 1360, WPIX

*Special Nielsen Qualitative Study for WPIX-11 ..
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ABC-TV

IS FIXED FOR BLADES

Gillette buys $8.5 million sports package
including fights, baseball, NCAA football

The Gillette Safety Razor Co. will
spend more than $12 million in tv
sports over a year’s period beginning
with the fall season.

This is 20% more than Gillette for-
merly invested for its tv sports partic-
ipation.

The safety razor company’s huge in-
vestment was disclosed last week in
New York as details were announced
by Gillette and ABC-TV of $8.5 mil-
lion worth of participation by the ad-
vertiser in a new year-round sports
package on ABC-TV.

Included in this package: NCAA
football, major league baseball and a
move to ABC-TV of professional box-
ing from NBC-TV on Friday nights to
Saturday nights. The package includes
13 telecasts of NCAA football begin-
ning Sept. 17 (ABC-TV reportedly paid
$6.2 million for rights to 26 telecasts,
that is a two-year pact, topping NBC-
TV’s bid by about $1 million); major
league baseball of the week series every

The Caseys at the bat ¢ Baseball caps
are worn (I to r) by Thomas W,
Moore and Oliver Treyz, respective
programming vice presidsnt and presi-
dent of ABC-TV, at news conference
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Saturday starting April 16 and fights
from Madison Square Garden, starting
at 10 p.m. Saturdays.

Included in the baseball pact are 13
San Francisco Giants games and con-
tests from Kansas City and Washington.
The starting time is 4 p.m., which ABC-
TV’s Thomas W. Moore, vice president
in charge of programming, thought
would mean the Game of the Week
would not begin on ABC-TV until the
game in a similar series aired on CBS-
TV was completed.

The boxing matches will be switched
to a Saturday night because ABC-TV
has prior commitments for its Friday
night schedule, the network said. Miles
Labs, through Wade Adv., will co-
sponsor the fights, while Brown & Wil-
liamson, through Ted Bates, is expected
to take one-half with Gillette of a post-
fight show that will run five minutes
or longer (a 22-minute show is pos-
sible).

A. Craig Smith, Gillette's vice pres-

disclosing Gillette's $8.5 million sports
participation contract. A. Craig Smith
and Vincent C. Ziegler, respective ad-
vertising vice president and president
of The Gillette Co. are hatless.

ident in charge of advertising, said
NBC-TV dropped the fights because
the network “felt boxing fell into dis-
repute and didn’t want to carry it any
more.” Mr. Moore said that ABC-TV
didn’t “share the opinion” of NBC-TV
and thought that properly supervised
though not in an “administrative role,”
boxing bouts were good, wholesome en-
tertainment. He noted that audiences
were ready to accept a good match and
that they have proven power to beat
Westerns.

The Gillette-ABC-TV contract does
not affect sponsorship of the World
Series and All-Star Games on NBC
radio and tv though radio coverage of-
boxing will be dropped. In the Madi-
son Square Garden agreement, rights
include payment of about $24,500 per
telecast.

Gillette, whose agency is Maxon, is
testing a male deodorant (called Right
Guard) on the West Coast and is con-
sidering introduction of new men’s
toiletries products, some of which may
be advertised on the sports schedule in
addition to blades and razors.

Advertisers accept
too many media claims

Advertisers are letting down their
guard and -“accepting more media
claims at face value than they should,”
Will’'am H. Ewen, advertising director
of Borden Foods Co., asserted.

Advertisers all must share the blame
for the confusion over existing stand-
ards and measurements and are being
“lured down erratic trails that lead to
the heart of today’s tangled jungle of
media comparisons,” he told a luncheon
of the New Orleans Advertising Club
and Audit Bureau of Circulations.

Mr. Ewen felt “it is the influence of
the advertiser, his demands, and his ap-
proach to problems which really estab-
lish the ground rules and set the paths
which agencies and media are obliged
to follow.”

Fads, whims and sometimes the in-
fluence of company ‘management often
pre-empt the advice of the experienced
media buyer and “guides we have
learned to trust,” he suggested. “Con-
sciously or unconsciously, advertisers
are leading media down trails toward
less adequate measurements and in-
creasing confusion.”

They are “taking flyers in some
media on the basis of face value claims,
golf course conversations and elaborate
presentations” instead of on “evidence
of proved performance and, seemingly,
without regard for tested measure-
ments,” Mr. Ewen charged. The net
result, he added, is the recognition and
encouragement “of the very practices
and types of media relations which ad-
vertisers once fought to remedy.”
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Everyone's a weather-watcher! And now more watchers
than ever are switching to WSOC-TV for the only

radar weather service in the Carolinas. Here's more
strength for the dynamic program structure that

is changing audience patterns of Charlotte television.

For America's 25th largest tv market—your best buy

is WSOC-TV. One of the great area stations of the nation.

CHARLOTTE 9—NBC and ABC. Represented by H-R

WSOC and WSOC-TV are associated with WSB and WSB-TV, Atlanta; WHIO and WHIO-TV, Dayton
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ON THE SPOT!

WITH THE BEST SPOT BUY
from -
MAINE to NEW ORLEANS

* WL0B

and the Lobster Network
Portland and the state of
MAINE

* WARE

Ware, Worcester
Springfield,
MASSACHUSETTS

" WHL

Boston,
MASSACHUSETTS

" WWOK

Charlotte,
-NORTH CAROLINA

[ ]
WJBW
New Orleans,
!T‘OUISIANA
Reac.ii"ihg a total population of

OVER 5,730,000

with a buying income of

$6,100,000,000
GET YOUR SHARE!

See youfﬂ L
National Representative

RICHARD O'CONNELL CO.
WLOB, WHIL, WWOK, WIBW

BREEN & WARD CO.
WARE

TARLOW

ASSOCIATES

SHERWOOD J. TARLOW, president

34
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C-M HAS SOME TIPS FOR RADIO

Agency’s Morgan offers evaluation to SCBA

The trend toward commercial blocks
in radio—12 minutes of music followed
by a block of commercials frequently
containing three com-
mercials or two com-
mercials and ‘two pro-
motions —.doesn’t
seem right to Camp-
bell-Mithun, Paul
Morgan, vice presi-
dent of the agency
and head of its Holly-
wood office, told last
Thursday’s (March 17) meeting of
Southern California Broadcasters Assn.

“All of our experience, research and
horse sense says it isn’t right,” Mr.
Morgan stated. “This knowledge says
the last commercial is the one remem-
bered. And great creative (material)
doesn’t help if three wonderful com-
mercials such as L&M’s march, Fal-
staff’s zippy jingle and CMA Airlines’
beautifully haunting melody are back-
to-back.

“But,” he quickly added, “We’re open
to correction. If you can show us re-
searched reasons why music blocks fol-
lowed by commercial blocks are best,
we’ll buy.”

Reminding the station executives that
of the top 25 agencies in size only one
puts a greater percentage of its total
billings into radio, Mr. Morgan de-
clared that Campbell-Mithun “loves”
radio because of the medium’s “con-
stant immediacy,” constant because
“radio constantly surrounds the con-
sumer” and immediate because of
radio’s news aspect which “‘can give a
product a newsy importance, a newsy
excitement.

“Don’t undersell radip,” Mr. Morgan
warned. “Try to help the advertiser
budget enough dollars to do the job.”
Stating that his agency has learned with
product after product that saturation
rad.o for such is perhaps the.number
one mistake advertisers make in Los
Angeles.” Angelinos, he said, love to
try new products, but this means that
they're great brand-switchers, so con-
stant advertising is needed to keep them
using a familiar product as well as to
persuade them to try a new one.

Research data needed ® Compliment-
ing radio on the fine job it has done in
providing agencies with quantitive,
nose-counting research, Mr. Morgan
called on the broadcasters to provide
some solid qualitative research as well.

Mr. Morgan also called on the broad-
casters for competitive analyses to let
agencies know what the competition to
their clients’ products is doing. “We
don’t need to know dollars,” he said,

MR. MORGAN

“but we must be knowledgeable on’

schedules. This is one of the truly im-
portant keys to preparing a depth mar-
keting plan for a product.” A radio
association such as SCBA, he suggested,
could provide a continuing quarterly
auditing system like Tv's Rorabaugh
service.

“You could perform a genuinely
needed service and, believe me, you
would help yourself to increased sales,”
he stated. “One of the reasons Hamm’s
beer smashed into Los Angeles with
such heavy media schedules in 1954
was due to its careful analysis of com-
petition’s media weight, especially
Rheingold. When we clocked Rhein-
gold at 450 radio spots weekly, you
may be sure Hamm’s didn’t come in
with 100 weekly spots.”

CHRYSLER SHIFTS
$31 million billing

in 4-way agency move

More than $31 million in billing will
be passed around by four agencies next
October as a result of Chrysler's im-
pending changes.

The size and extent of the Chrysler
move announced last week made it
comparable to the surprise $20-25 mil-
lion Buick (General Motors) switch of
late 1957. Buick’s move from Kudner
to McCann-Erickson overlapped into
1958 as Chrysler (Chrysler and Imperial
cars) was bumped from McCann-Erick-
son to Young & Rubicam. _

? Starting with the new (1961 model)
auto year in September or October this
will be the alignment: BBDO will have
the $17 million Dodge account. Dodge
leaves Grant which had placed nearly
half of the budget in tv (Lawrence
Welk Show on ABC-TV was the main-
stay for the past few seasons).

N.W. Ayer will have the $8-10 mil-
lion De Soto and Valiant account from
BBDO. Ayer last year had absorbed the
Plymouth tv billing (now in The Steve
Allen Show on NBC-TV) from Grant
and now bills nearly $25 million over-
all for Plymouth.

BBDO also will have some $4 mil-
lion billed by Dodge trucks from Ross
Roy Inc. which handled the account
since 1940.

BBDO Gains ¢ These changes would
indicate a potential gain in billing of at
least $11 million for BBDO. But this
total is merely a guide because by late
1960 Chrysler divisional budgets will be
changed for the new model year and
there is the probability that a number—
perhaps all—local Dodge dealer ac-
counts (also in the Grant shop) will
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Miami Radio
Station

WCKR

Vo 5

‘ % announces the appointment of the
DAREN F. McGAVREN CO, INC.
as national representatives

{ A effective March 15, 1960
r:"'







The handsome sales results achieved by WNBQ produced a solid 33.39% increase
in total billings for the station in 1959 — an all-time WNBQ hlgh Dollars-and-
cents proof that WNBQ’s wide-ranging programming reaches Chicago's total
audience and that more and more advertisers are sold on WNBQ every day.
WNBQ - NBC Owned - Channe! 5 in Chicago - Sold by NBC Spot Sales




LONG ISLAND IS A MAJOR MARKET!

THE VOICE OFLOMNGISLAND

THE GREATER

LONG ISLAND MARKET
(Nassau-Suffolk)

SO OGTH OGTHOGTHOGE

MORE CARS
ARE SOLD ON
LONG ISLAND

THAN IN SEATTLE,
SAN ANTONIO AND

SALT LAKE CITY...
PUT TOGETHER!

AUTO STORE SALES
408,969,000

[Salus Mgt.)

i OGO O OSSO

WHLI

Dominates the Major Long Isiand Market (Nassau)
. .. Delivers MORE Audience than any other
Network or Independent Station!

(Pulse}

r-=----010,000 warrs

WHLI

HEMPSTEAD [LIEEITR
1oNG 1stano, N, v. SRR wlaed

Represented by Gill-Perng

AM 1100
FM 982
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follow the leader and land at BBDO.
(Chrysler officials have already indicated
that many dealer associations will be
handled by BBDO). BBDO is the third
ranking agency in domestic (U.S.) bill-
ing, handling nearly $215 million in
advertising. Last year it placed fifth in
the country as radio-tv agency. BBDO
reportedly may be in line for still an-
other $5 million billing from Dodge if
that division goes through with expected
plans to debut another compact car to
be calied the Lancer.

N.W. Ayer, which inherits DeSoto-
Valiant, ranks about eighth in total
domestic billing and in radio-tv ad-
vertising.

There were various reasons cited for
the shift ranging from Dodge’s reported
souring on Welk to management
changes at Chrysler-Dodge. Regardless
of the reasons, the effect will be to
deliver a major blow to Grant (the
Dodge billing alone was responsible
for perhaps half of Grant’s total). A
BBDO executive said late Thursday he
doubted if the agency at this early stage
could comment on the Welk future be-
cause BBDO’s official takeover is still
months away. It is possible that BBDO
may be consulted before that time,
however.

Grant, meanwhile, placed a new high
frequency schedule last week that in-
cludes spot radio on 400 stations for
the Dart automobile (Dodge division).
The campaign coincides with newspaper
and magazine advertising and a direct
mailing to “more than 2,250,000 Ford
and Chevrolet owners.”

Metropolitan drops
spot for network radio

One of spot radio’s most distinguished
customers, Metropolitan Life Insurance
Co., is switching its basic allegiance to
network radio.

Metropolitan has bought a one-
fourth sponsorship of NBC Radio’s
News on the Hour, including news-
casts in the weekend Monitor service,
effective May 2 for 52 weeks. The pur-
chase was said to represent $1 million
in billings, after discounts.

The decision to abandon spot as its
major vehicle was expected to generate

no enthusiasm among the 41 stations
which Meropolitan has been using in
31 markets. Even before the switch
became officially known there were
charges that NBC Radio had offered
“a deal” which would seriously under-
cut spot radio. The charges were denied
by NBC authorities.

The $1 million represented in the
NBC Radio investment compared with
$1,070,000 reported as Metropolitan’s
expenditure in spot radio in 1959 in
Radio Advertising Bureau’s report on
spot’s top 100 a few weeks ago (BROAD-
CASTING, March 7).

Although switching its major em-
phasis, Metropolitan is not expected to
abandon spot radio altogether.

Metropolitan has been sponsoring
locally originated newscasts varying in
length from five to 15 minutes. The
company has been in spot radio since
1947. Young & Rubicam, New York,
is the agency.

¢ Business briefly
Time sales

Dramas return ® Bristol-Myers Co.
(Young & Rubicam Inc.) and R.J.
Reynolds Tobacco Co. (William Esty
Co.) signed as alternate-week sponsors
of Producers’ Choice, starting March 31
on NBC-TV (Thurs. 8:30-9 p.m. EST).
The series, which consists of dramas
seen previously on Schlitz Playhouse
and GE Playhouse, will replace present
tenant of the time period—Johnny Stac-
cato. First rerun scheduled is “The
Last Lesson,” starring Charles Laughton
and Patricia Medina.

Radio preference ® Ameril Drug Co.,
N.Y., which up to this year put 60 to
70% of its ad budget in tv, is currently
launching 13-week spot radio cam-
paigns at a total cost of $200,000. Some
68 stations are being used to cover 23
markets in behalf of Alkaid and Clora-
mint. A new musical jingle was pro-
duced for the 30 spots per week per
station. Some tv in a few areas will be
continued, an agency spokesman said.
Agency: Kenneth Rader Co., N.Y,

Comet tale ® Ford’s Lincoln-Mercury

Date Progtam and Time

Thur., March 10 Untouchabies (9:30 p.m.)
Fri., March 11 Walt Disney (9 p.m.)
Sat., March 12 Gunsmoke (10 p.m.}
Sun., March 13
Mon., March 14
Tue., March 15

Wed., March 16 Perry Como (9 p.m.)

ARBITRON’S DAILY CHOICES

Listed below are the highest-ranking television network shows for each
day of the week March 10-16 as rated by the multi-city Arbitron
Instant ratings of American Research Bureau.

Dennis the Menace {8 p.m.)
Father Knows Best (8:30 p.m.)
Arthur Murray (9:30 p.m.)

Copyright 1960 American Research Bureau

Network Rating
ABC-TV 34.2
ABC-TV 25.8
CBS-TV 28.9
CBS-TV 23.1
CBS-TV 25.4
NBC-TV 29.9
NBC-TV 31.8
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One, if by land, and two, if by sea . ..an ingenious device, but it took Paul Revere more than
two hours to alert the minutemen of 1775. Today, in less time than he could mount his spirited
steed, our forces of mass communication can span the nation and circle the globe. It’s one
reason why Ameriea is great and strong —and free. Take radib, for instance. No other force of
communication can match its speed. But speed isn’t everything. To stay free, we must be not

' on_]y constantly alert, but well-informed. KRLA méintains a fully-staffed, fully-equipped News
~ and Public Affairs Department. Its job is to provide complete news coverage every quarter
hour, twenty-four hours a day ... spot news coverage where and when it happens. ..

and to produce seven news documentaries each week. This is a big ch_apter in !the story

behind the swift rise of KRLA to a position of unquestiOne_d iéa'dérs_hip.'

Newest umong the leaders. serving America’s greatest radio. market '

6381 Hallywood Blvd., Los Angeles 28+ Represented natwnally by Donald Cooke Inc., New York Ch:cago, Sarl F' ranczsco

¥ ein L = . - = ; ...._ W -l .,i,"-_r .



Div. is using broad-based radio spot in
a four-week introductory campaign for
the new Comet economy car. The tv
portion of an ali-media promotion was
allocated to Leonard Bernstein & The
New York Philharmonic on CBS-TV
March 13 (4:30-5:30 p.m. EST), the
March 15 and 29 edition of Ford Star-
time on NBC-TV (Tue. 9-10 p.m.) and
the March 16 Wagon Train on NBC-
TV (Wed. 7:30-8 p.m.). Agency: Ken-
yon & Eckhardt, N.Y.

Captured e Alberto-Culver Co. (hair
care products), Chicago, will sponsor
ABC-TV’s newly acquired Johnny Siac-
cato series, starting March 27 (Sun.
10:30-11 p.m. EST). The weekly series,
which replaces 21 Beacon St., has been
on NBC-TV sponsored by R.J. Rey-
nolds and Bristol-Myers. Agency for
Alberto-Culver: Wade Adv., Chicago.

West to East ® General Foods Corp.,
White Plains, N.Y., which has been
marketing its premium instant Yuban
coffee in California, central Ohio and
in four northern New York state areas,
moves further into the Northeast. Ad-
vertising—including spot tv for which
buying is underway—starts within two
weeks when distribution is expected to
be completed. Areas to be covered: all
of New England, New York (metro-
politan area and other parts of the state)
and northern New Jersey. Benton &
Bowles, N.Y,, is agency.

Daytime investors ® NBC-TV reports
purchases totaling $1.5 million in the
following new daytime sponsorships:
Coty Inc. (BBDO), alternate-week quar-
ter-hour in Play Yowr Hunch and
Young Dr. Malone, to run for a year
starting in July; Rexall (BBDO), quar-
ter-hours in seven daytime shows this
week (March 21-25); Brown & William-
son (Keyes, Madden & Jones), quarter-
hours in four shows; Proctor Electric
(Weiss & Geller), alterpate quarter-
hours in six shows, and Sweets Co. of
America (Henry Eisen), alternate half-
hours of Saturday morning series,
Fury.

® Also in advertising

18th annual contest ® The Chicago
Federated Advertising Club has an-
nounced rules for ijts 18th annual
advertising awards competition cover-
ing radio, tv and other media. Awards
are made for the best advertising pro-
duced between April 1, 1959, and
March 31, 1960, with a deadline of
April 22 for entries in all categories.
The broadcast classification is limited
to live and filmed or transcribed com-
mercials involving product service or
“corporate image.”

New office ® Grubb Adv., Champaign,
40 (BROADCAST ADVERTISING)

Ill., has opened a St. Louis office,
headed by John A. LoBuono. It is lo-
cated in the Shell Bldg., 1221 Locust
St. Grubb Adv., formerly Grubb &
Petersen Adv., claims a diversified list
of national and regional accounts, in-
cluding foods, package goods, farm,
industrial and service organizations,
located primarily in the area between
Indianapolis, Chicago and St. Louis.

Profit sharers » Employes of Kudner
Agency, N.Y,, last week received “short
year” profit-sharing and bonus pay-
ments due to a change in the agency’s
fiscal year-end from Sept. 30 te Dec.
31. Payments to the profit-sharing fund
for eligible employes amounted to
slightly over 14% of salary for the
three-month period; the cash bonus
amounted to approximately 5% of sal-
ary for the same period.

TYREX' TV TEST
Viewers know, favor
brand, TvB study finds

That tv commercial is effective in
getting people to know your brand. It’s
also a force in building a knowledge
about and an attitude toward the prod-
uct advertised.

This is what Television Bureau of
Advertising believes. To back up its
contentions, TvB has been running a
continuing series of studies. Latest is
that of Tyrex, New York.

Tyrex is an association made up of
five companies which manufacture Ty-
rex cord for car and truck tires. It en-
tered tv for the first time last fall. In
October, after Tyrex had been running
a spot campaign for four weeks, Pulse

Inc. conducted a survey for TvB with
interviews taken in Boston, Philadelphia
and the Seattle-Tacoma area.

On attitude toward the product,
among non-viewers (those who had
never seen the commercial), 6% were
favorable to Tyrex, 81% had no opinion
and 13% were unfavorable. Of the
viewers, 43% were favorable to Tyrex,
53% had no opinion and 4% were un-
favorable.

On awareness of the product, 20%
of non-viewers had heard or seen the
word Tyrex, while 65% of viewers had.

Inter-Media Impact ¢ Of those who
had "seen or heard” of Tyrex recently,
television was the source for 50%, mag-
azines 21%, newspapers 19% and ra-
dio 4%. TvB noted that tv got only a
sixth of the Tyrex budget for 1959 and
magazines got half.

Those who had seen the commercial
three or more times were designated
“heavy viewers” and they accounted for
most of their group. Of the viewing
65% who had seen or heard the word
Tyrex, 92% were heavy viewers. In an
aided awareness question given those
whao had not heard of Tyrex, 82% were
viewers who said they had seen or
heard the word in connection with auto-
mobile tires and al! of them had seen the
commercial three or more times. A
viewing 86% who knew something
specific about the product included 85%
of heavy viewers. Those recently ex-
posed through the various media in-
cluded 76% of viewers, 79% of whom
had seen three or more commercials.
On attitude toward product, 49% were
heavy viewers among the viewing 43%
favorably disposed. The viewing 53%
who were neutral included 51% of
heavy viewers.

Tape tool ¢ After Television Bu-
reau of Advertising settles in mid-
summer in new quarters at 1 Rocke-
feller Center, New York, at its dis-

posal will be the latest sales tool—
an RCA Television Tape Recorder.
In the picture (left) John Blair
representing the TvB board of di-
rectors, observes as arrangements are
completed for the purchase. At left
is Charles H. Colledge, general man-
ager, RCA Broadcast and Television
Equipment Div.; at right, Norman E.
Cash, TvB president. Equipped for
color and black and white, the re-
corder will be installed in a special
room adjacent to the reception area,
with monitors located in two confer-
ence rooms having a combined ca-
pacity of 30 persons. Pointing out
the role planned for the recorder,
Mr. Cash said “it will give us an
additional weapon in selling our
medium to advertisers,” as well as
“enabling local stations to sell their
local markets on the national front
via specially prepared tapes of their
area.”
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QA New ¢J (I//?J (MII?(/
has been added to

'SESAC RECORDINGS

"DRUMMERS”

production aids, themes
and sales starters

HAPPY USERS TESTIFY TO THE RESULTS

Y iy - “The material and performance definitely meets the quality reputation of SESAC.”
‘Lg KEN GAUGHRAN, WREB, HOLYOKE-SPRINGFIELD, MASS.

. . these are the finest things, we feel, that SESAC could have produced to help

A3
o =" their stations. The big band sound, the fine vocal group, and the excellent arrangements
_ give our station a brand new sound, and our only hope is that this is not the last effort.”

NEAL B. BUNN, WORM, SAVYANNAH, TENN.,

o 5'-_-_*-%1..__“1 “We have used similar material from several different firms, but without doubt this is the
@ best overall production, and by far the best quality we have ever programmed.”
JAMES F. RAMSEY, WJAY, MARION, S.C.

FOR INFORMATION WRITE, WIRE, PHONE:
SESAC INC. THE COLISEUM TOWER - 10 COLUMBUS CIRGLE - N.Y.19, N.Y.
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DICK CLARK SHOW _g

$2.88

This is the cost of doing business
with a thousand homes on ABC-TV.

It’s the lowest cost per thousand going,
this happy mathematical relationship
between ABC’s current rate and ABC’s
nightly position of first or second in
share of audience. Since, however, cost
alone is no true index of advertising
effectiveness, the thoughtful buyer

will ask what kind of homes his $2.88
buys. Well, it buys 1,000 largely younger
homes. Homes, that is, with growing,
consuming families.

This, of course, is not happenstance—
but rather the deliberate, direct result
of natural selection, springing from
ABC’s devotion to precisely the kind of
programniing most enthusiastically
received in these younger homes.

For (impressive) example, we cite

The Untouchables, realistic drama with
documentary importance girding its
excitement, the offbeat blend of laughter
and action in a Maverick, the adult zip
of a 77 Sunset Strip, the fresh domestic-
comedy switches of a Leave [t to
Beaver or a Real McCoys.

Further strengthening the 1960-'61
schedule will be such new and coming
attractions as the significant 26-episode
adaptation of the Churchill Memoirs. ..
outstanding series like The Corrupters,
Stagecoach West, Surfside Six, The
Roaring Twenties, Asphalt Jungle,Naked
City, The Flagstones. .. specials like the
1960 National Elections . .. “Women in
Politics’’ and Jeff Chandler as ‘‘David”’
in two stirring Biblical dramas.

$2.88 reaches 4 long way indeed—
in the most responsive direction—on
ABC Television.

WATCH ABC-TV IN’60

(more people will)




THE MEDIA

NAB OVERHAULS CONVENTION PLANS

More Chicago sessions set, gaps left by Fellows death filled

NAR's program for the industry’s
38th annual convention went through
a fast overhauling last week, following
the March 8 death of President Har-
old E. Fellows. Final details were to be
submitted today (March 21) for review
by the three-man board committee that
is overseeing NAB headquarters opera-
tions.

A complete agenda was drawn up for
Sunday, April 3, Fm Day at the Chi-
cago convention. Other spots were
filled, including the keynoted speech
originally assigned to Mr. Fellows.

The FCC’s new chairman, Frederick
W, Ford, will be featured speaker at the
April 5 luncheon, replacing ex-Chair-
man John C. Doerfer, who resigned his
commission post,

Clair R. McCollough, president and
general manager of the Steinman Sta-
tions, will keynote the convention at
the formal opening Monday morning.
April 4. Mr. McCollough will receive

NAB's service

award.

Tribute to Mr. Fellows o Dr. Frank
Stanton, president of CBS Inc., will de-
liver a eulogy to the late NAB presi-
dent at the formal opening. Before be-
coming NAB president, Mr. Fellows
had been head of WEEI Boston, CBS
o&o station.

The speaker at the April 4 luncheon
will be Secretary of State Christian
Herter. Whitney North Seymour, pres-
ident-elect of the American Bar Assn.,
will address the Wednesday luncheon.

Programming has been completed
for the 14th annual Broadcast Engineer-
ing Conference, to be held concurrently
with management sessions. The com-
plete convention agenda includes sev-
eral joint management-engineering
meetings and luncheons, including the
annual FCC Roundtable the morning
of April 6.

G. Richard Shafto, WIS-TV Colum-

1960 distinguished

bia, S.C., chairman of the NAB Tv
Board, will present the distinguished
service award to Mr. McCollough.

Separate radio and tv management
meetings will be held the afternoon of
April 4. The radio program will include
a report on the All-Industry Radio
Music License Committee, a review of
the revised NAB Standards of Good
Practice and a presentation by Station
Representatives Assn. The tv agenda
will be based on a tv code discussion by
members of the NAB Tv Code Review
Board, of which Donald H. McGannon,
Westinghouse Broadcasting Corp., is re-
tiring chairman. Mr. McCollough will
report on behalf of Television Infor-
mation Committee and Louis Hausman,
director of Television Information Of-
fice, will describe TIO’s work. An elec-
tion-year feature is being arranged for
the tv delegates.

RAB Sales Clinic ®» The separate ra-
dio assembly scheduled the morning of

Yakima, Wash.; John

MR. BosTIC MR. FETZER

Choice is theirs ® An eight-man selection committee will
nominate a successor to the late NAB president, Harold
E. Fellows. Membership of the committee was announced
March 14 (Right | to r) C. Howard Lane, KOIN-AM-
TV Portland, Ore., and Payson Hall, Meredith Stations,
are chairman and vice chairman respectively of the
nominating group, which was appointed by the Radio
Board and Tv Board chairmen and vice chairmen.

The selection committee already has informally dis-
cussed a long list of names to considered. Its choice
will be submitted to the NAB board for ratification.

The six members, besides Chairman Lane and Vice
Chairman Hall, are Thomas W. Bostic, KIMA-AM-TV
E. Fetzer,
Kalamazoo, Mich.; John S. Hayes, Washington Post
Broadcast Div.; Dwight W. Martin, WAFB-TV Baton
Rouge, La.; William D. Pabst, KTVU (TV) Oakland,
Calif., and W. D. Rogers, KDUB-AM-TV Lubbock,
Tex. All but Messrs. Hayes and Pabst are NAB directors.

Committee’s work thus far has been
it’s likely to meet during NAB convention,

WKZO-AM-TV

informal but

MR. HAYES MR. MARTIN

MR. PaBsT

MR. ROGERS
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A S
KFDM-TV

DELIVERS 20.3%

LIS MIARKET

HOT
SPOT

BEAUMONT - PORT ARTHUR - ORANGE

TOP 10 SHOWS**

Show Station Show Station
1. Gunsmoke KFDM-TV I 6. I've Got a Secret KFDM-TV
2. Desilu Playhouse KFDM-TV I 7. Wanted Dead or Alive KFDM-TV
3. Hotel De Paree KFDM-TV I 8. Rawhide KFDM-TV
4. Red Skelton KFDM-TV / 9. The Millionaire KFDM-TV
5. Wyatt Earp KFDM-TV I 10. Perry Mason KFDM-TV
*ARB Nov., 1959, Average Homes Per Quarter Hour,
I 9 a.m. to midnight
**NS! Nov., °39, Station Total Homes

KFDM-TV
CHANNEL 6

Beaumonte Port Arthure Qrange

D. A. Cannan, President
C. B. Locke, Executive Vice President &

afkezl o General Manager

) Mott johnson, Sales & Operations Manager

o «":f See Peters Griffin Woodward. Inc.
'.CF..'

A——
Buy the

' Hot Spot
Station in
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Former President Harry S. Truman
will receive the 1960 Distinguished
Service Award presented by Broad-
cast Pioneers at the Organization's
annual dinner
meeting, to be held
April 5 during the
NAB Chicago con-
vention.

Mr. Truman will
deliver an address
to the pioneers’
dinner meeting, ac-
cording to Merle S.

MR. TRUMAN
Jones, president of the organization

Pioneers Award

and of CBS Television Stations. He
will receive a complete tape library
of his Presidential broadcasts. This
will become part of the permanent
Harry S. Truman Library in Inde-
pendence, Mo. A gold record of ex-
cerpts from these addresses, mostly
*give - 'em - hell” remarks, will be
presented.

Four other awards will be present-
ed to radio-tv pioneers for contribu-
tion to media development. The din-
ner will be held in the Grand
Ballroom of the Conrad Hilton Ho-
tel. :

April 5 will be based on a Radio Adver-
tising Bureau presentation. Tv delegates
will elect six Tv Board members. The
afternoon of April 5 is left open for in-
spection of exhibits and visits to hos-
pitality suites.

A convention highlight will be the
annual FCC Roundtable. Mr. McCol-
lough will moderate the discussion, a
role filled in the past by Mr. Fellows.
Preceding the roundtable will be a labor
relations clinic.

At the April 6 luncheon FCC Comr.
T.A.M. Craven will be presented the
NAB Engineering Award. A brief NAB
business session will follow Mr. Sey-
mour’s luncheon address.

The final afternoon will include a
radio public relations session and a pro-
gram feature. Broadcasters’ Promotion
Assn, plans a radio presentation. On the
tv agenda will be a Television Bureau
of Advertising program plus discussions
of the economics of video tape and sta-
tion automation. The annual banquet
that night will wind up the convention.

Big Fm Weekend o Sunday, April 3,
will be Fm Day at the convention. The
programming has been divided into two
sections. National Assn. of Fm Broad-
casters will meet 10 a.m.-12 noon in the
Waldorf Room of the Conrad Hilton,
with Fred Rabel, KITT (FM) San
Diego, in charge as NAFMB president.

NAB will program a 2:30-5 p.m.
session in the same room, opening the
meeting to NAFMB registrants as well
as to NAB delegates, In charge will be
Ben Strouse, WWDC-FM Washington,
chairman of the NAB Fm Committee.

The NAFMB morning program will
be built around a series of five-minute
case studies, with broadcasters as speak-
ers. The agenda includes Harold 1. Tan-
ner, WLDM (FM) Detroit; Jack Kie-
fer, KMLA-FM Los Angeles; James R.
Corry, KFMK (FM) Houston; Frank
Knorr Jr.,, WPKM (FM) Tampa, Fla.;
Lynn Christian, KHGM (FM) Hous-
ton; George S. Partridge, WLVL (FM)
Louisville; Carol J. Drenthe, WCL,

46 (THE MEDIA)

(FM) Chicago, telling how Nelson
Chevrolet has used fm; T. Mitchell
Hastings Jr., Concert Network; Merrill
Lindsay, WSOY-FM Decatur, 1ll., and
Mrs, Dorothy, KITT (FM) San Diego.

NAB’s Sunday afternoon fm pro-
gram will open with a feature, “Fm:
Population Explosion,” with John F.
Meagher, NAB radio vice president
and Everett L. Dillard, WASH (FM)
Washington, as speakers. Three re-
search executives will speak on the
subject, “FM: The Count Up.” They
are Dr. Sidney Roslow, head of The
Pulse Inc.; Frank Stisser, president of
C.E. Hooper Inc., and Richard M.
Allerton, NAB research manager. Ken-
neth W, Miller, U.S. supervisor of the
Conelrad system, will describe the role
of fm in national emergencies.

C.J. Gentry, national sales manager
of Motorola’s auto fm radio unit, will
discuss development of auto receivers.
He will be joined by Henry Fogel, pres-
ident of Granco Products, and Ted
Leitzell, president of Zenith Radio

Corp. A panel, “If I Could Own an
Fm Station,” will include Edward L.
Barry, Chicago Tribune radio-tv crit-
ic, and Bernie Harrison, Washington
(D.C.) Star.

The NAFMB beard of directors
meets Friday night, April 1, with a
membership meeting the next day.

Texas ad man says
answer tv's critics

“Quit ignoring the issue” and an-
swer tv's critics advised John P. Good-
win at the fourth annual convention
of the Southwestern Association of
Program Directors for Tv at Houston,
Tex.

Mr. Goodwin, board chairman of
Goodwin, Dannenbaum, Littman and
Wingfield Inc., Houston agency, cited
unfounded criticisms of tv, and told
his audience to take a positive means
of answering some of this misinforma-
tion. He said that if program directors
could not devise tasteful programs to
answer the critics, then they were in the
wrong business.

Tv has its weaknesses, Mr. Good-
win said, but they should not be com-
pounded by weakness of spirit. He told
the convention to take a strong stand
on the local level; to take the offensive
in a campaign of positive promotion to
refute unjust criticism.

Quoting specifically from the writ-
ings of tv's critics, Mr. Goodwin said
that in 30 years of broadcasting he
has never seen anything to compare to
the “public villification that is con-
stantly being waged on broadcasting
today.”

Mr. Goodwin, in addition to his
agency work, is president of KPEL
Lafayette, La., and a stockholder in
KTRK-TV. Houston,

CBS INC. DOES IT AGAIN

Sales and profits top record set in '58

It was a record business year at CBS
Inc. The highest sales and profits in the
company’s 32-year history were dis-
closed in the annual report released Fri-
day (March 18), which put net sales up
8% and income up 3% over 1958’
previous high.

Consolidated profits for fiscal 1959
totaled $25,267,000 as compared to
$24,429,000 earned in 1958. Sales for
the vear totaled $444,311,000, or $32,-
511,000 more than 1958 sales of $411,-
800,000. Per share earnings for 1959
were $3.11, compared to $3.01 per
share (adjusted for stock dividend)
earned in the previous year. The report
shows that dividends of $1.25 per share
were paid in 1959, plus a stock dividend
of 3% paid last Dec. 24. An earlier 3%

stock dividend was paid Jan. 16, 1959,

Coincidentally, Blair & Co., New
York brokerage house, released a bullish
analysis of CBS, recommending the
stock for long term growth. Although
the company does not break down its
revenues by divisions, the analysis cred-
ited two-thirds of earnings (roughly
$300 million) to television activities,
and an “even larger” proportion of prof-
its. Blair & Co. points to a healthy
growth outlook for television and adver-
tising in general as adding “defensive”
qualities to companies such as CBS.

The annual report notes that CBS-
TV retained its standing as the world’s
largest advertising medium for the sixth
consecutive year.

BROADCASTING, March 21, 1960



KOMO-TV ... ABC-TV

Represented by the Katz Agency, Inc.
Consistent Leaders in Seattle-Tacoma and Western Washington



A CAUSTIC DECLARATION

New bill means $8 million give-away
for tv networks says CBS’ Richard Salant

CBS Vice President Richard Salant
last week caustically characterized the
Washington definition of public service
as having a tendency to “confuse public
service with the private desire of politi-
cians.”

Speaking at the wind-up session of
the Radio-Tv Executives Society time
buying and selling seminar in New
York, Mr. Salant estimated that a bill
in the Senate to require all tv networks
and stations to give time to major party
presidential candidates comes to “$8
million worth of free time.” He said
the bill’s introduction reflects the at-
titude by many that because of today’s
climate “you can do anything you want
about television.”

(Mr. Salant based his calculations of
$8 million not only on the value of the
time itself, which BROADCASTING esti-
mated last week at more than $3 mil-
lion [see page 74), but also on the reve-
nue |ost from program sponsorships that
would be pre-empted and from spot
commercials that would be outlawed in
the free time periods.)

Noting CBS Inc. has long sought a
law to exempt political debate from the
equal time provision, Mr. Salant said
he is baffled at how the Senate bill
could contribute to debates since can-
didates would not have to address them-
selves to the same issues—just get free
prime time.

Mr. Salant said CBS would rather

“make our own way and not be pro-
pelled by the cop on the beat,” that the
bill seeks political time that ought to
be paid for {political parties, he said,
should contract and pay for their own
“hullaballe”) and that the “same politi-
cians who say tv is ‘too bland’ won’t
let tv make the contribution” it wants
to. The parties, he quipped, are “like
Oliver Twist, they always want more
and on their own terms.”

No Sense ® There’s no sense in
attempts to “seize” broadcast time by
law, Mr. Salant declared, comparing
the Senate proposal to a request to
newspapers to give up two pages to
free political messages.

Of the Democratic National Com-
mittee complaint against CBS policy
prohibiting saturation purchases during
political campaigns, Mr. Salant said
he would imagine the network “hasn’t
heard the last of it” and that “the
Republicans have not yet been heard
from.” He said he hoped “good sense”
by both parties would prevail.

Serious consideration in Washington
of the many “reform” movements for
broadcasting could easily change the
“face of tv,” he continued, warning that
the change instead of improving tv
would lead to “blandness and medioc-
rity,” the government dictating what
people should see and hear.

Bloody Year? e The coming year in
Washington will be a “bloody” one for
the broadcast industry, Mr. Salant pre-

MR. SALANT ADDRESSING RTES
R. David Kimble (I.) of Grey and Ed Shurick, Blair-Tv, listen

48 (THE MEDIA)

dicted, noting that some of the “reme-
dial” proposals were “brought down on
ourselves . . . by omission, not com-
mission.” Some complaints thus were
justified, Mr. Salant reflected, observing
that correction will be found in a more
balanced program “mix” which will pro-
vide more public information and other
special shows for the large minority
groups.

In the “long view,” said Mr. Salant,
criticism will benefit the industry and
importantly. Complaints point up that
television continues to gain in impor-
tance in peoples’ lives. Once people
ignore tv and give it up for “lost” the
medium is in trouble, he said. Tv, he
continued, must keep a little ahead of
popular taste but should it move ahead
“too fast,” it will soon lose touch with
its popular or mass audiences.

The Washington threat to broadcast-
ing, Mr. Salant warned, is at its great-
est when current pressures push govern-
ment administrators “much further than
they want to go.”

¢ Media reports

Tape on wheels ¢ Kaiser Hawaiian
Village Tv Inc., operator of KHVH-TV
Honoiulu, has purchased a mobile video
tape unit which it claims is capable of
making tv programs and news events
from Hawaii available within hours for
showing over mainland national net-
works. The 35-foot-long unit includes a
tv control room, a vtr machine, three
tv cameras with multiple lenses, micro-
phones, a 40-kw generator and air con-
ditioners. Mobile Video Tapes Inc.,
Hollywood, designed and assembled the
unit and serves as its sales representa-
tive.

Heads AP unit ® The Associated Press
Radio-Television Assn. committee on
wirephoto-photofax has named Chuck
Worcester, director of news at Cedar
Rapids, lowa, as chairman. Others on
the committee are Greg Gamer, KAKE-
TV  Wichita, Kan.; Jerry Harper,
WFLA-TV Tampa, Fla.; Leslie Nichols,
KTVU (TV) Oakland, Calif., and Olaf
Soward, WIBW Topeka, Kan.

Move planned ¢ The NAFI Corp.,
licensee of KCOP (TV) Los Angeles, has
announced an intensified program to
move the station’s facilities and those
of the company’s entire broadcast divi-
sion to 915 N. La Brea Ave., Holly-
wood. The new site was formerly the
McGowan Studios. It covers some 30,-
800 square feet and includes a main
building for executive offices, cutting
rooms and projection facilities, three
motion picture sound stages and a 2-
story annex for executive offices with a
large conference room. Video tape and
color transmission equipment will be
installed. The company expects the
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5,000
TRANSMITTERS
- AGO...

this fellow had 21
gauges, 12 hand con-
trols, and numerous
switches that requir-
ed constant manipu-
lation and frequent
checking just to stay
on the air.

TODAY'S
LATEST
TRANSMITTER,,

Continental's 315/
3168 5/10 KW AM
transmitter features
push-button control
for unattended opera-
tion, instantaneous
power cut- back to 1
or 5 KW and tuning
that is instant and
reliable. '

Get the details on to-
morrow's transmitter
today. it will be op-
erating reliably 5,000
TRANSMITTERS FROM
NOW . ..

MANUFACTURING COMPANY L(_
4212 South Buckner Boulevard - Dallas 27, Texas - EVergreen 1-1135 (@
®

A SUBSIDIARY OF LING-ALTEC ELECTRONICS, INC.

designers and bulilders of the worid's most powerful radio transmitters



The press—print division—is go-
ing to find its role reversed and learn
what it’s like to be “reviewed” by
another medium.

CBS-owned tv stations will begin
shortly to broadcast weekly programs
taking a look at what the press is
doing and how it’s doing it. Plans
were revealed by Merle S. Jones,
president of the CBS-TV Stations
Div., in a speech Friday at the Ad-
vertising Federation of America’s
ninth district convention in Lincoln,
Neb.

“Heaven knows,” he said, “tele-
vision stations, their programs, their
operating policies and their proce-
dures are being quite thoroughly re-
viewed and previewed by the press.
We think it is high time we provide
this same type of service [regarding
the press] to the citizens of America.”

Mr. Jones said “We do not plan to
indulge in sophomoric criticism to
competing media.” But, he added,
“we do think it might be interesting
to review from time to time such
things as the placement and position
of news items. For example, we
might want to make some observa-
tions regarding the size of type, the
headline and front page position

CBS to give press critical ‘reviews’

given by some newspapers over the
past two or three months to the af-
fairs of Dr. Finch and Carole Treg-
off. We might want to make some
comment as to whether or not the
really important world and com-
munity interest stories are being rosi-
tioned in ‘prime time’ in the daily
paper. We have some feeling that this
type of program may also bring us
closer to the people and the people
closer to us.”

Mr. Jones also reviewed other
measurers through which CBS and its
owned stations are trying to get
closer to the public—by editorials.
For example: by the Inside KMOX-
TV question-and-answer program on
CBS St. Louis station, and by the
massive study, now undergoing pre-
liminaries in the field, to determin=
what the public wants from television
and what television means to the pub-
lic.

He urged that advertising and
broadcasting continue to work to-
gether to improve their service to the
public, and warned that the many
current demands for government reg-
ulation of television could, if heeded,
mean not only the regulation of tv
but of society itself.

move to be completed “within the next
several weeks.”

How-to booklet ® Radio-Tv News Di-
rectors Assn. is preparing a booklet en-
titled “So You’re Going to Shoot News
Film.” Leo Willette, news director of
WLOS-TV Asheville, N.C.-Greenville-
Spartanburg, S.C., is head of the com-
mittee publishing the pamphlet. He says
its aim is “to outline editorial devices
that are used by the better pros and can
be applied to the most modest of tele-
vision news staffs.”

Appointment ® Metropolitan Broad-
casting Corp. has appointed Hicks &
Greist Inc., N.Y., as advertising agency
for WNEW-AM-FM-TV, as well as for
its institutional advertising. Henry J.
Kaufman and Assoc., Washington, will
continue to handle Metropolitan's prop-
erties outside of New York. Metropoli-
tan’s properties include four tv stations
(WNEW-TV New York; WTTG [TV]
Washington; KOVR [TV] Sacramento-
Stockton, Calif., and WTVH [TV] Pe-
oria, Il.) and three radio stations
(WNEW New York, WIP Philadelphia
and WHK Cleveland).

Practical lab work ® Texas Christian
U., Fort Worth, in cooperation with
KFIZ-TV, that city, offers its tv-
radio majors in their senior year a
course called “Television Internship.”
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The course is taught by Olen Terry,
the station’s production manager, and
gives the students a chance to get prac-
tical experience in the various depart-
ments of KFJZ-TV. The university
gives three hours of academic credit
for the course.

Educational fm hookup ¢ WNYC-FM
is feeding four educational fm stations
with four-hour blocks of music-news
programming on Sundays and one hour
on weekdays. The operation is the
beginning of a contemplated regional
network and includes WNTI (FM)
Hackettstown, N.I.; WGPA (FM) Beth-
lehem, Pa.; WPPA-FM Potisville, Pa.,
and WDFM (FM) University Park,
Pa. Hours are 3-7 p.m. Sundays and
5-6 p.m. weekdays. Experimental oper-
ation began Feb. 21.

One for all ¢ KWFT Wichita Falls,
Tex., announces a new advertising rate
policy featuring a “one for all” theme
which provides identical prices for re-
tail, local, regional and national adver-
tising.

Price boost ® Reception of the new
double-feature policy of KHJ-TV Los
Angeles has been so good that the sta-
tion has put in a 25% rate increase for
participations in Channel 9 Movie Thea-
tre, effective today (March 14). Cost
for the full strip of 12 one-minute spots

a week, one with each showing of the
program, has been upped from $1,000
to $1,250. Ratings of Channel 9 Movie
Theatre have averaged 4.5 for the initial
daily showings at 5-6:30 p.m. and 3.7
for the late showings at 11 p.m.-12:30
a.m.

KKIS to move * Station KKIS Pitts-
burg, Calif., is moving into new offices
and studios, located at 230 East Fourth
Street. According to Jerry Bassett, gen-
eral manager, the move is expected to
be made on or about April 1.

7 Overseas Press
awards to radio-tv

Five radio-tv newsmen and two net-
works have been designated as win-
ners of the Overseas Press Club annual
awards for excellence in foreign corre-
spondence and interpretation during
1959. They will receive OPC plaques at
the club’s 21st annual awards dinner
dance at the Waldorf-Astoria Hotel in
New York on March 26.

The categories and the winners: Best
radio or tv reporting from abroad-—won
by CBS News for its coverage of Presi-
dent Eisenhower’s trip to Asia, as shown
on CBS-TV’s Eyewitness to History: ci-
tation to NBC News for its coverage of
the same Eisenhower trip, as presented
on NBC-TV’s Journey to Understand-
ing; best photographic reporting (mo-
tion picture) from abroad—won by
Henry Toluzzi, NBC News for film
shown on NBC-TV’s Operation Noah;
citation to Martin Barnett, CBS News
for film shown on CBS-TV'’s Population
Explosion; best interpretation of foreign
affairs, radio or tv—won by Quincy
Howe, ABC News, for his stories on
Khrushchev speeches at the National
Press Club and the United Nations; cita-
tion to Eric Sevareid, CBS News, for
reports from London; the Robert Capa
Award for superlative photography, still
or motion picture, requiring exceptional
courage and enterprise—won by Mario
Biasetti, CBS News for coverage of a
rebel invasion of Nicaragua.

e Rep appointments

® Gila Broadcasting Co. (KGLU Saf-
ford, KVYNC Winslow, KCLF Clifton-
Morenci, KWIB Globe-Miami, and
KCKY Coolidge, all Arizona): B-N-B
Time Sales as representative in Califor-
nia, Oregon and Washington.

* KEYY Provo, Utah: B-N-B Time
Sales as west coast representative.

» WALA-AM-TV Mobile, Ala.; KXOA
Sacramento, Calif.; KJOY Stockton,
Calif., and KSWO-AM-TV Lawton,
Okla.-Wichita Falls, Tex.: Clarke Brown
Co., Dallas.

® KORK Las Vegas, Nev.: B-N-B Time
Sales, L.A. and S.F.
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OF WFBC-TV's
CONTINUING LEADERSHIP
in Greenville, Spartanburg & Asheville
Facts from the latest ARB (November, 1959)

Share of Sets-in-Use
9:.00 A.M. to Midnight, Sunday through Saturday

METROPOLITAN
AREA sta. "8 [ 21.2
Largest in '
Ag.ain, as in every major survey, the the Market Sta. “’C” 3 Bkl 27.2
ratings show WFBC-TV's dominance
in its service area. Only “The Giant”
can give you maximum coverage in
the metropolitan areas of all three . ..
Greenville, Spartanburg and Ashe- GREENVILLE- WFBC-TV — 37.0
ville. SPARTANBURG
METROPOLITAN $ta. /B’ — 215
" AV LEADS wyp AREAS COMBINED .
P ; . —
&‘ Q‘“E T\OCA:E PROGP . ”Heu"f of ’he S'UA "C” ¥ - 28.5
q.o "‘NDATED Zpkooq'l’\f Market”’
SO B 5 O, Bg %
RS
TN ; »
SPARTANBURG- e
SsrAemARRRG METROPOLITAN St "B 255
t AREAS COMBINED
GREENVILLE Sta. ''C" 3 . 21.6

Average Quarter Hour “Homes Reached”

e~ \ SPARTANBURG-
of METROPOLITAN 33,200

Southern AREAS COMBINED ¢, ncn

From 6:00 p.m. to Mid-
night, Sunday through
Saturday

For complete information about this Giant Mar-
ket, and for Rates and Availabilities, we invite

: ou to contact our National Representatives
Channel 4 2 F

WFBC-TV | AVERY-KNODEL, INC.

Greenville;S. C.
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NBC, RKO GENERAL TRADES

Three-city station sales are announced

Sale of NBC’s Washington radio and
television stations to RKO General for
$11.5 million and the exchange of
NBC's Philadelphia properties for RKO
General's in Boston were officially an-
nounced Friday.

The transactions, which must have
government approval, would complete
NBC’s multi-market parlay ensuing
from the RCA-NBC consent decree re-
quiring the network to dispose of its
Philadelphia outlets. NBC's acquisition
of KTVU (TV) Qakland (San Francisco)
for a reported $7.5 million—first step
in the parlay—was announced three
weeks ago (BROADCASTING, Feb. 29).

All three transactions are subject to
one or more conditions. Purchase of
KTVU and sale of WRC-AM-FM-TV
Washington must, like all transfers of
station ownership, be approved by the
FCC before they can become effective,
The swap of WRCV-AM-TV Philadel-
phia for RKO General’'s WNAC-AM-
FM-TV Boston must be cleared first by
the Justice Dept. (because of the consent
decree, which stemmed from NBC’s ex-
change of its Cleveland stations for
Westinghouse Broadcasting Co.’s Phil-

adephia properties), and then by FCC.
In addition, the contract for the sale of
the WRC stations stipulates that it will
not become effective until FCC ap-
proves NBC’s purchase of KTVU,

Properties Involved ¢ The exchange
phase of the NBC-RKO General trans-
action—said to be tax-free-—gives the
network a ch. 7 television station
(WNAC-TV) in return for a ch. 3 prop-
erty (WRCV-TV) plus a 50 kw radio
station on 680 kc (WNAC) in return for
a 50 kw outlet on 1060 (WRCV). NBC
also acquires the fm affiliate of WNAC.

WRC-TV, bought by RKO General,
is on ch. 4 and WRC is a 5 kw outlet
on 980 kc. WRC-FM goes too.

KTVU—whose acquisition by NBC
was protested bitterly by KRON-TV
San Francisco, which would lose the
NBC affiliation in that area—is on ch.
2. It is being bought by NBC from Wil-
liam D. Pabst, Ward D. Ingram, Edwin
W. Pauley, Willet H. Brown and Stod-
dard P. Johnston.

The Philadelphia-Boston-Washington
transactions were announced by Robert
W, Sarnoff, chairman of NBC, and
by Thomas F. O’Neil, who is chairman

SOUTHWEST

Ideal for owner-operator.
cash will handle.

MID-WEST

on halance.

NEGOTIATIONS .

WASHINGTON, D. C,
James W. Blockburn
Jack V. Harvey
Joseph M. Sitrick
Washington Building
STerling 3-4341

MIDWEST
H. W. Cassill
Williom B, Ryan
333 N, Michigan Ave,
Chicago, tllineis
Financial 6-8460

Full time top rated excellent facility
in one of most attractive top 100 mar-
kets. A real growth area. Earning good
profit. 299, down and 6 year payout.

PENNSYLVANIA

Absentee-owned daytimer in single-
station market. Earning small profit.

Fulltimer in single-station market.
$30,000 puts you in. Favorable terms

$330.000
$65.000
$20,000
$125.000
FINANCING ~ »  APPRAISALS

Blackbwmé‘campmw

Incorporated

RADIO - TV - NEWSPAPER BROKERS

WEST COAST
Colin M. Selph
Calif. Bank Bldg.
9441 Wilshire Blvd,
Beverly Hills, Calif.
CRestview 4-2770

ATLANTA
Clifford B. Marshall
Stanley Whitaker
Robert M. Baird
Healey Building
JAckson 5-1576
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of RKO General.

Aside from the appropriate govern-
mental approvals, one tag end remains
to be disposed of: sale of RKOQO Gen-
eral’s WGMS-AM-FM Washington in
order to comply with FCC's duopoly
rule.

Changing hands

ANNOUNCED ® The following sale of
station interests was announced last
week, subject to FCC approval.

¢« WMBD-AM-FM-TV Peoria, Ili.: Sold
by Charles C. Caley and John E. Fet-
zer (Fetzer stations) to Midwest Tele-
vision Inc. (WCIA [TV] Champaign,
Ill.). Price was $1,850,000 for all assets
with $225,000 payment over eight years
to Mr. Caley for agreement not to com-
pete and to serve as consultant, Midwest
is 51% owned by August C. Meyer and
wife. Among other stockholders is
WSOY-AM-FM Decatur, Ill., affiliated
with Lindsay-Schaub newspaper group’s
Decatur Herald and Review and prin-
cipals of Champaign News-Gazette
(WDWS). Other Lindsay-Schaub broad-
cast properties are WVLN - AM - FM
Olney and WSEI (FM) Effingham,
both Illinois. WMBD is 5 kw on 1470
kc. WMBD-FM operates on 92.5 me
with 2.5 kw, WMBD-TV is ch. 31. All
are affiliated with CBS. No changes in
personnel are contemplated, Mr. Meyer
announced.

e WIHL Johnson City, Tenn.: Sold by
W. Hanes Lancaster Jr. and associates
to James C. Wilson, Bristol, Tenn.,
businessman and one-time stockholder
in WOPI that city. Price was $230,000,
with $67,000 in cash. CBS-affiliated
WIHL is on 910 ke with 5 kw daytime
and 1 kw at night. Broker was Black-
burn & Co.

e KHSJ Hemet, Calif.: Sold by Wil-
liam B. Miller and Luther Pillow to
Paul S. Sprague and Robert B. and
Robert T. Griffin for $85,000. Robert
B. Griffin was formerly with KITO
San Bernardino, and is currently pro-
gram and promotion director for
KWKW Pasadena, both California.
KHSJ is 500-w daytimer on 1320 kc.
Transaction was handled by Jack L.
Stoll & Assoc.

¢ WRKH Rockwood, Tenn.: Sold by
Herman and Ray Spivey to J.A. Galli-
more for $67,000. Mr. Gallimore is
multiple broadcast owner, with interests
in WSNW Seneca, WBAW Barnwell,
WNBC Hampton, WSSC Sumter, all
South Carolina and WLFA Lafayette,
Ga. Daytimer WRKH is 1 kw on 580
kc. Transaction was handled by Paul
H. Chapman Co.

* WHAP Hopewell, Va.: Sold by
Charles E. Springer and S.L. Goodman
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KETVHAS OMAHA’S
BIGGEST

NIGHTTIME AUDIENCE!

Feb.,1960 NIELSEN

KETV......39% 41%

STATION Z . ....... ... e, 3 I XN 31%
Source: Feb., 1960 Omaha Metra Nielsen Station Index

Jan.-Feb., 1960 ARB
6 P.M. To Midnight

KETV. . ... 36.2%

STATION Y .. ... . i e i e 31.9%
STATION Z . ... . . . . . . i, 31.0%
Source: Jan..Feb., 1960 Omaha Metro ARB

BUY THE STATION WITH OMAHA'S lARGEST
NIGHTTIME AUDIENCE!

Cail Now !
OMAHA WORLD-HERALD STATION

Ben H. Cowdery, President

Eugene S. Thomas, V. P. and Gen. Mgr. ABC TELEVISION NETWORK
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to Roger Neuhoff for $65,000. Mr.
Neuhoff owns WCHYV Charlottesville
and WILA Danville, both Virginia.
WHAP is 250 w on 1340 kc. Broker
was Blackburn & Co.

¢ WWCC Bremen, Ga.: Sold by J.J.
Mangham Jr. to James H. Faulkner
for $60,000. Mr. Faulkner owns WBCA
Bay Minette and WHEP Foley, both
Alabama. Daytimer WWCC is 550 w
on 1440 kc. Transaction was handled
by Blackburn & Co.

APPROVED e The following transfers
of station interests were among those
approved by the FCC last week (for
other Comnission activities see FOR
THE RECORD, page [04).

e KFAR-AM-TV Fairbanks, KENI-
AM-TV Anchorage and KTKN Ketchi-
kan, all Alaska: Sold by Midnight Sun
Broadcasting Co. to All-Alaska Broad-
casters Inc. for $1,200,000 ($250,000
cash, remainder to be paid over 20-year
period), New owners include Mr. and
Mrs. Alvin O. Bramstedt, formerly gen-
eral manager of Midnight Sun, 22.64%;
R.D. Jensen, KTKN manager and

owner of community antenna systenis
in Ketchikan and Sitka, 15%, James
Fletcher, Midnight Sun national sales
manager, New York, 7% ; Delmar A.

Day, Midnight Sun western sales man-
ager, 7%, among others.

o KUTI Yakima, Wash.: Sold by Har-
rison A. Roddick to Yakima Valley
Radio Inc. for $150,000. Purchasers
are H.G. Wells Jr., David McKay and
H.Q. Jouken, each owning 33%3 % . Mr.
Wells is former general manager of
KOLO Reno.

* KPOW Powell, Wyo.: Sold by Albert
J. Meyer to KPOW Inc., group headed
by M.J. Hedin, for $70,000.

e KDOG (FM) Anaheim, Calif.: Sold
by William E. Clark to Hi-Fi Bestrs.
Inc. for $3,600. Principals inciude CIliff
Gill and Danie! Russell, who hold con-
troling interest in KEZY Anaheim.

WIP drops Mutual

WIP Philadelphia severed its affilia-
tion with Mutual Broadcasting System
March 7. It will now operate as an
independent station. In making the an-
nouncement, Harvey L. Glascock, vice
president and general manager of WIP,
said: “Our decision to terminate WIP’s
affiliation with Mutual should in no way
be interpreted as prejudical to that net-
work. It is WIP policy to originate its
own programming and to develop its
own on-the-air personalities.”

Newspaper meet to air
radio-tv inroads

Broadcasters can expect their ears fo
burn when the American Newspaper
Publishers Assn. holds its annual con-
vention April 25-28 in New York.
Topics suggested for discussion at the
Waldorf-Astoria meeting:

“Have newspapers found it desirable
to tighten their policies on free-loading
by newspaper people? Do they believe
that permitting a news subject to pay a
bill can be equated with radio-tv’s
‘payola?” ”

“Tv and radio effectiveness as news-
paper promotion media.”

“What are newspapers doing to com-
bat extreme merchandising efforts of
radio and tv which in some cases in-
clude local stations buying shelf space
and placing displays in retail outlets?”

“What effect, if any, have the radio-
tv revelations, charges and criticisms
had on newspaper advertising?”

*How many papers present have both
catv and a tv station in their com-
munity? Did catv put any tv stations
out of business?”

“Do special tv sections increase sales
of Saturday papers?”

“Does anyone still read radio pro-
gram logs?”




GOVERNMENT

NEW BLOW AT PLUGS AND FREEBIES

FCC orders stations to tell all about free program services

The FCC last week made a massive
flanking attack on free plugs and pay-
ola. It ordered stations to disclose on
the air the sources of free program
material and the circumstances of its
acquisition.

In a tough interpretation of its rules
for sponsor identification, the commis-
sion issued a public notice that imposes
these conditions, among many others:

e Every time a station plays a phono-
graph record that it received free or
for a nominal fee, it must say on the
air that the record was furnished and
identify the supplier. If the supplier
gave the station anything in addition
to the freebies that fact must be an-
nounced too.

e [f a typewriter is used as a prop on
a news show in exchange for the free
use of typewriters, that fact must be
announced.

» If an outside source pays for travel
and accommodations of program per-
sonnel, the circumstances must be de-
scribed in a special announcement if

any program material collected on the
trip is used.

s ]t is not enough to say: “Travel
arrangements made through Trans-
State Airways.” The announcement
must make it clear that the travel was
provided in exchange for air credit.

¢ If a station or its employes partic-
ipate in the promotion of a record hop,
all promotional announcements must
clearly identify persons or companies
who will benefit from the event or who
have provided talent, prizes, hall rental
or anything else in exchange for broad-
cast exposure.

¢ Free plugs on network and syndi-
cated programs are regarded as an espe-
cially serious matter. The FCC said
these practices go on without the knowl-
edge of stations carrying the programs
and hence have “the effect of prevent-
ing individual licensees from comply-
ing with the commission’s sponsorship
identification and logging require-
ments.”

Tough Talk e The public notice, is-

“not all

sued March 16, said the FCC had

learned from questionnaires to all sta-

tions and from other sources that

“many” licensees had not been com-

plying with Section 317 of the Com-

munications Act. .
That section reads:

“All matter broadcast by any radio
station for which service money, or
any other valuable consideration is di-
rectly or indirectly paid, or promised to
or charged or accepted by, the station
so broadcasting, from any person, shall,
at the time the same is so broadcast,
be announced as paid for or furnished,
as the case may be, by such person.”

In its public notice last week the
commission said it was “apparent that
consideration has been provided in ex-
change for the broadcasting of various
types of material without an accom-
panying announcement indicating that
consideration was provided, and by
whom, in exchange for or as an in-
ducement for the particular broadcast.”

The FCC said “consideration” was

! m Mast local live sho

'V stations & V
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usually in one of four forms: (1) rec-
ords given to stations or employes for
use on the air or for promotion pur-
poses; (2} promotion of outside activ-
ities like record hops; (3) acceptance of
travel expenses in exchange for free
plugs; (4) payments for plugs without
accompanying revelation of sponsor-
ship.

A Stern Warning ®» The FCC said it
would treat previous violations of the
sponsor identification rules on a case-
by-case basis. In so doing, it said, it
will deal with instances of “wilfulness,
misrepresentation or serious neglect on
the part of the licensee.”

From now on, however, the FCC
“expects its broadcast licensees to use
their utmost diligence to apprise them-
selves of situations in which their em-
ployes or independent contractors have
outside financial interests which are be-
ing promoted on the air and to act ac-
cordingly to require that appropriate
announcements be made wherever Sec-
tion 317 is involved.”

Free Records ¢ The FCC said it had
information that ‘“virtually all broad-
cast stations” receive some free record-
ings; stations in big markets get most
if not all their recordings for nothing;
stations in smaller markets get records
at reduced prices. It is only in the
smallest communities that stations get
few records free or at special prices.

The commission said that the “re-
ceipt of any records by a station which
are intended by the supplier to be, or
have the practical effect of being an
inducement to play those particular
records or any other records on the
air, and the broadcast of such records,
requires an appropriate announcement
pursuant to Section 317.”

To comply with the law. the FCC
said, there must be “an appropriate an-
nouncement {to] accompany the play
ing of all recordings received free or at
a nominal charge.” Beyond that, the no-
tice stated, a similar announcement
must be made “when the station broad-
casts recordings of a particular manu-
facturer, distributor, etc., who has pro-
vided other free records which the sta-
tion utilizes in any non-broadcast man-
ner.”

Outside Promotions ¢ The FCC said
there had been widespread plugging of
record hops on stations where the sta-
tion itself or its employes had some
financial interest in the dances. In many
cases, the FCC said, records by per-
formers who were to appear at the hop
or records distributed by the donor of
free records to be given away at the
hop were often played on the air to
drum up attendance at the event.

The public notice said that “appro-
priate announcements must accompany
all broadcast material (announcements,
playing or records, etc.) where a profit
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is to be derived from these record hops,
or where recorded or other broadcast
exposure is being provided (whether
based upon an express or implied agree-
ment) in exchange for all or a part of
a performer's fee or in exchange for
the donation of records, prizes, hall
rental, etc. Such announcements must
identify the parties deriving financial
benefit from the record hop as well as
any other parties providing considera-
tion in any form whatsoever in ex-
change for any of the above types of
broadcast exposure.”

These sponsor identification require-

Big fob ahead ¢ Enforcement of the
FCC’s new, stringent anti-payola, anti-
plugola policy will be the task of Joseph
N. Nelson, chief of the Broadcast Bu-
reau’s Renewal & Transfer Division,
pictured here () with new FCC Chair-
man Frederick W. Ford just before Mr.

ments apply, the FCC added, no matter
who gets the net proceeds of the
dances.

Travel Expenses ® The FCC said
travel and related expenses have been
paid as an inducement to the broadcast
of program material.

“The announcement contemplated in
these situations,” the FCC said, “should
fairly disclose the fact that considera-
tion was provided, and by whom, as an
inducement for the broadcast presenta-
tion.”

The FCC admitted that free travel

was commonly accepted by members
of the press and that junkets of all
kinds were considered by some as a
normal business practice. Then it add-
ed: “Certain requirements not applica-
ble to other forms of communication
have been imposed by the Congress on
broadcast stations.”

The FCC said the acceptance of gra-
tuities was not prohibited as long as the
appropriate announcements were made.

“Sneaky Commercials” s The FCC
said it was necessary to make adequate
disclosure of ‘“trade-out” announce-
ments aired in exchange for services or

/

u

Ford testified on Capitol Hill last week
Mr. Nelson, who joined the FCC in
1946 after private law practice in New
York, has 10 lawyers and 20 aides han-
dling activities in the renewal branch.
This is the group which will handle
payola-plugola enforcement.

products.
“The commission considers such
statements as_‘Travel arrangements

made through Trans-State Airways’ to
be the substance of the plugs them-
selves. Such announcements do not in-
dicate that consideration (free trans-
portation) was provided in exchange for
the particular broadcast exposure or
plug.”

The point was further illustrated by
a reference to “close-ups of certain
brands of typewriters on tv newscasts
< exchange for the loan, free of
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THE LATEST NIELSEN

(or one more clue on how to get ahead on television)

AVERAGE AUDIENCE RATINGS*

ABC-TV

Analyze TV Networks by their ratings. Or by the number of firsts for prime time half-hours.
(ABC-15, Net Y-13, Net Z-7.) Or by the firsts for evenings of the week. (ABC-3, Net Y-2, Net Z-2.)
Any way you look at them, the percentages are riding with you on ABC Television.* (HINT: since
no wise sponsor goes by the standings alone, you'll want these added facts: ABC’s audience, attracted by
ABC'saction-adventure and family comedy programming, is a young audience** —with growing, consumsing
Jamilies. And you do business with them at the lowest cost— $2.88 per M homes per commercial minule.?)

ABC TELEVISION

Source: “Nielsen 24 Market TV Report, week ending Feb. 28, 1960, Mon.-Sun., 8-10:30 P.M., averagé audience basis. National NTI Report: “*Age
of head of house under 53 years, Nov.-Dec., '59, 'Average Audience, 8-10:30 P.M., Jan., '60—estimated time, Dec. 1,39 and published talent cost,

BROADCASTING, March 21, 1960




charge, of typewriters for use in the
station’s offices.” In such cases, the
FCC said, the public is entitled to know
of the commercial tie-in.

The FCC also referred to product
plugs intentionally inserted in various
programs. Producers, program pack-
agers or public relations organizations
get fees for arranging the plugs, the
FCC said.

“In this connection,” the notice said,
“the commission has also been advised
that networks and other producers and
suppliers of program material have
made surcharges. (in the form of prod-
ucts and ‘promotional fees’) for the
publicity value to a manufacturer re-
sulting from a showing and description
of his product on television programs.

“For example, the manufacturer of
a refrigerator to be awarded as a prize
on a giveaway program may be required
to provide a number of extra refrigera-
tors and may be charged a ‘promotion-
al fee' for the broadcast exposure of
his product.

“The commission wishes to indicate
to producers or suppliers of such pro-
grams that it considers this matter a
serious one inasmuch as such practices,
engaged in without the knowledge of
the stations broadcasting such pro-
grams, have the effect of preventing
individual licensees from complying
with the commission's sponsorship iden-
tification and logging requirements.”

Stripped of Teasers ¢ The notice re-
ferred to an FCC order last September
prohibiting the use of *“teaser” an-
nouncements without sponsor identi-
fication. Since then, the FCC said, the
forbidden practices have occurred.

“We wish to emphasize,” the FCC
said, “that. in addition to ‘teaser’ an-
nouncements, the broadcast of any
similar commercial matter. such as that
in the form of the playing of an instru-
mental version of a commercial jingle—
associated exclusively with the sponsor
holding the copyright to the musical
jingle—without explicit identification of
the sponsor, is likewise proscribed.”

The FCC added that “it should be
obvious that such practices as periodi-
cally playing a song from a current
motion picture, when such is inspired
by an express or implied agreement
with a local theatre or distributor to do
so (or as a bonus for purchasing a num-
ber of spot announcements advertising
the movie) and is not accompanied by
an appropriate sponsorship announce-
ment. violate Section 317 of the Act.”

Broadside Mailing « Last week’s pub-
lic notice was mailed to all radio and
television stations licensed by the FCC.

Enforcement of the new policies will
be directed by the Broadcast Bureau’s
Renewal & Transfer Div., of which Jo-
seph N. Nelson is chief. About 10 law-
yers and 20 aides will be involved.
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BILL WOULD

‘FRUSTRATFE’

FCC

Chairman Ford says FCC opposes some
parts of bill banning off-record contacts

The FCC would be faced with frus-
tration and an almost impossible task
in discharging its duties if proposed
legislation for tighter ethics in federal
agencies is adopted as it now reads,
FCC Chairman Frederick W. Ford said
Jast week.

In his first appearance on Capitol
Hill as FCC chairman, Mr. Ford told
the House Commerce Committee his
agency considers proposed prohibitions
against off-the-record contacts with
FCC members to be too broad in both
adjudicatory and rulemaking cases as
the proposal defines them.

He also told one committee member,
Rep. William H. Avery (R-Kan.), that
he himself would be able to recognize
“unusual hospitality” if it were ex-
tended to him, but feels another person
might have another conception of the
term. This term appears among activi-
ties listed as “improper” for FCC mem-
bers and employes in HR 4800, one of
the bills under study.

Chairman Ford said all FCC li-
censing activities are encompassed in
the definition of adjudicatory cases—
involving some 537,000 applications in
1958—while fewer than 500 actually
reach the contested, or hearing stage.
Under the present language of HR
4800 off-the-record contacts with FCC
members or employes would be pro-
hibited in all these thousands of cases,
he said. The FCC feels off-the-record
bans should apply only at the point
when a case is designated for hearing.
Otherwise, he said, FCC service to
cit'zens in directing attention to statutes,

‘Vital’' service

Volunteer use of broadcast and
other media by the Advertising
Council provides a “praiseworthy”
and “absolutely vital” service to
the nation, President Eisenhower
said March 16 in an address to
the council’s annual meeting in
Washington.

The President said the most
important national need is public
undearstanding of national and in-
ternational issues. “No other body
has done more in this regard in
trying to inform America of these
things than has the council,” he
added. It was the President’s final
appesarance before the group of
200 industry leaders. (Also see
FATES & FORTUNES, page 97, for
Ad Council elections.)

regulations, application forms, policies
and practices could be interpreted as
improper contact.

Impressions ® On rulemaking cases,
Mr. Ford said the FCC is solidly against
proposals in HR 4800 which would
prohibit off-the-record contacts in any
rulemaking where notice has been
issued and interested persons allowed
to comment. With certain exceptions,
the FCC’s rulemaking is broad and of
nationwide interest, bipartisan and
legislative in character, the FCC chair-
man said. FCC members and employes
obtain information from meetings with
industry people, on-the-spot inspections
and other sources; some of the infor-
mation obtained is virtually impossible
to place on a “paper record” because
it involves mental impressions.

The exceptions where off-the-record
contact bans should apply, he said, are
those which are controversial, accusa-
tory in form, affect private interests and
are more narrow, sometimes involving
only two cities. He said the FCC has
initiated a rulemaking to distinguish
between these two classes of rulemak-
ing proceedings. (This action, begun
July 22, 1959, followed court reversal
in the FCC’s St. Louis ch. 2 case in-
volving off-the-record contacts.) But
Chairman Ford said the FCC would
“appreciate . . . legislative or congres-
sional ‘“guidelines” on this question,
noting the problems of the FCC may
differ from those encountered in other
federal agencies (to which HR 4800
also applies). HR 4800 puts everything
into “one ball of wax,” he said.

Mr. Ford said there is a “hole” in
the present law prohibiting off-the-
record contacts in FCC adjudicatory
cases in hearing and that an FCC-
drafted bill in the Senate (S 1734)
would seal off this hole, extending the
prohibition not only to the parties
concerned and FCC people but also to
persons outside the case.

Rulemaking Hearings? e Mr. Ford
told Rep. William L. Springer (R-lIL),
who had suggested the FCC designate
rulemaking cases for hearing (instead
of written comments), that if the FCC
set a rulemaking ‘for hearing and “the -
industry doesn’t show up, we're frozen.”
Rep. Springer doubted witnesses would
be scarce (“we never have trouble get-
ting witnesses for our hearings”). Mr.
Ford also noted FCC members them-
selves must conduct rulemakings and
that hearings would take up too much
of their time.

Rep. J. Arthur Younger (R-Calif.)
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s
California’s Capitol

Free-spending Californians and Ne-
vadans are clustered thick in Bee-
line station broadcast areas. For
example, KFBK is located in the
heart of the Metropolitan Sacra-
mento Market which ranks 9th
nationally in retail sales per house-
hold and 43rd in total retail sales.
National ranking for total food sales
is 39th and total drug sales is 49th
(SRDS)

SACRAMENTO, CALIFORNIA

BROADCASTING, March 21, 1960

The city of Sacramento is the
capital of California. It is also the
center of an area having huge, di-
versified food-canning, industrial,
dairying and agricultural activity
plus several very large military
establishments.

As a group, Beeline stations give
you more radio homes than any
combination of competitive stations
— at by far the lowest cost per
thousand (Nielsen & SR&D)

*Sales Management’s 1959 Survey of Buying Power
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suggested the FCC inaugurate fees for
licenses and Mr. Ford replied that this
is a policy matter for Congress to deter-
mine, along with fees by other federal
agencies for services or licenses.

Rep. Younger also suggested that off-
the-record contact prohibitions be ap-
plied to members of Congress. “I'd like
to see this in the bill,” he said.

Rep. Avery, in questioning Mr. Ford
about the “unusual hospitality” termi-
nology in HR 4800, wondered if the
word “unusual” should be deleted and
any kind of “hospitality” prohibited.
Mr. Ford said there still would be sub-
jective trouble with the term. Hospital-
ity, he said, might mean “even lighting
your cigarette.” If carried to extremes,
he felt, FCC members might have to
“withdraw into seclusion.” Rep. Avery
concluded either term would be “ridi-
culous™ and almost impossible to write
into law.

During discussion on what informa-
tion obtained by the FCC in rulemak-
ing cases could reasonably be placed
on the public record, Edward W. Allen,
chief engineer, said FCC staffers obtain
some information from businesses in
broadcasting and that there is no ob-
jection to placing their reports on this
information in the record, with the ex-
ception of competitive data.

Other FCC Opinions e Here is the
FCC’s stand on other provisions of HR
4800:

In the title: wants words added: “to
remedy statutory and administrative de-
ficiencies™ to put Congress on record as
wanting the FCC broadcast hearing
backlog cleaned up. The McFarland Act
of 1952 has “shorn’” the FCC of all staff
advice, he said, citing statements by
House Commerce Committee Chairman
Oren Harris (D-Ark.) and Senate Com-
munications Subcommittee Chairman
John O. Pastore (D-R.1.) acknowledging
the 1952 act went too far.

Prohibition against former FCC mem-
bers appearing before the FCC on any
matter for two years and former em-
ployes from appearing on matters in
which they were directly connected dur-
ing their FCC service: This means FCC
and other regulatory members and em-
ployes would be treated differently.
Officers and employes of other govern-
ment departments are forbidden only to
represent claims against the U.S. in
matters with which they were formerly
directly connected or performed duty.
FCC people have devoted their pro-
fessional experience to specialized FCC
work and to prohibit them from using
their experience afterward would be
inequitable and may raise a constitu-
tional question for those employed by
the FCC at the time of the bill's enact-
ment. The FCC suggested instead that
such people merely be prohibited from
using confidential information acquired
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‘Bird-casting’

Male ruffed grouse will be op-
erating their own radio stations
soon at the U. of Minnesota.

The FCC last week granted an
application for an experimental
radio license to the university to
study bird habits. FCC said the
school's bird-watchers will band
the grouse with one ounce battery-
operated transmitters. The batter-
ies will last for 30 days. The birds,
located on a school preserve, will
remain within one mile of the two
monitors which will receive the
rustling noise of their worm-
grubbing, courting and favorite
cooing places without interference
to their nests.

Six grouse will be banded dur-
ing the study.

The logical guestion: Is broad-
casting really for the birds?

on specific matters while at the FCC on
the same matters afterward. A further
requirement that the FCC try to prevent
such acts would impose a “vague™ and
“perhaps impossible” task, the FCC
statement said.

More Opinions ® Authorizing the
FCC to determine the kind of intra-
commission contacts which should be
exempted from off-the-record contact
prohibiticns. Such exemptions should be
set out by statute to remove uncertainty.
The FCC recommended that these
“necessary” exemptions be applied to
contacts between FCC members, be-
tween them and their assistants and—
except for separation of functions re-
quired by law—between FCC members
and other FCC employes who have not
done investigative or prosecution work
in the case considered or a related cne.
The FCC should be allowed to deter-
mine what communications with other
state or federal government groups
should be exempted. The statute should
apply to all six of the regulatory
agencies.

Requiring FCC members and em-
ployes to make a “fair, written sum-
mary” of and telephone call or conver-
sation about an adjudicatory case or
controversial rulemaking and file it in
the public record. This puts a burden
on the recipient who may have no prior
background in the case and may not
associate it with a case where contact
is prohibited. He might be innocently
trying to help in the administrative
process and later find the talk has taken
on new colorations. Work pressure
might cause him to fail to make the
summary or to make an inadequate one
later. Requests for general information
may later turn out to be associated with

a particular casé and he is confronted
with the punitive provisions of HR
4800. A further requirement that he
ignore the communication in making a
decision may be impossible if he has al-
ready made a “fair” summary because
of subconscious impressions made on
his mind in so doing.

Providing for removal of FCC mem-
bers for malfeasance and authorizing
them to appoint their own chairman
and vice chairman. This is a matter for
Congress to decide, the FCC said.

Other Provisions ¢ Requiring an FCC
member to personally direct preparation
of a statement of reasons for every
FCC decision and sign it, with such
tasks to be equally divided among
members as to type and amount. This
would impose an impossible burden on
individual FCC members unless it is
restricted to adjudicatory hearing cases
and would require “drastic administra-
tive changes,” including a larger opin-
ion-writing group. If the aim is to in-
crease the personal responsibility of
each member, the FCC said, it submits
that the opinion reflects the views of
all members who vote with the majority.

Giving parties who file motions with
the FCC the right to appeal to the
courts if the FCC has not acted in 60
days; allow the FCC to extend the 60
day period to 120 days provided it gives
the parties opportunity for hearing.
Response pleadings often take up this
60 days. If appeals were thus permitted,
the parties would not know the basis
of appeal. The provision to extend the .
period to 120 days makes obvious the
opportunities for “interminal proce-
dural delays” because of the require-
ment for hearing.

Repealing FCC honocrariums. The
FCC supported this.

Repealing laws which presently re-
strict the flexibility of the FCC review
staff. Supports.

Other Bills ¢ HR 6774, establishing
standards of conduct for hearing pro-
ceedings. Supports, but recommends
clarification at several points.

S 1735, Senate-approved bill to repeal
the honorarium provision for FCC
members. Supports.

S 1736, Senate-approved bill to elimi-
nate the oath required for applications
for construction permits, station li-
censes and renewals and annual com-
mon carrier reports. Supports as help
in speeding up consideration and proc-
essing of applications.

S 1738, Senate-approved bill to give
the FCC greater discretion in using the
services of its review staff without allow-
ing such a staff to recommend final
disposition of adjudicatory proceedings.
Supports as a way of expediting hear-
ings and allowing FCC members to
concentrate on questions of policy, law
and fact.
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YES ... in the
Shreveport market
where the LOWEST
channel station (3)
puts the CLEANEST,
CLEAREST pictures
(RCA) over the
BIGGEST, RICHEST
coverage area
(Nielsen).

Your product deserves
identification with

KTBS-TV
Represented by

F Edward Petry& Co., iInc.

CHANNEL 3 SHREVEPORT, LOUISIANA

- The Original Station Reprcuntaiiue

The superlative station in the Shreveport market
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FOX' SEC TROUBLES MULTIPLY

New charges made against Tv Industries head

Troubles multiplied for Matthew M.
Fox last week. For several months he
has figured prominently in the hearing
the Securities & Exchange Commission
has been conducting into Skiatron Elec-
tronics & Television Inc. (BROADCAST-
ING, March 7). Last week the SEC
charged him with additional violations
of the 1933 Securities Act in his sale
of Television Industries Inc. and Guild
Films Co. stock.

The commission filed a motion for a
temporary order restraining Mr. Fox
from selling any more Television In-
dustries stock. In the accompanying
affidavit, the SEC charges that he has
established a pattern of borrowing
money on large blocks of unregistered
stock, defaulting on these loans and
allowing the collateral to be sold. The
document further states that he has
failed to file required statements with
the commission.

Judge Edmund L. Palmieri of Federal
District Court in New York, where the
SEC had filed, signed on March 17 a
permanent injunction barring Mr. Fox
from further sales of Television Indus-
tries stock. Mr. Fox consented to the in-
junction, but denied that he had in-
tended to violate the Securities Act. He
said that the SEC had “acted wisely and
fairly in the matter as there was no
other way to prevent certain lending in-
stitutions from selling the balance of
my collateral without first registering
same. “In his statement, Mr. Fox in-
dicated his belief that although the lend-
ing firms may have violated SEC regu-
lations, he, as an individual, had not.

Television Industries Inc., of which
Mr. Fox is president and board chair-
man, was formed in 1958 as a successor
to C&C Television Inc. Its securities
are listed on the American Stock Ex-
change. The company is engaged in
distributing programs to tv, sometimes
in dea's which barter programs for
station time. In 1955, when the com-
pany was known as C&C Super Corp.,
Mr. Fox was engaged in pledges -and
defaults of its stock, the SEC claims.
As of June 30, 1958, he owned 648,400
shares of C&C Television, of which
approximately 630,000 were pledged
as collateral and in July of 1958 when
the name was changed, there was a re-
verse split of one to ten, leaving him
with 64,700 shares of Television In-
dustries. All of these were eventually
pledged, the SEC announced.

Late Reports ® Reports on personal
holdings, which Mr. Fox was required
to file with the SEC as an officer and
director of a listed company (Television
Industries), were due monthly from
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October 1958 through November 1959.
They were all filed on Jan. 26, 1960.
By this time, he was thoroughly em-
broiled in the Skiatron hearing.

The SEC offered examples of Mr.
Fox’ other stock transactions in order
to “‘support [its] contention that Fox has
set in operation a scheme to evade the
registration requirements of the Securi-
ties Act of 1933 by pledging and selling
securities.” Over 260,000 shares of
Skiatron were pledged by Mr. Fox since
1954, most of which were eventually
sold, the affidavit states. “These pledges
and loans were made with nearly all the
same individuals, financial organizations
and lending organizations who held the
stock of Television Industries Inc.” it
continues. It also cites 327.000 shares
of Guild Films Co. given as collateral
to those same lending firms beginning
in October 1956, of which over 200,000
shares were sold upon default. At the
time these shares were pledged. there
were only a little over | million shares
of Guild outstanding. Blocks of stock of
such size in these three companies
could represent control blocks and
under the 1933 act must be registered
before they can be sold. According to
the SEC, in none of the three cases
was a registration statement in effect.

No Criminal Charges  The lending
companies reportedly still hold some
33,000 shares of the pledged Television

MaTTHEW M. Fox
Agrees to restraint

Industries stock, some or all of which
are presently in default, the commission
states. It they should sell the balance
of this stock, they might be construed
as acting as agents for Mr. Fox and
be held liable for willful violation of
the 1933 act. Willful evasion of regis-
tration requirements is a criminal of-
fense. So far no criminal charges have
been brought against Mr. Fox.

The SEC issued a further suspension
order in Skiatron stock pending the
result of its administrative proceeding.
The order stated that further suspen-
sion is necessary “to prevent fraudulent,
deceptive or manipulative acts or prac-
tices in Skiatron stock.” In the hearing
to determine the adequacy and accuracy
of the company’s registration statement.
tesimony has been introduced to indi-
cate that illegal selling of supposed “in-
vestment holding” had been done by
individuals and by concerns. In one
case, stock privately purchased from
Arthur Levey, Skiatron’s president, on
condition the purchaser would hold it,
was soon resold on the exchange
through a Swiss bank.

Attorneys for Mr. Levey. Mr. Fox
and Skiatron are working with SEC
counsel to produce a stipulation con-
cerning the financial status of the com-
pany in regards to pay tv. Stipulations
dealing with sales of stock by Messrs.
Fox and Levey have been introduced
already. SEC counsel Eugene Rotberg
last week told Hearing Examiner Robert
Hislop that he hopes a stipulation on
the fiscal state of Skiatron can be in-
troduced into the record when the
hearing is reconvened April 4.

FTC consent order
for ‘Life’ Cigarette

The Federal Trade Commission today
(March 21) announced a consent order
against Brown & Williamson Tobacco
Corp. and its advertising agency Ted
Bates & Co. The order forbids the use
of pictorial demonstrations purporting
to prove that the filter in Life cigarettes
(or any other filter cigarettes the com-
pany promotes) absorbs or retains all
of the tars or nicotine in the smoke.

Also, the company must not use any
demonstrations which are meant to
prove that the filter used in these cig-
arettes absorbs more of the tars or nico-
tine than other filters when such proof
is not actually given. In addition, the
order halts claims that the U.S, govern-
ment, or its agencies, approves or sanc-
tions the company’s cigarettes or has
found their smoke level lower in tar or
nicotine when compared with other
brands.

Both companies and the FTC agreed
to this order.

Action in this matter began Decem-
ber 11, 1959, when the FTC challenged
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TOTAL
SHARE OF AUDIENCE  weme.ty  71.6%

Four-Week )
Summary  Station B 19.1%
Station C 8.1%

KGMG-TV

TEXARKANA,
Iexas-Arkansas

The November ARB report shows KCMC-TV still
dominates the 4-state corner of the Southwest.

With 71.6% of the Texarkana Metropolitan Audience,
KCMC-TV blankets the newly enlarged area

which now includes all of Bowie County (Texas) and
Miller County (Arkansas), and delivers a big PLUS

f w.e-r-.l-hm i oy (s
7 DOMINANT Kooy 52200 Fomis
sales power in
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(Mon. thru Fri.) :00 to 10:00 P.M. {Sun. thru Sat.) 21,700

TYPICAL KCMC-TV NIGHTTIME RATINGS
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Gunsmoke 57.7 899%, 33,200

Red Skelton 52.0 80% 30,200

gml‘”:::"” The Texan 48.2 73% 29,400

- - 6:00 PM Llocal News  49.1 1% 26,800

s ide : Rawhide 59.5  88% 34,200

AN TR 77 Sunset Strip 429 73% 32,600

‘ of Ty 7 [Ee Have Gun, Will Travel  53.6  79% 31,900
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“ BY NA Rifleman 469  73% 32,800
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\ f} o j Edge of Night 21.3  84% 11,800
dominate the 4-state corner i w
of the Southwest with s

Maximum Power Channel 6 TEXARKANA'Texas-Arka nsas

Represented Nationally by WALTER M. WINDSOR, General Manager

Venard, Rintoul & McConnell, Inc. Clyde Melville Co.-Southwest James S. Ayers Co.—Southeast
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GET THE FACTS..
WVEC-TV... 2 sTuDIOS...NORFOLK & HAMPTON, VA.

BROADCASTING

% THE BUSINESSWEEKLY OF TELEVISION AND RADIO

1736 DeSales St., N. W. Washingten 6, D. C,

NEW SUBSCRIPTION ORDER

Please start my subscription immediately for—
[J 52 weekly issues of BROADCASTING $ 7.00
[J 52 weekly issues and Yearbook Number 11.00
[J Payment attached {3 Please Bill

name title/ position

company name

address

* Occupation Required

city
Send t0 bome oddress — —

Jone state

the demonstration for Life cigarette's
“Millicel Super Filter.” The demonstra-
tion was used in newspapers and mag-
azines as well as on radio and tv
(BroADCASTING, Dec. 14, 1959).

The agreement reached today is for
settlement purposes only. It does not
constitute an admission by the compan-
ies that they have violated the law. The
complaint against David Loomis, a vice
president and account executive of the
Bates agency, was dismissed because he
had no authority to direct or control the
policies of the two companies, the FTC
said. It was the first time in recent years
that an account executive has been
joined with the advertiser and agency
as a party to a complaint.

Meanwhile, Standard Brands Inc.,
one of four companies cited in January
FTC complaints (BROADCASTING, Jan.
18, 1960), answered the complaint with
a denial.

The FTC had charged that the com-
pany’s “flavor gems™ tv commercial
for Blue Bonnet margarine was decep-
tive. The complaint stated that the dem-
onstration was misleading because the
“flavor gems” illustrated were magnified
and were not actually moisture drops
produced in the product but were drops
of a non-volatile liquid substituted for
the demonstration.

Standard Brands, in its answer to the
FTC Friday (March 18) stated that it
has used “substantially identical” adver-
tising for several years. The FTC ex-
amined and failed to find such advertis-
ing objectionable, the company declared.

“Advertising embodying these claims
and visual portrayals was several times
submitted to the FTC in response to its
requests,” the firm asserted, “But . . .
three times [the FTC] formally advised
respondent that after consideration of
them no action was contemplated.”

Ted Bates & Co., named with Stand-
ard Brands in the complaint, filed a
separate answer similarly denying any
deception in the demonstration.

FTC charges denied

Olson Rug Co. last week said it plans
to file an answer shortly in Chicago dis-
trict court denying misleading radio ad-
vertising charges brought by the Federal
Trade Commission.

The FTC filed an $80,000 suit in
court March 11 claiming Olson violated
a FTC order in 1956 with commercials
and advertisements that misrepresented
its wool carpets to customers. FTC
charged Olson did not use the same
wool in its carpets as that obtained
from customers despite its advertising
claim on radio and in magazines. Olson
currently has participations in Don Mc-
Neill's Breakfast Club on ABC Radio
and in Ruth Lyons' show on WLWT
(TV) Cincinnati. The agency (for radio-
tv) is Presba, Fellers & Presba, Chicago.
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SCREENING SPOTS
Local level job, FTC

chairman tells IBA

FTC Chairman Earl W. Kintner ad-
vised broadcasters last week to do their
own screening of national spots. Ad-
dressing his fellow Hoosiets at a lunch-
eon of the Indiana Broadcasters Assn.
March 18, the chairman said that na-
tional spots do not have “the benefit of
pre-screening by the network . . .” and
that self-policing is in order.

Mr. Kintner called for “positive ac-
tion” to eliminate advertising copy “that
either is obviously phony or comes so
close to the edge of credulity as to not
be worth the risk of FTC action . . .”

Outlining what he called “one rea-
sonable test” to gauge acceptable adver-
tising, Mr. Kintner said: “Would I have
reason to complain if my competitor
used . . . this sort of advertising? If the
advertising falsely disparages your prod-
uct or lies about the quality of your
competitor’s product, you have a right
to complain, and so does he, if you do it
to him.”

Compliance with the law, Mr. Kint-
ner suggested, “does not require sack
cloth and ashes.” He asserted that it is
only when “unrestrained showman-
ship begets hucksterism and deception”
that the FTC must take action. How-
ever, he said, *we are not opposed to
making things attractive.”

The broadcaster, Chairman Kintner
said, cannot remain indifferent to the
material which he airs and “certainly
has a responsibility to the public” for
his station’s total programming.

Three payola consents
swells FTC list to 19

The Federal Trade Commission an-
nounced last week that it had approved
three more payola consent judgments—
bringing the number of such orders to
i9.

Those signing the consent orders, all
Philadelphia distributors were:

Universal Record Distributing Corp.,
Main Line Distributors Inc. and Ray-
mond Rosen & Co.

The three record distributors—
charged earlier this year with having
paid disc jockeys under-the-counter to
play records—agreed to cease this prac-
tice or to require public disclosure of
the fact that the performer had been
paid to play the record on the air.

This is similar to the terms of the
other 16 consent judgments which have
been signed by distributors and record
makers.

Chairman Kintner disclosed that the

commission was investigating 95 addi-

tional record firms.

BROADCASTING, March 21, 1960
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I. Q. may be defined as Impact Quotient . . . the percentage of
available acceptability that a product achieves in a given market.
l. Q. also may be defined as Influence Quotient . . . the percentage
of audience acceptability earned by a broadcaster in a multi-TV sta-
tion market. The correlation of these definitions
pact rely on the station with market influence.

. . . for market im-

In South Bend, Indiana, WSBT-TV is the station with the highest In-
fluence Quotient. So evidenced by eight years of 45 to 50% audi-
ence shares; proven again in November, 1959, with a 47.8% Niel-
sen (share of sets in use, sign-on to sign-off). Accomplished with a
full schedule of top CBS shows and ‘‘red-hot’* local programs.

For product impact on the $1,613,896,000 SouthBend market, use
an influential WSBT-TV schedule. See Raymers or write this station
for availability lists.

WSBT-TV

! South Bend, Indiana ¢ Channel 22
National Representative

i Ask Paul H. Raymer
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KYWiswayu

~in Cleveland?

KYW influences mora sales than any

_ other radio station in the nation’s
sixth market In Total Retail Sales.
Size it up--KYW is your No. 1 radio
buy in Ohio’s No. T market.

Reprasented by AM Radio Sales Co.

Westinghouse Broadcasting Co., Inc.
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FM STEREO COMMENTS FILED

Industry feeling mixed; more tests asked

FM stereo this fall. This is the FCC-
industry goal as the commission’s tech-
nical staff buckled down to evaluate a
flood of comments filed last week at
deadline time for an inquiry that has run
two years.

Proposed rule-making for fm may
come in 30-days, one FCC source said
last week. After fm stereo standards are
set, the commission has stated, it will
consider standards for am and tv stereo.

Industry generally asked that more
testing be undertaken before a final de-
termination on standards is made.

Comments ranged from professional
technical dissertations to pleas scrib-
bled on postcards by hi-fi enthusiasts.

Electronics Industries Assn. and RCA
said recommendations for a specific

{ multiplex fm system would have to
| wait until field tests are made.

ElA’s National Stereophonic Radio
Commiittee, which assembled pertinent
data on stereo, told the commission it
is not yet ready to “offer any recom-
mendations.” It said that its study thus

| far “represents nothing more than a

firm foundation” for the choice of an
fm stereo system. The committee as-
serted that “until questions are an-

swered and until the proposed
systems are field tested . . . there is
not sufficient technical information

available for the choice of a system.”

The committee informed the FCC
that six proposed fm multiplex systems
had been studied by NSRC. The six are:
Crosby-Teletronics Corp., Calbest Elec-
tronics Corp., Multiplex Development

| Corp., EMI-Cossor, Zenith, and GE

(two designations). The FCC has asked
NSRC for a final report on these sys-

tems no later than July 29.

RCA told the commission it is not
possible to determine ‘“‘the optimum”
multiplex fm system from “purely
theoretical considerations.” Any recom-
mendations, RCA stated, “nust be sub-
stantiated by testing in the field.” RCA
said its study shows the feasibility of
allocating three fm subchannels on the
fm base and. It said, however, that the
presence of subchannels may cause
crosstalk in poorly aligned receivers.
RCA said the study also indicated that
systems with one fm subchannel tend
to provide a better signal-to-noise ratio
than other multiplex systems consid-
ered.

In other comments received, the
commission was told that fm stereo
multiplex endangers background music
operations, a vital part of the fm broad-
casting economy.

Muzak Corp. said that multiplex
would allow the public to intercept
functional music programming. Zenith,
however, said it has developed a sys-
tem which permits stereo broadcasting
without displacing subsidiary commu-
nication services and claims it is the
only system which allows functional
broadcasts to remain in operation with
multiplex. With the Zenith system the
station can transmit a main carrier and
two subcarrier signals. The fm multi-
plex will reproduce high fidelity from
the main carrier and one subcarrier.
The other subcarrier can broadcast
“storecasting” without interference to
or from public broadcasts, Zenith said.

Crosby Labs Inc. suggested that the
FCC go slow in extending further the
possible types of non-broadcast multi-

Fm stereophonic standards should
be in existence this fall. This was
the prophecy of David R. Hull.
president of the Electronic Industries
Assn., last week in commenting on
the whole stereo situation at a news
conference in Washington.

EIA has submitted the reports of
its National Radio Stereophonic
Committee to the FCC. Mr. Hull an-
nounced. It made no recommenda-
tions but offered to field test various
systems. Mr. Hull said 20 different
fm stereo systems were examined by
panels of NSRC.

He expressed regret that the com-
mission had not seen fit to agree to

Fm stereo standards by fall

the establishment of an industry-
wide stereo committee which could
have resulted in an industry-adopted
standard.

The EIA proposal was made be-
cause RCA and CBS refused to
participate in the NSRC unless it
was sponsored by the government.
Aantitrust problems were understood
to be at the root of this refusal.
Without these two companies, Mr.
Hull noted, the industry could not
be sure of arriving at the proper
standards.

Mr. Hull’'s remarks were made
during the EIA spring conference
in Washington.
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WROC-TV
AUDIENCE

GROWS!

Leads New York State’s 3rd largest
market with 31.5% more homes
reached than station X.

TOTAL TV HOMES REACHED:

WROC-TV 327,200
Station X 248,800

NBG-ABC - GHANNEL 5 - ROCHESTER
Represented by

The Original Station Representative

S
u_!,FH-H-_TfH,.S_an I.‘.Iir.:_qu, Cadif. « WROC-TV, Rochestar, H,'f,',J,EHI:I-'FI.'_ Bakerstield, Cadif, \\'HEF—[U,.,.’:':Irantnn ='Wilkes-Baere. Pa.
WGR M WER-FM, Buffalo, N.¥. - KFMB-AM, KFMB-FM; San Blaga; Calil.- WROG-FM, Rechester, 8.1, : =

Ii:a'h:;url_ti!]!-lt Telgyigion I:nrp-ur.l.‘linn « JB0 Madison Avenué, New York, H. Yo = Ylkon B-2129
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plex operations until it has decided on
an fm stereo system. It called on the
commission to authorize a wideband
dual subcarrier system and said that
the public should have a choice of sys-
tems. Crosby maintained that the wide-
band muitiplex system is designed sole-

ly for stereo and will not receive back-
ground music transmissions.

GE asked that the commission per-
mit fm multiplex on a regular basis
and that “the present limited purposes
for which subsidiary communication
authorizations are issued . . . not be

enlarged unti! standards are evolved
for fm stereo. . . .”

Several hundred high fidelity hobby-
ists asked for a prompt ruling. An FCC
spokesman said a proposed rulemaking
can be expected within “a month or
two.”

FORD'S FCC HOPE: LET'S GET GOING

Blow off dust, set priorities, get expediter, that’s his plan

The FCC’s new chairman, Frederick
W. Ford, isn’t at all sure what the
commission is going to do about its un-
finished business but there’s one thing
certain—less dust will gather on the
dockets.

Chairman Ford has definite ideas
about how radio and television stations
should meet their obligations. He’s
made them clear many times. But right
now the immediate problem is how to
dispose of extremely complicated prob-
lems involving vast files of testimony.
charts, statistics and filings.

After four days in office—he took
over from John C. Doerfer March 14—
the new chairman has come up with a
gimmick he hopes will trim weeks, even
months, from the inevitable bureau-
cratic sluggishness that marks the
average federal agency.

It's quite simple—a staff assistant in
charge of progress.

Pin Sticker ¢ Roughly, Chairman
Ford has in mind the creation of a
job designed to keep dockets moving.
First of all, once he has found the man
for this role, he wants a priority list
drawn up of the 17 or 18 most impor-
tant problems that face the commission.

Heading the list, of course, are radio
and tv allocations policies. Right behind
will be a joint radio-tv program control
procedure. The next 15 or so problems
will be assigned priorities, with the full
commission joining in the selection of
priority ratings.

Allocations offer deep and delicate
issues surrounded by personal, technical
and economic intricacies. The new
chairman isn’t trying to kid himself or
anyone else in Washington. He knows

THE

SHAPE

OF

THINGS

TO COME!

COMING
SOON
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the political and practical hazards in-
herent in any mention of the term
“allocations.”

But he sincerely believes that every
mechanical aid must be utilized from
messenger to chairman if the work
load is to be handled with reasonable
speed and justice.

“We must have someone bird-
dogging around the commission. check-
ing up on progress or lack of progress,”
Chairman Ford said. “We simply want
to know the status of every case. If it’s
moving slowly, let’s find out why.

“Most of all, the commission should
have material presented to it in an
orderly way, ready for consideration
and action. The full commission should
considered—or when.

Zest for Detail « What the new chair-
man has in mind is not an efficiency
expert of the big-business type but
merely someone with zest for detail—
someone methodical who will help keep
traffic moving as fast as staff and budg-
et will permit.

Chairman Ford hasn’t any plans for
a personnel housecleaning or a get-
tough policy though these administra-
tive philosophies have been attributed
to him in the past week. “We're still
shy one commissioner,” he noted, but
he had no comment on who might be
considered—or when. The vacancy de-
veloped last week after the Doerfer
resignation,

While the commission came out ]ast
week with a policy statement on strict
enforcement of Sec. 317 of the Com-
munications Act which requires identi-
fication of those who pay for broadcast
mentions, Chairman Ford said he was
not ready to discuss the problem in
detail at this time. He merely suggested
that the rule, if enforced. might deter
stations from accepting free phono-
graph records (see FCC story, page 55).

Program , Philosophy e As to the
FCC’'s program authority, the new
chairman has some specific ideas that
are in conflict with those of his prede-
cessor. In essence, he believes an appli-
cant not only should submit evidence
that he intends to serve the public in-
terest but in addition must demonstrate
he has so operated in the past and plans
to continue such service in the future.

“Congress gave the commission most

BROADCASTING, March 21, 1960



ANOTHER AIR FRANCE FIRST!

THE WORLD'S ONLY JET TO JET SERVICE
Between the U.S.A. and Europe, Africa and the Middle East!

Never before has any single airline come so close to
fulfilling the ultimate promise of the “Jet Age.” Now
a traveler can speed overseas to Europe by Air France
707 Intercontinental Jet and, without changing air-
lines, continue throughout Europe, Africa and the
Middle East by swift Caravelle Jet. This is truly the
finest, fastest, most convenient service of its kind —
Jet to Jet service on Air France.

Exclusive “firsts” like Air France Jet to Jet service

AlIRsSE

don’t just happen; they have to be planned. Early in
1957, Air France laid the groundwork for this unique
service by becoming the first airline to test and oper-
ate Caravelles in Furope. Then, when the first Air
France Boeing 707 Intercontinental Jet touched down
at Orly Field, a fleet of pure jet Caravelles was ready
to inaugurate Jet to Jet service!

Itis just this quality of leadership in planning that has
helped Air France become the world’s largest airline,

WORLD'S FASTEST JETLINER / WORLDS LARGEST AIRLINE
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SCHAFER BROADCAST AUTOMATION SYSTEM 1200 Fully auto-
T The Schafer
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SCHAFER CARTRIDGE RECORDER 2000
Insert a cartridge and push the button to
air a spot, a program, or any material of
40 seconds to 31 minutes duration, This
simplified cartridge system permits one-
hand operation. Lightweight and easily
portable, unit may be plugged into any
- standard electrie outlet. A positive locking
device permits system motor to run only
when cartridge is in position. Cartridge
reuse ends forever the disadvantages and
cost of acetate recording. The Model 2000
features full track heads, providing excel-
lent fidelity and signal to noise ratio.
Instantaneous start and silent solenoid
operation help maintain good station
sound. Each is a completely self-contained
recorder, as well as playback, providing a
microphone input and line input. You can
buy or lease the “2000” for $12.50 per mo.
See it in operation at the NAB Conven-
tion, April 3-6, Conrad Hilton, Chicago.

! Q
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schafe rcustom engineering, division of Textron Electronics, Inc. 235 South 3rd Street, Burbank, Cali forni:zm




KOLN-TV DELIVERS THE
MAXIMUM AUDIENCE IN NEBRASKA*

Gunsmoke .......98,000 homes
Father Knows Best. . 86,500 homes
6:00 p.m. News. . .84,400 homes
10:00 p.m. News..74,400 homes

*November Lincoln NSI

YOU’RE ONLY

HALF-COVERED

IN NEBRASKA

This is Lintoln.Lond — KOLN-TV's NCS
No. 3. Figures show percentoges of TV
hemes reoched weekly, doy or night.

Hunt around Nebraska all you like;
you'll find just two big tclevision markets.
One is in the extreme East where three
top TV stations beckon to your budget.

The other big market—Lincoln-Land—
is acknowledged to he KOLN-TV country,
with no serious challengers in sight.
Latest Nielsen credits KOLN-TV with
65,500 TV HOMES during prime 6 to
9 p.m. viewing time. Compare this figure
with that of ANY Omaha station!

Avery'Knodel will give you all the
facts on KOLN-TV—the Official Basic
CBS Outlet for South Central Nehraska
and Northern Kansas.

KOLN-TV

CHANNIL 10 * 316,000 WATTS ¢ 1000-FT. TOWIR

COVERS LINCOLN-LAND — NEBRASKA'S OTHER BIG MARKEY
Avery-Knodel, Inc., Exclusive National Repr

ALLIED is the world’s largest M
supplier of power and special- |
purpose tubes for broadcast f|
stationuse. Look tous forimme- £
diate, expert shipment from the
b world's largest stocks of elec-
il} tromic supplies and equipment.

See your ALLIED
1960 Complete Buy-
ing Guide for sta-
tion equipment and
supplies. Get what
you want when you
want it. Catalog
copies are available
on request.

ALLIED RADIO
100 N. Wastern Ave., Chicago 80, lIl.
Phone: HAymarket 1-6800
TWX: CG-2898

of the authority it needs with the ex-
ception of prior restraint,” he said.
“There’s no dispute over the licensee’s
responsibility to program his station in
the public interest, or the commission’s
duty to find that a grant would serve
the public interest, convenience and
necessity. The problem is how far the
commission can go under jts authority
and at the same time safeguard the
broadcaster’s primary duty to program
in the public interest.”

Chairman Ford's regulatory philos-
ophy took definite form in the spring
of 1958 enroute to the NAB conven-
tion. “I took along a stack of reference
material,” he recalled, “and studied it
on the train all the way from Wash-
ington to Los Angeles. During the
NAB’s FCC roundtable program 1
first suggested stations submit a nar-
rative with renewal applications, show-
ing how they determined what their
communities needed and how they had
served these needs in the past and
planned to serve them in the future.

“The renewal form contains a pro-
vision for such narratives but it isn’t
generally used. I recalled that Leo Fitz-
patrick, once of WJR Detroit, had said
that good broadcasters integrated them-
selves and their stations into the com-
munity.”

At the NAB's March 15-18, 1959,
convention in Chicago Mr. Ford re-
peated his proposal and later amplified
it in a speech before the West Virginia
Broadcasters Assn. (BROADCASTING,
Aug. 31, 1959) and last Feb. 11 in
Philadelphia (BROADCASTING, Feb. 15).

Big Radio Problems e Chairman
Ford is inclined to the belief that, aside
from allocations, the commission’s ra-
dio problems will be more troublesome
than tv regulation. “The basic com-
plaints against tv—quiz-rigging, bad
taste and violence—are taken seriously
by the industry,” he said, noting that
quiz-rigging has been disposed of and
suggesting networks and stations will
adjust to public reaction in the course
of time.

Radio, however, offers more pro-
gram-control problems, he explained,
obviously thinking in terms of tv’s im-
pact on the older medium, intense local
competition and program trends. I
had hoped our recent hearing into the
commission’s regulatory authority would
provide more information on radio’s
role in the present broadcast scheme,”
he said. “For example, should radio
have the same program standards as
television?” )

There are other problems—lots of
other problems—that confront the FCC
as normal regulatory issues run into
quiz-rigging and payola scandals and
as congressional heat becomes more
intense.

Transfers, for example. Here Chair-
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“One-package”
transportation—
modern answer

to a modern need

Shippers today often require a combination of transporta-
tion services to move goods rapidly with greatest efficiency
and at lowest cost.

“One-package” transportation is a new concept that
would allow any one carrier to provide a complete shipping
service — including trains, planes, trucks, and vessels. Thus
shippers could get just the transportation combination they
need with a single call.

The public would also benefit — through better, swifter,
more economical service.

Railroads want to offer their customers this “one-package”

service. But they are not now permitted to do so. Their
applications to engage in other forms of transportation, in-
stead of being considered on the same basis as the applica-
tions of others, are generally subject to special conditions
and artificial restrictions.

Shouldn't railroads be permitted — as their competitors
are — to use the highways, airways and airports, and water-
ways which railroad taxes help build? This equality of treat-
ment and opportunity would enable the railroads to provide
shippers and the public alike with more efficient and com-
plete transportation service at minimum cost.

ASSOCIATION OF AMERICAN RAILROADS - Washington 6, D. C.
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man Ford feels there is need for more
study. He pointed out that facts are
explored in great detail during compar-
ative hearings involving multiple ap-
plicants for a license. On the other
hand, consideration of station transfers
may be almost cursory by comparison.

“Should applicants be required to
serve full three-year terms before they
are permitted to transfer a facility?”
he asked rhetorically. “And how about
payoffs in cases where competing ap-
plicants have been reimbursed for out-
of-pocket expense?”

No Panic ® There’s nothing panicky
about Chairman Ford’s approach to
these problems. He believes nearly all
broadcasters are anxious to observe
commission rules and the Communica-
tions Act. “The future of broadcasting
isn’t in the balance,” he said. “The com-
mission isn't planning to set up in busi-
ness as a supreme board of censors.
Hearings by congressional committees,
our own program review and the indus-
try’s self-examination point to develop-
ment of a reasonable and well-defined
policy giving the broadcaster the great-
est freedom in programming. At the
same time the commission will carry
out its duty to protect the public with
a minimum of interference to that free-
dom.”

HOUSE APES SENATE FREE RIDE

Same bill proposed to give candidates

gratis air time; NAB

A bill for free tv time for major
presidential candidates was introduced
in the House Thursday afternoon by
Rep. Byron L. Johnson (D-Colo.). HR
11233 is identical to S 3171 introduced
in the Senate the week before and co-
sponsored by 23 senators.

The Senate and House bills would
require all tv networks and stations to
provide an hour weekly to each of the
presidential nominees of the two major
parties for the last eight weeks of the
election campaign — a package worth
more than $3 million in prime evening
time,

A call for “vigorous opposition to a
statutory requirement of free time for
political candidates” was issued last
week by NAB Tv Vice President Thad
H. Brown to all tv members. He urged
members to “take all steps to contact
your senators and representatives.”

Chairman Oren Harris (D-Ark.) of
the House Commerce Committee had
been noncommittal earlier Thursday on
the chances of such a bill being heard
by his committee. But Rep. Johnson, a

vigorously opposed

member of the committee, said he will
see Rep. Harris immediately to request
a hearing on the legislation at an early
date,

Discussed Possibilities ® Rep. Harris
said he had discussed with broadcasters,
whom he didn’t identify, the possibility
of free tv time for presidential candi-
dates of major parties, “by legislation
or otherwise.” But he said he hasn’t
studied the legislative proposal thor-
oughly and probably will talk later to
Chairman Warren G. Magnuson (D-
Wash.) of the Senate Commerce Com-
mittee about the proposal.

A Senate Commerce Committee
spokesman for Republican members
said there had been discussion of the
proposal but no GOP policy has been
reached and he suspected the minority
party senators might take a “dim view”
of the bill.

Only one Republican senator is
among co-sponsors of the bill-—Sen.
Francis Case (R-8.D.).

Both Rep. Johnson and some sena-
tors who are sponsoring the bill say

FCC’s proposal: New $1 million

Broadcasters are going to have to
dip down into their own pockets to the
tune of $1 million or more if an FCC
proposal to which little attention has
been paid is adopted.

The proposal, made last December,
is to set tolerances for the Conelrad
alert signal. This signal is required to
be broadcast by all 5,000-odd radio and
tv stations in the event of a war emer-
gency.

Once the specifications for the alert
signal are set it will cost every broad-
caster, it has been estimated, from $150
to $300 to install the new equipment to
provide the alert signal within the toler-
ances required.

Some engineers have expressed the
possibility that meeting a severe stand-
ard may even boost this cost to $500.

All radio and tv stations are required
to broadcast to the populace an atten-
tion-calling signal on receipt of a Conel-
rad alert. The signal is a sequence of on-
off carrier breaks, plus a 1,000-cycle
tone plus the announcement of a spec-
ified message.

All of this must be done within a set
time sequence which calls for “push but-
ton” automatic operation.

Citizen Alert « One of the purposes

in establishing standards for this opera-
tion is to permit citizens’ alert receivers
to be triggered automatically. These
alert receivers are used in homes and
public places.

In order to keep the expense of these
reeeivers low, the FCC decided to place
the burden of the system on the broad-
cast transmitter.

Another reason for tightening stand-
ards is to try and reduce the time neces-
sary for the alert cycle in the light of
super-sonic planes and missiles.

Comments Due April 11 e The origi-
nal deadline for comments on this pro-
posed rulemaking was Feb. 8. The com-
mission Jlast month postponed this
deadline to April 11. .

Thus far very few comments have
been received, the FCC has stated.

So serious is this considered by the
commission that Defense Commissioner
Robert E. Lee on March 10 sent a let-
ter to all state industry Conelrad ad-
visory committee chairmen calling at-
tention to the significance of the pro-
posed rule-making.

The subject was discussed by the
NAB board two weeks ago. The board
approved an engineering department
recommendation that it alert all mem-

Conelrad tab

bers to this proposal and to aid in pre-
paring a response.

Upon receipt of a Conelrad alert, all
am, fm and tv broadcast stations must
go through the following procedure:

e Carrier off—5 seconds

e Carrier on—35 seconds

e Carrier off—5 seconds

e Carrier on with 1,000 cycle tone—
15 seconds

e Delivery of fixed announcement to
listeners.

The proposed tolerances permit ¥4 of
a second variation for the carrier on-off
cycle; one second for the tone signal;
2% for the 1,000 cycle tone, with 5%
distortion at the oscillator and 75%
modulation.

Broadcaster participation in this rou-
tine 1s mandatory under Sec. 3.932 of
the FCC’s rules and regulations.

Since early 1951 the routine of Conel-
rad alerts has been accomplished man-
ually. Each step has been taken on an
approximate time basis and with no
set specifications for signal tolerances.

In recent years many stations have
improvised an automatic “push-button”
arrangement which has speeded up the
cycle. No standardization, however, has
been involved.
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FOR

MINNEAPOLIS

ON

THE

SERVICE

To provide on-the-Spot service for the impressive
list of agencies and accounts in this growing
advertising center, The Katz Agency, Inc., will

open a Minneapolis office in March, 1960.

Address / 2305 First National Bank Building
Phone / FEderal 3-6201
Manager / Dave Abbey

NATIONAL ADVERTISING REPRESENTATIVES

NEW YORK + CHICAGO » DETROIT * ST. LOUIS

LOS ANGELES « SAN FRANCISCO  ATLANTA * DALLAS +
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they were inspired to propose the free
tv time measure by articles authored
by former Democratic presidential can-
didate Adlai Stevenson in This Week
Sunday newspaper supplement. But
whereas Mr. Stevenson proposed that
the time be in a “debate” format, with
one party nominee following the other
on the air. the bills make no such pro-
vision.

Johnson Explains ¢ One reason the
bills didn't follow the Stevenson pro-
posal (which proposed 30 minutes con-
secutively on a weekly basis for each
candidate. with 15 minutes each for re-
buttal, totaling 12 hours weekly) was
explained by Rep. Johnson this way
last week: “You can’t legislate debate.”
Elfaborating. he said that some candi-
dates may not be able to think quickly
or independently enough to make a
good showing in a debate format. The
inference was that a party which might
have such a nominee would be com-
mitting suicide to stack him up against
a more agile opponent.

Rep. Johnson said he decided to in-
troduce the bill after a friend named
Lincoln sent him the Stevenson articles
and asked him to do something. He
responded by introducing the Senate
version in the House. Rep. Johnson said
he considers five 15-minute evening

U-Oh! The Nutty Squirrels
(artoon Package Coming!

©156a Goocroan

&
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speeches he made on a Denver radio
station to be the most valuable invest-
ment he made during his own candi-
dacy in the last election. He also used
four 15-minute evening periods on a
Denver tv station. Spot announcements,
he said, are not long enough for a can-
didate to discuss the issues in a cam-

paign.

Tv network rates for an hour of
prime evening time are $110,770 on
ABC-TV, $130,000 on CBS-TV and
$129,880 on NBC-TV, which would
make a total of $2,965,200 for the eight
weeks. Independent tv stations, which
also would be required to carry the
programs, would bring the total value
of time well above $3 million.

NO GRAVY TRAIN RIDERS

Blockbooking re-negotiation hopes fade

U.S. District Judge Archie O. Daw-
son last week dashed cold water on the
government’s hopes of obtaining re-
negotiation of contracts between tv sta-
tions and six distributors of feature
films to tv,

This key issue in the anti-trust trial
in New York, hinging on alleged block-
booking practices by distributors, was
raised by Louis Nizer. a defense coun-
sel, during cross-examination of E. K.
Jett, vice president and general manager
of WMAR-TV Baltimore and a former
FCC commissioner. Mr. Nizer asked if
Mr. Jett wanted re-negotiation.

Mr. Jett replied, “We are not asking
for re-negotiation. But if, as a result of
this trial, re-negotiation should be per-
mitted, then we want to get on the gravy
train.”

Judge Dawson, who had indicated
in pre-trial hearings that he was disin-
clined to grant re-negotiation, directed
this comment to Mr. Jett: ‘All right. 1
guess you can go back to Baltimore
now. Don’t count too much on any
gravy train.”

The second week of the trial con-
formed to the pattern fashioned during
the first week (BROADCASTING, March
14). Station executives called by the
government testified, in essence. that
they acquired features th2y did not
want in order to obtain those they
did want. In cross-examination. defense
counsel sought to elicit from certain
witnesses whether they were “satisfied”
or “dissatisfied” with the films they had
bought after all the discussions, propo-
sals and counter-proposals had ended.
Some witnesses replied they were “satis-
fied,” and others said they were “com-
pletely satisfied” or “fairly well satis-
fied.”

Among the other witnesses who ap-
peared during the week were David
Stickle, film manager, WMAR-TV;
Norman C. Kal, formerly executive
vice president. WAAM-TV Baltimore
(now WIJZ-TV and now owned by
Westinghouse Broadcasting Co.); James
J. Kilian, operations manager, WJZ-TV
Baltimore and WISN-TV Milwaukee;
James E. Kovach, formerly of WBAL-
TV Baltimore; Sidney Barbet, former
consultant to WBAL-TV; Irvin Abeloff.
vice president and managing director.

WXEX-TV  Petersburg, Va.; John
Downing, program manager, WBOC-
TV Salisbury, Md.; Norman L. Bacon,

fitm buyer, WHTN-TV Huntington,
W. Va,
The government originally had

planned to call more than 100 witnesses
but, during the week, Justice Dept.
attorneys indicated they would reduce
that number to accelerate the trial.

¢ Government briefs

Oppose allocation ® KONO-TV San
Antonio, Tex., and Assn. of Maximum
Service Telecasters joined forces to file
comments with the FCC opposing the
allocation of ch. 12 to Waco, Tex. Waco
Broadcasting Co. (WACO) petitioned
for the change. KONO-TV said that
Waco receives three television stations
and “it would cause chaos if the com-
mission . . . were also to consider a
plethora of ‘interim’ proposals for small
markets.” There has been no indication
that Waco could support a third vhf
channel, the opposition maintained. Both
parties said that Waco Broadcasting is
proposing to squeeze in a co-channel
facility at 25 miles less than the 190 co-
channel separation minimum.

Contempt conviction ® Frank Grum-
man, RCA radio operator and secre-
tary-treasurer of American Communi-
cations Assn. Local 10, New York, was
found guilty Wednesday of contempt
of Congress by Federal Judge Joseph
C. McGarraghy, Washington. He will
be sentenced after a probation report
is made. At a 1957 hearing of a sub-
committee of the House Un-American
Activities Committee, Mr. Grumman
refused to answer a question about the
truth or falsity of testimony of another
witness who said Mr. Grumman was
fellow member of a communist cell be-
tween 1936-40.

Ask dismissal ® KPOI Honolulu asked
the FCC to dismiss its order to show
cause why its call letters should not be
changed because of confusion with
KPOA Honolulu. Dispositions taken
from a number of witnesses, KPOI
stated, show there is no confusion be-
tween station calls. The petitioner also
said that KPOA has stated that it has
no objection to a show cause dismissal.
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" QUALITY

TOUCH

These are the hands of a billiard
champion. Hands that reflect the ex-
perience of the years ... the dedica-
tion of the mind . . . the desire of the
heart. These are the elements which
produce that quality touch! You'll find

them, too, in that which sets great TELEVIS'ON shg

tel isi d di tati t
ey RADIO abesmbe = DALLAS

Serving the greater DALLAS-FORT WORTH market

BROADCAST SERVICES OF THE DALLAS MORNING NEWS
Represented by

Edward Pelry& Co.. lnc.

The Original Station Representative
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RADIO-TV

INQUIRY CONTINUES

Eight more statements accepted by FCC;

Station ownership of

Continued attacks against station
ownership of Broadcast Music Inc. fea-
tured additional statements made a part
of the hearing record last week in the
FCC’s continuing inquiry into radio
and tv.

A brief session was held in Washing-
ton Wednesday (March 16) for the ex-
press purpose of accepting for the record
eight statements, four of which were
anti-BMI. The commission sat en banc
for public testimony in the inquiry from
Dec. 7, 1959 through Feb. 1. Chief
Hearing Examiner James Cunningham
presided at last week’s session, during
which no witnesses appeared in person.

The hearing will be continued in Los
Angeles at a date still to be announced.

The American Society of Composers,
Authors & Publishers submitted an ad-
ditional brief last week in which it
sought to document its earlier charges
that payola is “rampant” in broadcast-
ing. Making similar charges in original
statements were songwriter Gloria
Parker and Barney Young, music per-

BMI attacked again

formance rights executive.

NBC Memorandum of Law ¢ At the
request of Commissioner Robert E. Lee,
NBC submitted a brief comparing its
position taken earlier with those of
Whitney North Seymour, NAB counsel,
and W. Theodore Pierson, communica-
tions attorney (BROADCASTING, Feb. 1).
NBC pointed out that the three legal
positions “are in most points substantial-
ly in accord, differing principally in
emphasis and terminology.”

The most significant differences de-
veloped, NBC stated, on whether the
FCC’s program authority in compara-
tive hearings is broader than its author-
ity in renewals and uncontested grants.
NBC and Mr. Seymour took the posi-
tion the commission may act only in
comparative cases, while Mr. Pierson,
the network said, was of the opinion the
commission has no authority to consider
programming balance in any case.

NBC and the NAB counsel also con-
ceded more authority to the commission
than did Mr. Pierson on the question of

= L
NO, THIS

(embracing

Population 1,620,100
Households 423,600
Consumer Spendable Income
$1,761,169,000
Food Sales $ 300,486,000

-1_._._._

prog ressive

G
IS “KNOE LAND’’

industrial,
Arkansas, West Mississippi)

JUST LOOK AT THIS MARKET DATA

North Lovisiana, South
Drug Sales $ 40,355,000
Automotive Sales $ 299,689,000

General Merchandise § 148, 789 000
Total Retail Sales $1, 286 255 000

KNOE-TV AVERAGES 75.9% SHARE OF AUDIENCE

According to November 1959 ARB we average 75.9% share of nudience from Sign On to

Sign Off 7 days a week.

KNOE-TV |

Channel 8
Monroe, Louisiana

Photo:

Lighting Fiztures for Home, Office, and Factory.

Prescolite Manufacturing Company, El Dorado, Arkansas.

CBS ¢ ABC
A James A. Noe Station

Represented by
H-R Television, Inc.

“Producers of Incandescent
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FCC consideration of past program
proposals in renewals.

American Society of Composers, Au-
thors & Publishers ® ASCAP told the
commission that “at least” 53% of the
277 most popular records of 1959 were
released by companies formally charged
with making payola payments or from
disc jockeys who have admitted receiv-
ing unauthorized payments. The music
licensing society based its charge on the
public statements made by the Federal
Trade Commission, the House Over-
sight Subcommittee and the FCC.

As a witness before FCC probers in
January, Stanley Adains, ASCAP presi-
dent was questioned closely on his
charge that “payola is rampant” in the
broadcast industry. Under questioning
by FCC counsel Ashbrook Bryant, both
Mr. Adams and ASCAP general coun-
sel Herman Finkelstein admitted that
the only evidence they had to support
their payola charge was past court
pleadings, newspaper clippings and
trade articles. Mr. Finklestein was
ordered to supply the commission with
any other documentation available
any other documentation available.

ASCAP said last week that the pro-
posed “disclosure rule” and proposed
payola rulemaking announced Feb. 5
by the FCC “would appear to sanction
the practice of payola so long as there
is a ‘disclosure’.” All that appears in
the proposed rule, ASCAP asserted, is
that “disclosure could take the form of
a routine statement that ‘This per-
formance is a paid advertisement’, and
would soon become meaningless to the
public.” Whether such a rule is a step
forward or backward is a “serious ques-
tion” ASCAP maintained.

The society also proposed that the
FCC draft a regulation prohibiting
broadcasters “from combining for the
purpose of . . . control of an organiza-
tion engaged primarily in licensing the
public performance of copyrighted
musical works.” ASCAP has charged
that the “collective policy” of BMI and
stations has led to “payola becoming
rampant as a big businéss operation.”

Herbert Cheyette, Attorney for Sam
Fox Group of Music Publishing Com-
panies ® The FCC “can and should”
amend its rules to provide that no broad-
cast station can make a licensing agree-
ment with a performing right society
unless the society guarantees that money
derived from stations be paid to copy-
right owners of the music on a “per
use” basis.

Mr. Cheyette also recommended that
the commission require “each and every

| radio and television station” to file

notice of every use of music.

Prof. Elmer E. Smead, Dartmouth
College ® The implication of past court
decisions is that the FCC can expect the
courts to recognize a very broad discre-
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NOTICE TO EDITORS—For more than 30 years, Metropolitan Life
has sponsored advertising messages on national health and safety.
Because of public interest in the subject matter of these advertise-
ments, Metropolitan offers all news editors (including radio news
editors) free use of the text of each advertisement in this series.
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An urgent message to parents about. . .

POLI

Take a long hard look at this picture.

Though next summer’s polio season may seem
a long way off, remember it takes months to
build up a child’s resistance to polio.

If “shots” are started now, you may spare
yourself needless worry later on. If your child has
had no “shots,’” go to your physician or clinic as
soon as possible.

Metropolitan Life

INSURANCE COMPANY®

A MUTUAL COMPANY. ! MADISON AVE.. N.Y.10. N. Y

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

P

Any time around three months of age, the first
of these essential polio injections can be given.
The second injection is given a month later—and
the third one, about seven months after the
second injection.

And if you have a youngster who has had all
three “‘shots,” ask his physician when a fourth,
or booster dose, should be given.

This protection can be given alone or in a com-
bined vaccine which protects against polio, whoop-
ing cough, tetanus and diphtheria.

What about your own polio protection? You,
too, should be vaccinated. When polio does strike
an adult, it is usually severe.

Vaccine is plentiful. And it’s the only defense
we have against paralytic polio.

Strike your blow against polio today!
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FILM does the

“impossible!”
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For example, helping LESTOIL seek
out and selimillions of housewives
through brilliont, imaginative,
instantly understoad AMIMATION is
possible only with filk.

In fact, film—and film alone—
does these 3 things for you: (1]
gives you crisp, vivid animation;
12) provides high-pelish commuer-
¢iols rich with optical effects; (3]
‘@ssures penetration and cavercge
the world over. g

For more informafion, write
Motion Picture Film Department

EASTMAN KODAK COMPANY
‘Rochester 4, N.Y.

T

S e East Coast Division

342 Madison Avenue
New York 17, N.Y.

Midwest Division
130 East Randolph Drive
Chicago 1, il

West Coast Division
6706 Santa Monica Blvd.
Hollywood 38, Calif.

or W..J. German, Inc.
Agents for the sale and distribution
af Bastman Professionol Motion
Picture Films, Fort Lee, N.J.,
Chicago, Iil., Hollywood, Calif:

Advertiser: LESTOIL Ine.

Producer:

Robert Lawrence Animation inc.
Adverlising Agency:

Jackson Associates Inc.

i

i

i

7
i P e e

e a4

R

——

tion in the setting of program standards,
Prof. Smead told the commission in a
supplement to his formal statement last
December. He listed several court cases
as legal backing for his contention that
the FCC should regulate programming
(BroapcasTING, Dec. 21, 1959).

He urged the FCC to issue a state-
ment of program standards. Such a
procedure is common practice for
regulatory agencies, the professor said,
and pointed out the commission itself
has used such a method in the past. A
statement of policy would be more
easily formulated and modified than if
programming rules should be incorpo-
rated in commission rules, he said.

Dr. Wilbur Schramm, Stanford U. e
A speech which Dr. Schramm, director
of Stanford’s Institute for Communica-
tions Research, delivered last spring be-
fore the American Assn. of University
Women was made a part of the FCC
hearing record. He said that of all the
many studies of tv’s influence on chil-
dren. none have been able to show
much effect.

He pointed out that “we must be
cautious” in blaming television for
juvenile delinquency and other ilis of
our nation. “Therefore. 1 suggest that
you do not think in terms of what tv
does to children. but rather what do
children do with television?” Dr.
Schramm said. “A child who is inter-
ested can inform himself extensively
through television . . . A child who is
maladjusted and tending toward crimi-
nality can pick up from television a
suggestion as t0 how (o commit a
burglary.”

Dr. Schramm hit back at those who
maintain that broadcasters (1) are inter-
ested only in making money and (2)
always program only for the largest
possible audience. “I can testify from
my own experience that there are
hundreds of men and women in im-
portant positions in the media who are
looking hungrily for encouragement
when they push standardsup a bit...”

New York City Mayor’s Committee
of Religious Leaders ® The committee
urged the FCC to give “serious atten-
tion” to the questions of program
balance and content.

“We are aware that the excesses in
program content, and the deficiencies
in program standards have all come
about in an industry that has been
supposedly dedicated to the principle of
self-regulation,” the committee said.
Therefore. it recommended, the FCC
should encourage and supervise indusiry
self-regulation “in some manner con-
sistent with constitutional rights.”

The committee, composed of 104
New York religious leaders, said that it
was concerned because only four of the
seven New York tv stations belong to
the NAB Code. “Even some of these

BROADCASTING, March 21, 1960

four, while members of the industry
code association, have at times been
guilty . . . of a disregard for public
interest . . . while at the same time
citing their code membership in answer
to criticism leveled against them.”

Barney Young, Music Performing
Rights ¢ In continuing the attack against
BMI, Mr. Young charged that owner-
ship of BMI by broadcasters is illegal
and results in complete domination of
music performance rights. He said that
in the past 20 vyears, “broadcasters,
BMI and NAB have not permitted the
birth and existence of any new music
performing rights organizations—not a
single one.” He said ASCAP “exists
sheerly through the tolerance of the
broadcasting and BML”

Songwriter Gloria Parker ¢ “The
broadcasting industry has imposed a
rigged logging and lottery racket sys-
tem of payment on thousands of help-
less, starving American songwriters . ., .”
Miss Parker charged in her written
statement. She claimed that the mass of
small songwriters never get paid per-
formance rights when their songs are
played on radio-tv.

The witness recommended that sta-
tions be required to submit monthly
reports to the FCC of all music com-
positions played and that such lists *
made available to songwriter
Parker said, “There are ~-
lion plays annually b
being paid to the
big guys.”

Miss Parke~
written  “m
further ck&
tion leads to
networks and is s.
public interest. . . .

Miami ch. 7
scheduled for Jun&"™;

2
The Miami ch. 7 rehearing has been
scheduled to start June 16 in Philadel-
phia. It will determine whether there
were any improper approaches to FCC
commissioners in the hotly contested
comparative hearing of four years ago.

This was decided at a prehearing con-
ference March 16 in Philadelphia by
attorneys for the FCC, the four partizs
and special FCC Hearing Examiner
Horace Stern.

The June date was chosen, it was
explained, in order to remove any pcs-
sible influence on the U.S. District
Court jury which is scheduled to hear
criminal conspiracy charges against
former FCC Commissioner Richard A.
Mack and Miami attorney Thurman A.
Whiteside. Their second trial begins
April 25. The first resuited in a hung
jury. :

Messrs. Mack and Whiteside are

N
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charged with conspiring to influence the
grant of Miami ch. 10 to National Air-
lines.

Charges that there were ex parte
representations made to the FCC dur-
ing the Miami ch. 7 hearing were made
before the House Committee on Legis-
lative Oversight in 1958.

Witness List ¢ FCC Counsel Edgar
W. Holtz announced that the following
witnesses will be called in this order:

Ben Fuqua, Florida Power & Light
Co. executive and friend of Mr. Mack;
Niles Trammell, president-general man-
ager and 15% owner of winning appli-
cant Biscayne Television Corp. (WCKT
[TV]) and former president of NBC;
John S. Knight, publisher of the Miami
Herald and 17.5% owner of WCKT;
John D. Pennekamp, Miami Herald as-
sociate editor; Perrine Palmer, Miami
businessman and friend of Mr. Mack;
Jack Stein and Leo Adeeb, principals
in South Florida Television Inc., one
of the unsuccessful applicants; Miles
Draper, Tampa attorney, and Richard
Mead, principal in East Coast Television
Inc., another unsuccessful applicant.

Possible alternative witnesses include
the following:

Stephen Angland, former oversight
subcommittee investigator; A. Roy
“‘ohn, New York attorney and one-time

- for the Senate (McCarthy) com-

mittee investigating communists in gov-
ernment; James M. Cox Jr., publisher
of the Miami News and 25.5% owner
of WCKT; Arthur W. Scharfeld, Wash-
ington attorney who was counsel for
East Coast Television, and Bill O’Neil,
Miami businessman who was ap-
proached to become a stockholder in
South Florida Television. Mr. O’Neil is
the brother of Thomas F. O’'Neil, presi-
dent and chief owner of RKO Gen-
eral stations.

The fourth applicant in the Miami
ch. 7 proceeding was Sunbeam Tele-
vision Corp., headed by Miami busi-
nessman Sidney Ansin.

The Trammell-Knight-Cox group won
the ch. 7 award in 1956. This was re-
affirmed in 1957 after the U.S. appeals
court in Washington remanded the case
for further consideration of Mr. Tram-
mell’s relationship to NBC. Sunbeam
appealed this second decision. This is
still pending.

Antitrust case starts

against film merger

The Justice Dept. opened its anti-
trust case against Columbia Pictures,
Screen Gems and Universal Pictures in
New York last week. They are charged
with violating federal anti-merger law.

Government attorneys asserted to the
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court that the acquisition by Screen
Gems of the exclusive rights to the
Universal pre-1948 library in 1957
lessened competition, thereby abrogat-
ing Sec. 7 of the Clayton Act. SG is
also the distributor of the pre-1948
features of its parent company, Colum-
bia Pictures.

The government called three expert
witnesses from New York City stations
on Tuesday and Wednesday (March 16)
in a move to show that tv outlets regard
feature films as programming material
that is different and distinctive from
other types such as network shows or
syndicated films. Witnesses were: Wil-
liam N. Davidson, vice president and
general manager, WRCA-TV; Ivan
Reiner, program manager, WOR-TV
and William C. Lacey, film manager,
WCBS-TV. In cross-examination the
defense attempted to demonstrate that
feature films are not different from
other types of programming and the
categories actually are interchangeable,

The defense position is that the ac-
quisition by Screen Gems does not
lessen competition in the feature film
distribution field. The first defense wit-
ness was Burton Hanft, vice president
and treasurer of Screen Gems, who
testified about general business policies.

Hurry-up efforts bring
new FCC form revision

A new effort to cut the time required
for processing standard broadcast ap-
plications was announced by the FCC
last week. Engineering data showing
potential interference will now be more
detailed and will be submitted on a
uniform basis.

Using the M-3 map portion of the
application as a basis, engineers will
pinpoint all stations studied for inter-
ference. In the past, engineers had only
to show those stations which would re-
ceive interference from the new or
changed facility.

A commission spokesman stated
Thursday (March 17) that the new
plan will help FCC engineers speed up
their processing. Since all stations
checked will be noted on the maps,
commission engineers will not be forced
to check for ‘near misses” by the ap-
plicants.

The revisions go into effect April 25,
1960. All applications tendered for
filing after May 25 must contain the re-
quired engineering showing. Applica-
tions listed on the “cut-off” lists pub-
lished periodically by the commission,
and any applications involving an en-
gineering conflict with those lists, must
be amended by a date specified in the
lists. All other applications awaiting
processing must be amended by October
25. Specifically, the revision has been
made to section V-A of FCC form 301.
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America’s modernt way of doing business

Construction equipment manufacturer gives cusfomers swift, direct-from-factory service via AIR EXPRESS.

Air Express gets road scraper back to work fast!

This giant dirf-moving scraper stands idle. A replacement was needed for a vital part. The local
distributor found the item temporarily out of stock. Buf one phone call and AIR EXPRESS, the
nation’s most complete air-ground shipping service, sped a replacement direct from manufacturer
to construction site. Once again, dependable, convenient AIR EXPRESS saves a modern business
time and trouble. Small wonder that so many of foday’s
sales-minded concerns use this low-cost service even

for day-to-day shipments. Why don’t you let AIR EXPRESS A’R E

—jet-age wings of modern marketing —get your firm's
products FIRST TO MARKET . . . FIRST TO SFLL!

Za1
& L AIR EXPRESS DIVISION OF RAILWAY EXPRESS AGENCY »

&Y

XPRESS
N\ =

GETS THERE FIRST VIA U. S. SCHEDULED AIRLINES
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— PROGRAMMING

WINTER VS. SUMMER VIEWING

Nielsen says weather, not prog; —w.ing, causes summer tv slump

Are summertime audiences smaller
because of poor programming, oOr is
summertime programming poor because
the audiences are smaller?

Assuming for the sake of argument
that summer programming is ‘“‘poor,”
A.C. Nielsen Co. officials think the
second question is more deserving of a
“yes” answer than the first. This even
though it's popular sport among televi-
sion’s critics to speculate that the sum-
mer viewing slump is directly trace-
able to programming.

Nielsen is releasing today {March 21)
a special study that indicates it’s the
weather, not the programming, that re-
duces viewing in summer.

It also shows, among other things,
that the much-maligned hot-weather
institution, the summer re-run. fares
better than that less criticized phenome-
non. the summer replacement. But pro-
grams that stay on year-round, without
replacements or repeats, fare best of all,
the study finds. Here are the break-
downs reported by Nielsen:

* Programs using summer repeats:
36% fewer homes delivered in summer
than in winter;

¢ Summer replacement programs:
41% fewer homes in summer than in
winter;

e Programs presenting new material
all year: 26% fewer homes in summer
than winter.

Nielsen authorities cite several rea-
sons for attributing the summer view-
ing slump to the weather rather than to

Viewing trend: early

(Al evenings last year 7-8 and 10-11 p.m.)

HOMES USING TV

N
programming. Two principal reasons
shown by the study:

e The drop-off in audiences is worse
before darkness falls. The logical as-
sumption is that people are using sum-
mer’s extra hours of daylight for swim-
ming, tennis, backyard barbecues and
other outdoor activities. In later eve-
ning hours the fall-off in viewing is
smaller.

® In areas where the year-round cli-
mate is more temperate—notably the
Pacific Coast and the South—the sum-
mer slump is less pronounced than in
areas where summer follows rigorously
cold winters. Apparently people accus-
tomed to outdoor activities on a more-
or-less year-round basis are less impelled
to pursue them so disproportionately in
summertime.

One-third Drop o In general. Nielsen
found that at its lowest level the sum-
mer audience is approximately one-third
below the maximum winter level. The
summer low occurs in July-August. It
is reached after a gradual swing down
from the annual high, which occurs in
January-February, In 1959, for all net-
work programs between 7 and 1! p.m.,
the swing was from 64.4% of homes
using television in January to 41.1%
in July.

But the seasonal decline is twice as
great for early-evening programs as for
those in late evening. Between the hours
of 7 and 8 p.m., for example, 1959
home tv usage ranged from a high of
62.8% in January to a low of 32.1%

vs. late
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in July. Between 10 and 11 p.m., how-
ever, the extremes were 55.8% in Feb-
ruary and 43.9% in July. Thus the
summer slump in the 10-11 period was
21%, compared to 49% in the 8-9 time.

Thursday and Friday show the big-
gest summertime dropoffs, especially in
the 7-8 p.m. periods. In this early-eve-
ning time, the slump ranges from
Wednesday’s 44% below the winter
figures to Thursday’s 52% below. In
the 10-11 time, the range is from 18%
off (Sunday, Monday, Wednesday) to
22% off (Friday).

There also are geographic differences
indicated.

Geographic Differences » Examining
viewing trends according to geographic
region, the report summarizes its find-
ings as follows:

“Early evenings: The potential audi-
ence during the summer is 26% higher
in the South and Pacific areas than in
the rest of the country. In these two
areas tv usage drops 35% below winter
viewing levels as compared to 45%
elsewhere.

“Late evening: The potential audi-
ence offered during the summer is rela-
tively uniform geographically. However,
the seasonal decline is only 15% in the
South and Pacific areas versus 25%
elsewhere.”

In both day parts—early and late
evening—audience composition remains
pretty much the same in both summer
and winter. The report says: “Charac-
teristics of home comprising the audi-

How 7-8 p.m. fared by season

(Percent of total tv homes using tv)

65.1

63.5

" SATURDAY SUNDAY
50 48

FRIDAY

48 44 52 51

local time in Pacific time zone.
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ence (age of head of house, size of fam-
ily, etc.) show little change from winter
to summer. While there are fewer in-
dividuals viewing per set during the
summer, the proportion of men, wom-
en, teens and children in this audience
shows little change.”

Share of Audience ® While the num-
ber of summer viewers is less, the share
of audience may be off only slightly—
or even higher than in winter, the re-
port indicated.

Nielsen looked at the performance
of 56 programs which used re-runs dur-
ing the summer. The re-runs had a
36.5% share of audience as compared
to a 37.5% share recorded in January-
February when the episodes were new.
The summer decline amounted to only
3% in share of audience although the
dropoff in viewers was 38%.

The study then turned to summer
replacements—15 programs substituted
by their sponsors for the summer only.
The original shows had averaged a
37.1% share of audience in January-
February; the summer replacements
dropped to an average of 32% in July-
August. This was a 14% drop in share,
compared to a 40% drop in number of
viewers.

The best summertime performance in
Nielsen’s studies was turned in by pro-
grams that continued to present new
material during the hot weather—11
programs that were neither replaced nor
repeated. These shows had a 32.4%
share in January-February, but in July-
August they commanded a 35.2% share
—a gain of 9% even though they were
seen by 27% fewer people.

The study also shows that advertisers
can pick up new viewers in the sum-
mertime. One sponsor, for instance, re-
placed two shows and ran repeats on a

How 10-11 p.m. fared

(Percent of total homes using tv)

HOMES USING TV:

Toreador’s tv antics rile humane society

All the action in Metropolitan Broad-
casting Corp.’s presentation last Mon-
day (March 14) of “Bullfight” on
WNEW-TV New York and WTTG
(TV) Washington was not on the tv
screens. Pros and cons locked horns
over the issue, but the show went on as
scheduled. Several tv critics in New
York newspapers gave it some of their
highest accolades of the tv season. The
post-telecast letter reaction at WNEW:
124 for, 39 against. At WTTG the letter
count was 9 favorable, 15 opposed.

In advance of the telecast, WNEW-
TV screened the controversial tape of
the Mexico City bullfights for the pub-
lic relations director of the American So-
ciety for the Prevention of Cruelty to
Animals in New York. After this pre-
view ASPCA registered its disapproval
by sending letters of protest to the sta-
tion; to the Mennen Co., which spon-
sored a half-hour of the show on
WNEW-TV, and to Grey Adv. Agency
Inc., Mennen’s agency. An ASPCA
spokesman said Thursday (March 17)
that the station told the organization
that it was committed to show the pro-
gram and that it would be shown re-
gardless of the number of protests.
“Bullfight” was not sponsored in Wash-
ington.

Cites NAB Code * Newscasts on the
Herald-Tribune Radio Network (WVIP
Mt. Kisco, WVOX New Rochelle,
WGHQ Saugerties and WFYI Mineola,

L

S

et

Scene from ‘Bullfight’ tape

all New York) aired a beeper protest
from the president of the Westchester
County Society for the Prevention of
Cruelty to Animals. Mrs. John V.
Schoepperle quoted paragraphs S & Y
of the program material acceptability
section of the NAB tv code, which she
said were violated. Section S stipulates
the elimination of visual or oral effects
which would shock or alarm the viewer.
Section Y holds that the use of animals
on tv “shall be in conformity with the
accepted standards of humane treat-
ment.” WNEW is not a code station.

third: During the winter he reached
75.8% of all tv homes and in the sum-
mer he reached 65%—but 17% of his
summer viewers were being exposed to
his programs (and commercial messages)
for the first time. Another advertiser,

by season

PROGRAMS REAUN DURING SUMMER

using nothing but re-runs during the
summer, had a monthly audience that
was 11% lower than in winter and
viewed 24% fewer episodes, but in-
cluded 25% new homes, according to
the Nielsen data.

Program types: audience share
(How July-August did vs. January-February)

SUMMER PROGRAMS AIRING
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Unsold products cost you money. Un-

claimed by customers, they're the
goods that eat up your profits and

space. .. time and confidence. Put
the KTVH Brand on your goods
and corral the profits, just as
tho%iands of, manufacturers,

roducers, distributors ‘an
erghanis have done. /
i :
£ Lo
Ji

the /|
brand 'that .
sells in WICHITA

The KTVH branding iron is always hot.
Just get the brand on your goods or
services, and sales will begin to
sizzle. Meanwhile, back at the

ranch. .. you'll round up increased
profits from new customers and iasso
repeat sales, as well; for KTVH is a
brand of confidence. As sure as the
good guy wears the white hat, you'll
protect your profits from slow-sale
rustiers . . . and you'll spur on prospec-
tive customers who know from
experience they can rely on the
KTVH brand. Buy KTVH with undupli-
cated CBS coverage in Wichita and 14
other important Kansas communities.

BLAIR TELEVISION ASSOCIATES
National Representatives

s R Y .. § B .
W WiCHITA AND HUTCHINSON m
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UA PLANS STATION OWNERSHIP

Move closely follows purchase of Ziv Tv

United Artists Corp. last week an-
nounced it was ready to move into sta-
tion ownership. The announcement
came only a week after it established
itself in big-time tv film distribution by
acquiring Ziv Television Programs Inc.
(BROADCASTING, March 14).

UA’s president Arthur B. Krim an-
nounced the formation of a special divi-
sion that he said would acquire tv and

e i1 radio stations “in
whole or in part” in
this country and
abroad. Bruce Eells,
who has resigned from
UA’s tv subsidiary,
which he headed be-
fore the Ziv takeover,

¥ was named “director
Mr. EELLS of broadcast station
acquisitions.”

Interviewed last week, Mr. Eells said
UA has placed no budgetary limitations
on proposed ownerships except that
“stations must have economic feasibil-
ity” and be in the best interests of the
company.

Mr. Eells said UA considered broad-
cast stations an integral part of the en-
tertainment business and part of expan-
sion. UA’s corporate strength in the tv
field has been building up for some
time. An affiliate—United Artists Asso-
ciated — distributes pre-1949 Warner
Bros. library and other theatrical fea-
tures and cartoons to tv. UAA, former-
ly Associated Artists Productions, was
acquired by a stock transaction. The
firm also set up a tv film series financing
and distributing arm—United Artists
Television—that now has been inte-
grated into the Ziv-United Artists tele-
vision operation, UA’s latest acquisi-
tion.

Keyed to Profit ¢ UA’s move into the
station field, according to Mr. Eells,
will not be limited to major markets nor
to large stations. Full or partial owner-
ship deals will be keyed instead to the
economics and profit potential, he ex-
plained.

In the past two years, Mr. Eells, on
behalf of UA, has been “watching sta-
tion trends and making cursory studies,
holding discussions and seeking advice
from prominent people in the broad-
cast field.”

Mr. Eells was instrumental as exec-
utive vice president of United Artists
Television in launching in one year two
shows on the networks (The Trouble-
shooters on ABC-TV and The Dennis
O’'Keefe Show on CBS-TV) while plac-
ing-a third, Tales of the Vikings, in syn-
dication. Now that the tv film operation
is in “good hands,” (Ziv's} Mr. Eells is

free to devote full time to other expan-
sion activities.

UA’s revenues last year were placed
at some $60 millions, the parent firm
running a record company as well as
financing and distributing motion pic-
tures made by independent producers.
Mr. Eells, whose background includes
sales manager, KHJ Los Angeles, and
business manager of Young & Rubi-
cam’s Hollywood radio department, has
been active in the tv film field. A for-
mer Ziv tv executive, Mr. Eells served
as vice president and director of Tele-
vision Programs of America before
joining UA.

His headquarters will be set up at
UA’s offices at Samuel Goldwyn Stu-
dios in Hollywood.

Even as UA formed its new division,
it was recalled that UAA’s Norman
Katz, director of foreign operations,
and Ira D. Beck, supervisor for UA tv’s
activities in Latin America, have been
on a five-week tour of all Latin Ameri-
can territories. In addition to offering
UA and UAA product (deal whereby
Spanish Janguage dubbing operations
would be set up) the two men have
been exploring possibilities of UA join-
ing with “local interests” in acquiring
Latin American tv stations.

WBC'stvscience show

“In the hope of inspiring gifted stu-
dents to pursue careers in science,” and
as “a dynamic visual aid for teachers,”
Westinghouse  Broadcasting Co. is
launching a public service and educa-
tional series of 10 half hour programs
under the title Lab 30. To produce the
series, which will be made available
for national distribution to commercial
and educational stations across the coun-
try, WBC utilized personnel and facil-
ities of Westinghouse Research Labs in
Pittsburgh.

Emphasis in the series is on science
in depth, ways of thinking, patterns of
knowledge and relationships rather than
on superficial treatment of scientific
subject matter, according to WBC. Dem-
onstrations, with host Hugh Downs
conversing with distinguished research
scientists, will cover many advanced
scientific concepts. Lab 30 is produced
and directed by Ben Park, former direc-

tor of NBC Public Affairs.

WNIJR

Ist in new york
dec. negro pulse

IBASED DM W. 5 CEMSUL)
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s Film sales

Home Run Derby (Ziv-United Artists
Tv)

Sold to Consolidated Cigar Corp., via
Erwin Wasey, Ruthrauff & Ryan, for
Chicago, Cincinnati, Green Bay, Mil-
waukee, Minneapolis, Rockford, Ill.,
Scranton-Wilkes Barre, Pa., and is re-
portedly seeking clearance in 25 addi-
tional markets; Schmidt Beer, through
Ted Bates & Co., for Philadelphia,
Washington, Lancaster and Johnstown,
all Pennsylvania; John LaBatts Brewing
Ltd., Toronto, via Ellis Adv., Buffalo,
ordered for Buffalo, Rochester, and
Watertown, all New York, and FErie,
Pa.; Crosley Broadcasting Corp. for
WLWT (TV) Cincinnati, WLWD (TV)
Dayton, WLWC (TV) Columbus and
WLWI (TV) Indianapolis.

Background: Starts on stations in mid-
April to coincide with opening of the
baseball season. The series stars 20
major league home-run hitters in a man-
to-man slugging competition for cash
awards.

Now in 49 markets.

Manhunt (Screen Gems)

Sold to Jacob Schmidt Div. of Pfeiffer
Brewing for Cedar Rapids and Sioux
City, Towa; Fargo and Bismarck, N.D.
Jax Beer added Dallas to its roster of
20 southern markets.

Now in 159 markets.

Mickey Spillane’s Mike Hammer
(MCA-TV)

Sold to John Labatt Ltd., brewers,
and two upstate New York markets
through Ellis Adv. Co., Buffalo, N.Y.;
Sealy Mattress Co., through Lovick &
Co. for three markets in Alberta and
Manitoba, and to Perth Cleaners,
through J.J. Gibbons Ltd., in Manitoba.

Now in approximately 200 U.S. and
Canadian markets.

Play of the Week (NTA)

Sold to WPST-TV Miami; KREM-
TV Spokane; KING-TV Seattle; KGW-
TV Portland, Ore.; KPRC-TV Houston;
KFJZ-TV Dallas-Ft. Worth; KBOI-TV
Boise, Idaho, and WSM-TV Nashville.

Now in 24 markets.

Sea Hunt (Ziv-United Artists Tv)
Renewed by advertisers in 13 mar-
kets, as renewals run ahead of last
year’s record 93% renewal rate.
Now in 157 markets.

The Jazz Singer and The Adventures of
Mark Twain (UAA)

Sold as individual “local spectacu-
lars.” One or both feature films sold
to WIVJ (TV) Miami; WIJZ-TV Balti-
more, KTVU (TV) Oakland; KONO-
TV San Antonio; KRSD-TV Rapid City,
S.D., and WMBD-TV Peoria, Ill.
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GET THAT EXTRA

PUSH

You know that it’s the extra push that makes the difference
between an average campaign and a “Red-Letter Success.”
You get that EXTRA PUSH when you buy WOC-TV.
WOC-TV effectively specializes in co-ordinating and mer-
chandising your buy at every level — the broker, whole-
saler, direct salesman, key buyer as well as the retail outlet.

This “togetherness” sells products in the nation's 47th TV
market. More than 2 billion dollars in retail sales ring on
the retailer’s cash register Over 438,000 TV homes are
within the 42 counties of WOC-TV’s coverage area.

PRESIDENT
Col. B. ) Palmer

VICE-PRES. & TREASURER
D D. pal

-~ To the National Advertiser,

EXEC VICE-PRESnlBENT
screrany P E WOC-TV offers the greatest
W D Wagner o
RESIDENT MANAGER amount of local programming—
SALES MANAGER, over 33 hours each week — and
the finest talent in the area put

these programs across.

x Shaffer

THE QUINT CITIES

DAVENPORT

BETTENDORF } WA

Your PGW Colonel has alil the
facts, figures and other data as
well as day by day auailabilities.
See him today.

MOLINE

ROCK ISLAND
L
EAST MOLINE

PETERS. GRIFFIN. WOODWARD. INC
EXCLUSIVE NATIONA) REPRESENTATIVES

United Press International news produces!




Announcing the birth of a new church . . .

Three streams of Lutheranism, representing 2,250,000
members in 5,000 congregations, will merge this Spring to
form THE AMERICAN LUTHERAN CHURCH, one of
the nation’s 10 largest Protestant bodies.

Through the union, American Lutheran Church, The
Evangelical Lutheran Church and United Evangelical
Church now move forward under a single banner-—hearts
and hands united—to advance the cause of Christ and His
Kingdom.

As this new church is formed, we pay tribute to you in
the public news media field for your recognition of the ever-
increasing interest in religious news and call your atten-
tion to the constituting convention of THE AMERICAN
LUTHERAN CHURCH at Minneapolis, Minnesota, April
22-24, 1960.

THE

SHAPE

OF

THINGS

TO COME!!

@

COMING
SOON
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e Program notes

To the rescue ® Association Films Inc.,
N.Y., offers on free loan to community
organizations, high schools, colleges and
tv stations a dramatic film entitled “50,-
000 Lives,” which demonstrates mouth-
to-mouth rescue breathing techniques.
The 13%-minute color and sound film
shows why this life-saving method is
superior to previously used manual
methods. The film, which was under-
written by Johnson & Johnson Inc., may
be obtained from AF’s distribution cen-
ters in Ridgefield, N.J.; LaGrange, Iil.;
San Francisco, and Dallas.

In production ® ABC Films, N.Y., re-
ports production started March 9 at
Paramount’s Hollywood studios on the
new Albert J. Cohen production of The
Rucer, starring Brian Kelly and John
Ashley. The pilot film is entitled “The
Racer and the Lady.” The series con-
cerns a professional racer in dramatic
situations against backgrounds of fa-
mous auto racing sites.

Pigskin plans ¢ KMPC Los Angeles
has reached an agreement for broad-
casting UCLA football and basketball
games for the next three years, starting
with the UCLA-Pittsburgh football
game, Sept. 17. KMPC will feed the
games to a network of about a dozen
other Southern California radio stations.

Time switches ¢ ABC-TV announces
the following changes in schedule:
Broken Arrow, currently on Sundays,
4:30-5 p.m. EST, to 7-7:30 p.m. period
same day, beginning April 3; Colt .45,
now in the Sunday 7-7:30 slot, moves
to Tuesdays, 9:30-10 p.m., starting
April 5. No network service will be
offered in Broken Arrow’s current spot.

Studio additions ® At a cost of $50,-
000, Cue Recordings Inc., N.Y., has
opened a new three-room recording unit
to supplement existing facilities. Located
at 117 W. 46th St., the additional space
includes a studio-control room, editing
room and a mixing-mastering room.
New equipment includes a cinema dip
filter to remove annoying sounds from
original recordings, Ampex tape dupli-
cators, a 16mm sync interloc projec-
tion and EMT echo chamber.

McKinley coverage ® Films showing
the presidential campaign of 65 years
ago is now available for tv. The film,
running 10 minutes, shows President
McKinley’s activities as candidate in
the original motion picture footage. The
film is available from Stone Film Li-
brary, 310 W. 73 St., New York.

Med program ® WRGB (TV) Albany,
N.Y., and the Albany Medical College
combined forces today (March 21) in
a radio-tv broadcast on the subject of
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Here are the next 10 days of network
color shows (all times are EST),

NBC-TV \

March 21-25, 28-30 (6:30-7 a.m.) Con-
tinental Classroom.

March 21-25, 28-30 (11-11:30 am.)
Price Is Right, participating sponsors.

March 21-25, 28-30 (12:30-1 p.m.} [t
Could Be You, participating sponsors,

March 21, 28 (10-11 p.m,) The Steve
Allen Plymouth Show, Plymouth through
N.W. Ayer.

March 22, 29 (8:30-9:30) Ford Star-
time, Ford through J. Walter Thompson.

March 22, 29 (9:30-10 p.m.) Arthur
Murray Party, P. Lorillard through Lennen
& Newell and Sterling Drug through Nor-
man, Craig & Kummel.

March 23, 30 (8:30-9 p.m.) Price Is
Right, Lever through Ogilyy Benson &
Mather and Speidel through Norman
Craig & Kummel.

March 23, 30 (9-10 p.m.) Perry Como’s
Kraft Music Hall, Kraft through J. Walter
Thompson

March 24 {9:30-10 p.m.) Ford Show,
Ford through J. walter Thompson

March 25 (9:30-10 p.m.) Masquerade
Party, Hazel Bishop through Raymond
Spector and Block Drugs through Grey
adv

March 25 {(§:30-9:30 pm.) Tv Guide
Award Show, Chrysler Division of Chrys-
ler Corp. through Young & Rubicam.

March 26 (10-10:30 a.m.) Howdy Doody
Show, Continental Baking, Nabisco through
Ted Bates.

March 26 (10:30-11 a.m.) Ruff and
Reddy Show, Borden through Benton &
Bowles.

March 26 {(7:30-8:30 p.m.}) Bonanza,
RCA through Kenyon & Eckhardt.

March 27 (1:30-2 p.m.) Frontiers of
| Faith

March 27 (9-10 p.m.} Dinah Shore Chevy
Show, Chevrolet through Campbell-Ewaid.

“Complications of Duodenal Ulcers.”
The program was viewed by the gen-
eral public but no attempt was made to
explain medical terminology. Divided
into two 30-minute broadcasts, the pro-
gram was seen on WRGB (TV) on the
first half but will not be telecast for
the second—WAMC (FM) taking over.
The second half will consist of a two
way discussion between instructors at
the WAMC studios and a selected group
of physicians at hospitals throughout
the area.

New NTA package ® National Tele-
film Assoc.. N.Y., is placing into im-
mediate distribution six feature films.
which comprise a package known as
the “Special Six.” The package con-
tains: “Tom Sawyer,” “Little Women.”
“The Prisoner of Zenda,” “Bambuti,”
“Gulliver’s Travels” and “Hoppity Goes
to Town.” )

Mutual debaters ® A series of 15-
minute Sunday debates between author-
editor William Buckley and MBS com-
mentator George Hamilton Combs were
scheduled to begin yesterday over the
network (Sun., 5:45-6 p.m.). Titled Let's
Take Sides, the program will have
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Messrs. Buckley and Combs expressing
opposing viewpoints on major contro-
versial and provocative issues.

Changes stable ® Desilu Productions’
The Texan, now in its second season on
CBS-TV (Mon. 8-8:30 p.m. EST), will
move next October to ABC-TV’s day-
time schedule. Rory Calhoun stars in
the western series.

NBC film subsidiary
pushes national sales

California National Productions has
a renewal of Lawless Years for an-
other season on NBC-TV (Thursday,
10:30-11 p.m.). A 65-market lineup
has been sold to a regional advertiser
for a new aviation series.

The report of CNP activity on the
national scene came as NBC’s film sub-
sidiary announced a reorganization last
week which will result in a greater stress
on national sales. It's been apparent
that most tv film companies now find
it mandatory to emphasize the national
sale as opposed to market-by-market
selling.

CNP soon will begin to produce 26
additional episodes of Lawless while
the new aviation series (no details re-
lease because of pending contractual
matters) also is slated for production
in a few weeks for an early fall start.
Also in the works: an untitled series
of half-hour adventure dramas; a Ii-
brary of children’s five-minute stories
using the stop-motion technique: a
half-hour humorous animated cartoon
series in full color, and a filmed pro-
gram of personality interviews (a Per-
son to Person type series, but different
since celebrities will not be used).

The sales rearrangement includes ap-
pointment of Jacques Liebenguth (for-
merly heading up Victory Program
Sales, rerun arm of CNP) to direct the
company’s syndication sales campaigns.
Daniel M. Curtis will continue as na-
tional program sales manager of NBC
Television Films division of CNP (first-
run product). Mr. Curtis’ activities on
the national level are being more close-
ly integrated with those of regional
managers of CNP’s three U.S. territor-
ies (eastern, central and western).

Desilu firm intact

Divorce of Lucille Ball and Desi
Arnaz, which will not be contested by
Mr. Arnaz, will have no immediate
effect on the operation of Desilu Pro-
duction. Each owns 25% of the tv film
producing organization and neither in-
tends to sell. Mr. Arnaz will continue
as president and operating head of com-
pany. Couple was married Nov. 30,
1940,

Paul Bunyan Network

POWERFUL

Broadcasting Facility

WPBN-TY WTOM-TV

ch, 7 Traverse City

E

RADIO
WTCM — Traverse City
WATT — cadiltac
WATZ — Noena
WMBN — Petoskey
WATC — Gaylord

ch. 4 Cheboygan

Let us

“CARRY THE LOAD”

for you
Advertise With

Paul Bunyan Network

Les Biederman, General Manager

national representatives

Venard, Rintoul & McConnell
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WAVE OF GUILD STRIKES TO COME?

Tough bargaining expected from actors, writers and directors

Squalls and a threat of perilous
storms darkened the television-radio
labor scene last week.

One strike was called for Saturday
(March 19) by the Writers Guild of
America against network tv film sub-
sidiaries. And another was considered
a strong possibility for the end of this
month. These two, unless the first is
settled and the second averted, would
leave the networks without union writ-
ers—staff or freelance—for both live
and film programs and for news scripts
and continuity.

Beyond these current disputes, in-
volving the networks and WGA, lie a
series of potential strikes which, in the
opinion of observers, conceivably could
engulf network broadcasting. These re-
late to forthcoming negotiations with
the Screen Actors Guild and the Direc-
tors Guild of America. Both are ex-
pected to base their demands on the
patterns set in the WGA negotiations,

Wholesale Strikes? o If all of these
negotiations fall short of agreement,
the networks could find themselves
struck by writers, actors and directors

before the end of the year. Whether .

it will actually come to that is a ques-

OUTSIDE OF
REDWOOD CITY, CALIF.

HARVE

HAS THE LARGEST
INVENTORY OF

PARTS

TO BE

FOUND ANYWHERE

CALL
HARVEY RADIO CO., INC.

100 West 43 5., N.Y. 38, K.Y. - Jidson 26380
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tion to which participants would not
venture a firm answer.

In the background, meanwhile, are
the SAG and WGA strikes against the
Assn. of Motion Picture Producers in
support of union demands that actors
and writers be cut in on the proceeds
when theatrical films are released to
television.

However, the end of the SAG strike
against the motion picture producers
could come at any time.

That was the prevailing opinion in
Hollywood last week (March 17) when
a 3-hour bargaining session between
SAG and AMPP concluded with the
joint statement: “After today’s inter-
mediate meeting we are hopeful of
making progress. We are meeting by
ourselves and we are meeting together
again at 2 p.m. tomorrow.”

Details of the meeting’s discussions
were not immediately available. They
presumably dealt chiefly with the topics
discussed the previous Friday, when the
two parties held their first bargaining
session, since the start of the strike on
March 7. These were: A proposal for
the producers to contribute a sum equal
to 5% of an actor’s salary into a SAG
welfare and pension fund; a “past serv-
ice credit” payment of an undetermined
amount by the producers in a pension
fund and a formula for payment for
the right to release to television after
Jan. 1, 1960.

There was no discussion of any pay-
ment formula for the sale to tv of
theatrical movies made from Aug. 1,
1948. The producers have steadfastly
refused to yield on this. They say the
actors have already been paid for their
work. However, a lump sum payment
into a pension fund is believed to be
acceptable to SAG, which has already
announced a plan to put such tv rev-
enue into a pension fund instead of
dividing it among the individual actors
working in the particular pictures that
are sold to tv.

Other Battlegronnds o If the strike
against the major movie studios comes
to an early end, SAG can then turn its
full attention to negotiations to film
makers for television. The SAG con-
tracts with the tv film companies were
to have terminated March 31. But be-
cause of the guild’s pre-occupation
with its motion picture problems they
were extended for a period not to ex-
ceed 60 days, or May 30 at the latest.

The actors’ and writers’ disputes with
the major motion picture producers do
not affect the networks. But the net-
works became directly involved last

Tuesday (March 15) when WGA or-
dered its members who write freelance
scripts for film television to strike the
three tv networks and their film sub-
sidiaries.

The WGA walkout follows the net-
works’ refusal to accede to the writers’
demands for payment for foreign use
of tv films as well as for increased
domestic residuals. Currently, writers
(and actors) get extra payments for five
re-runs, none after that. The same is-
sues also led to the Jan. 16 WGA strike
against the Alliance of Television Film
Producers.

Another issue in the strike against
ATFP, not present with the networks,
is pay tv. The networks and the writers
guild agreed to continuing in a new
agreement the same pay tv arrange-
ment that the previous agreement in-
cluded, that when and if the networks
begin producing films to be used ex-
clusively on pay tv, they would sit
down with WGA to discuss the matter
of compensation to writers.

Independent Producers # Meanwhile,
WGA has begun negotiations with a
group of some 50 independent televi-
sion film producers not affiliated with
ATFP. These talks had been postponed
while WGA was occupied with discus-
sions with the alliance, the major mo-
tion picture producers and the tv net-
works and the termination of the writ-
ers’ contracts with the independents
was similarly extended. The new dead-
line is March 26. No reports of prog-
ress have come from these negotiations,
but meetings are continuing.

In announcing the strike against the
filmed program operation of the tv pet-
works, Kay Lenard, president of WGA’s
tv-radio branch, said that it is effective
on both coasts. She noted that the writ-
ers’ contract with the petworks, which
was to have expired Dec. 31, 1959, had
been extended after the guild had struck
ATFP. It was only after continued ne-
gotiation failed to resolve the foreign
fee impass that the guild councils de-
cided to use the authority previously
given them by a vote of the members
and extend the strike to the networks.

Network programs for which writers’
services will not be available were listed
by WGA as: Bonanza on NBC.TV;
Gunsmoke, Perry Mason, Have Gun
Will Travel, Rawhide, Hotel de Paree,
20th Century and Congquest all on CBS-
TV. The networks report that none of
these shows will be affected for the bal-
ance of the current season, as all have
completed scripts on hand for this
spring’s remaining broadcasts.
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Like SAG, WGA is also on strike
against the major motion picture com-
panies, with the demand for a share in
the proceeds from the sale of theatrical
pictures to television, the issue over
which negotiation broke down. Unlike
SAG, WGA has extended its strike to
include the tv film activities of these
movie studios. SAG struck only the
theatrical films, leaving its members
free to work on tv films made by these
studios.

Current Talks ® The WGA walkout
which was to become effective last Sat-
urday did not affect staff news and con-
tinuity writers or freelancers working
under the union’s radio or live television
contracts. These, however, are involved
in another negotiation with the net-
works; the current contracts covering
them expire March 31. Curiously
enough, these contracts for live tv pro-
grams do include payment to writers
for foreign use. If a network desires to
rebroadcast a live program, by Kkine-
scope or tape recording, the WGA con-
tract calls for negotiation of terms for
such additional use with the individual
writer, stipulating that the minimum
payment shall be $1 for each country
in which such rebroadcasting is con-
templated.

Similar arrangements for foreign re-
broadcast of live programs are also
included in the networks’ contracts with
musicians (AFM) and actors (AFTRA).

There has been speculation that the
guild may, as a strategic move, delay
settlement of these negotiations until
the foreign and domestic re-use ques-
tions have been resolved in the WGA-
networks film dispute. Such a move
could itself lead to an extension of the
current strike to include the radio and
live tv writers.

Bven if the speculation is wrong and
the union does not delay settlement, the
live-contract negotiations are said to
raise difficult problems of their own—
perhaps sufficiently difficult to make
agreement impossible before the cur-
rent contracts expire in less than two
weeks.

Networks Getting Ready o In any
event the ABC, CBS and NBC tele-
vision and radio networks appear to be
getting set for a strike in case one
comes. (Mutual, which does not employ
staff or freelance writers. is not af-
fected.)

The issues in these discussions are
reported to include money, pensions,
re-use of tape programs and residuals
on both domestic and foreign stations,
WGA has been reported as seeking
among other things a 15% increase in
staff wages, a 50% increase in free-
lance program fees and a provision for
4% of the absolute gross foreign re-
ceipts for tapes and kines used abroad
(BROADCASTING, Feb. 29).
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AMPEX 351

STEREOPHONIC/MONOPHONIC

FIRST CHOICE

FOR LASTING ECONOMY

Precision design and rugged construction to meet the exacting,
professional requirements of the broadcast industry assure long,
trouble-free life for frue economy.

Consistently high performance and virtually trouble-free operation
of the Ampex 351 have established it as the first choice of not only
broadcasters, but educators, professional recording studios, research
laboratories, religious and business crganizations.

Actual case histories document the fact that Ampex, on a cost-per-
operating-hour basis, is the most economical recorder made. Write
for new comprehensive catalog 2032.
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Ampex will be at NAB, Chicago,
April 3 to 6, 1960, Exhibit No. 32.

|

LR

AUDIO PRODUCTS DIVISION AM“D[EX

AMPEX PROFESSIONAL PRODUCTS COMPANY
934 CHARTER STREET * REDWOOD CITY, CALIFORNIA
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SPECIFY

mugvintic recording

high ruielity, high nutpat

snundia

PRDI-ESSIUNM

to guard against drop-
outs, tape breakage

Designed specifically for critical broadcast
recording applications, RCA Sound Tape
features essentially flat response through-
out the entire audio frequency spectrum,
uniformity of output from reel to reel, and
high tensile strength. Recognized depend-
ability of RCA Sound Tape minimizes
worry over drop-outs, distortion, tape
breakage, and the loss of air time.

Splice-free Mylar* base tapes are available
in 2400, 3600, and 4800 foot lengths, and
splice-free acetate base tapes are supplied
in 2400 and 3600 foot lengths, on hub or
reel. Call. your local RCA Distributor today
for a comprehensive list of superior qual-
ity, dependable RCA Sound Tape.

‘DuPonl Registered Trademark
m| RADIO CORPORATION
= 2 OF AMERICA

Electron Tube Division « Harrison; N. J.
Another Way RCA Serves Broadcasters through Electronics
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Buckeye Corp. plans
merger with King Bros.

The Buckeye Corp., Springfield, Mo.,
which last year acquired several tv
production and distributing companies,
has offered through the Securities &
Exchange Commission to exchange
296,236 shares of its common stock
for 888,708 shares of the capital stock
of King Productions Inc. at the ex-
change rate of 1 to 3. Buckeye is listed
on the American Stock Exchange. The
offer expires at 3 p.m. EDT on June 15.

Buckeye Corp. manufactures poultry-
raising equipment and incubators, tent-
ing and camping equipment and other
products. It began its expansion and
diversification into tv last year with
the acquisition of Flamingo Telefilms
Inc., a feature film and cartoon distrib-
uting company: Pyramid Productions,

which produces tv series (Decoy, Dead-
line), and Transfilm-Caravel Inc. which
produces tv commercials, governmental
and industrial films.

For the year ended April 30, 1959,
Buckeye showed an income of $11,-
877,401, a net income of $168,188 or
27 cents per share of common stock.

King Productions has for many years
been a producer of very-low-budget mo-
tion pictures. According to the prospec-
tus it recently announced plans to make
film sertes for tv. It is managed by the
King Brothers, Frank, Maurice and
Herman. The statement says the broth-
ers have entered into a 3-year contract
with King Productions “providing,
among other things, for fixed compen-
sation of $333 a week each.” In the past
fiscal year King Productions showed
gross earnings of $757,147 and a profit
of $75.384. It spent $2,467 on tv film
production.

Tv newsman tells

A tv news director, Roger Sharp
of KOTV (TV) Tulsa, Okla., came
home from Cuba last week a little
frightened but a lot wiser in the ways
of Castro’s government. He was ar-
rested four times, detained for sev-
eral hours, and generally harassed
before he was finally allowed to leave
the country.

Mr. Sharp, Ralph Sanders, a
KOTYV cameraman, and John Taylor
of Stillwater, Okla., visited Cuba to
cover the situation following the re-
cent ship explosion in Havana, Their
purpose was to bring back informa-
tion and film footage of interest to
their Tulsa audience.

While taking pictures of a build-
ing in Havana, Mr. Sharp, accom-
panied by Mr. Taylor, was arrested
and detained by police. After being
held for several hours, they were re-
leased only to have their hotel rooms
searched and film and cameras con-
fiscated. After their film was proc-
essed, the police returned their be-
longings to them. They were not
ordered to leave the country.

The following day, Mr. Sharp was
taking pictures of Cuban shoeshine
boys and was again arrested only to
be released shortly thereafter. How-
ever, the persistent Mr. Sharp re-
turned to the scene of the “crime” to
shoot some more pictures of the Lat-
in shoe-shiners. Again he was arrest-
ed and released. At thi$ point, after
four brushes with police, the trio left
Cuba for Florida.

Newsman Sharp returned from
Cuba with enough material and film
to air three special programs on
KOTV. He has said that his deten-

of Cuban arrests

tion would not have been so pro-
longed except the Cuban officials
needed time to process his film. He
also noted that after the first ar-
rest and the room search, he was
treated well by Cuban police.

KOTYV, a Corinthian station, plans
another half-hour wrap-up of the
trip.

Before the arrests ® Roger Sharp
(¢), KOTV Tulsa newsman, examines
wrecked munitions ship in Havana
harbor prior to being arrested four
times by Cuban police. Accompanied
by John Taylor (I) and a Cuban
official (r), the newsman was allowed
to view the hulk without complica-
tions.
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Television replaces
Army observer posts

No more observation posts for the
U.S. Army. It's using a missile-riding tv
station to show a commander just
where a missile strikes and what dam-
age is done.

The trick was accomplished last week
at White Sands Missile Range in New
Mexico when NATO troops fired a Red-
stone missile down the range with the
impact and consequent damage tele-
vised back to a ground control center
75 miles away.

The (censored) pound, miniscule tv
station, housed in a capsule, is ejected
at a predetermined point on the missile’s
downward trajectory and floats earth-
ward by parachute scanning the scene
below and transmitting the tv signals
via a (censored) watt transmitter on
(censored) mc. The equipment was
developed by RCA.

During the test last week the infor-
mation from the missile-tv station was
not only seen on a tv screen at the
control center but it was also recorded
on viedo tape for future study.

Further details of the tv transmitter
and associated gear were not made
public because of security classifications.

The firing was by Battery A of the
40th Field Artillery, which returned
from Europe for this exercise.

GE shows its new
supersensitive tube

General Electric Co. last Tuesday
(March 15) in Los Angeles demon-
strated its new supersensitive image
orthicon tv camera tube—GL 7629—
which operates under low light condi-
tions that would leave the usual camera
tube without a usable picture. With a
live model, GE demonstrated the ability
of its new tube to produce an acceptable
picture. with good contrast and detail.
using only one footcandle of illumina-
tion. A second camera, equipped with
another GE image orthicon, 5820, was
able under the same condition to put
an image on the monitor, but there
seemed to be a heavy fog between the
viewer and the model., When the
cameras were turned on the audience,
in almost total darkness, the standard
tube produced only hazy shapes, while
the GL 7629 pictured recognizable in-
dividuals on the monitor screen.

Secret of the new tube is an extreme-
ly thin film of magnesium oxide, two
millionths of an inch thick or about
1/1500th the thickness of a human
hair, a GE engineer explained. The tube
has an exceptionally long life, he said,
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adding that no one knows just how
long, as one tube has been used for
11,000 hours in the GE labs without
showing any signs of degradation. Price
of the GL 7629 is $2,525, against
$1,200 for the 5820.

Demonstrations are scheduled in 25
other major cities across the nation.
The Los Angeles showing was held at
KTTV (TV).

e Technical topics

Set movements ¢ Admiral Corp. re-
ports it moved its tv receivers, from
distributors to dealers, in the first two
months of 1960 at a rate of 37%
higher than for the same period last
year. Ross D. Siragusa Jr., vice presi-
dent of Admiral Sales Corp.’s elec-
tronics division, claimed this exceeded
an industry increase of only 13%. He
attributed better movement to public
demand for wide-angle, 23-inch tv sets,
which now account for 66% of Ad-
miral’s large-screen sales.

Sales up ¢ Allied Radio Corp., Chicago,
has reported sales of $10,180,918 for
the quarter ended Jan. 31. This is a
16.6% increase over the previous year.
Net earnings for the quarter reached

$390,639 or 38 cents per share com-
pared with $348,161 or 34 cents per
share for the comparable quarter last
year. Six months’ sales were $17,448,-
535 as against $14,867,902 last year
with net earnings $592,805 (58 cents
per share) compared with $536,787 (53
cents per share).

New transmitter ® Bauer Electronics
Corp., Burlingame, Calif., announces a
new 5 kw am transmitter, model FB
5,000-J. Using a ceramic tetrode
{(Eimac 4CX-5000 A) in its final stage,
plate dissipation is twice that found in
conventional design and power require-
ments have been reduced to a new low
for 5 kw transmitters, the manufacturer
reports. Silicon rectifiers and built in
remote control are standard equipment.
Price: $14,000 FOB Burlingame. Bauer
has appointed Forrest J. Beard Adv.,
Redwood City, Calif,, to handle its ad-
vertising.

Magnavox acquires Collaro ® Mag-
navox Co., Fort Wayne, Ind., has pur-
chased control of Collaro Co. of Great
Britain from Great Universal Stores
Ltd. there, operator of 3,000 retail
stores throughout Britain, <Canada,

Africa and other Commonwealth coun-

BACKGROUND MUSIC

i MAGNE-TRONICS
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The last page ® Two sighs of relief
that could be heard all over NAB
Washington headquarters were emit-
ted March 17 as proofreading of the
new NAB Engineering Manual was
completed by A. Prose Walker
(right) engineering manager, and
George Bartlett, assistant manager.
Checking of page 1,659 completed

three years of work perfecting the
book.

This edition of the manual con-
tains basic reference material cover-
ing all phases of broadcast engineer-
ing, including many new develop-
ments in operating techniques. The
manual will be published this spring
by McGraw-Hill Book Co., N.Y.

tries. Magnavox is forming Magnavox
Electronics Ltd. as a British subsidiary
for the development and sale of tv and
radio-phonographs in Britain and other
world markets. Major distributor for

products will be Great Universal.

RCA ships gear ® RCA has shipped
tv tape recorders to WHDH-TV Boston,
WTMJ-TV Milwaukee, KOB-TV Al-
buquerque, WTOP-TV Washington,

INTERNATIONAL

KTUL-TV Tulsa and WEDU (TV) St.
Petersburg, Fla., and 6-kw transmitter
to WMCT (TV) Memphis. .

Seven channel recorder ® Telectro
Industries Corp., announces the devel-
opment of a new seven-channel portable
magnetic tape recorder which operates
for 4 hours using 4,800 ft. of ¥2 inch
tape. The model, 1855R, requires 260
watts at 117v 60 cycle, single phase
AC. Further information may be ob-
tained from Telectro, Long Island City,
N.Y.

Anfennas out ® Jampro Antenna Co.,
Sacramento, Calif., has shipped a four-
bay fm antenna to KHIQ (FM), that
city, and an eight-bay fm antenna .to
KUPD (FM) Tempe, Ariz.

Minimum drift ¢ Trad Electronics
Corp., Asbury Park, N.J., offers a signal
generator in which frequency drift, after
warm-up, is less than .001% over a
10-minute period and in which inciden-
tal fm is less than 300 cycles at any rf
and modulation frequency. The set
weighs approximately 50 pounds with
dimensions of 11 x 11 x 22 inches. For
further information, write Trad Elec-
tronics.

NINE TRY FOR COVETED TORONTO V

Newspaper, radio, British interests among applicants

Nine applicants for ch. 9, Toronto
appeared before the Board of Broadcast
Governors at Toronto March 15-19. A
half day was devoted to each for pre-
sentation of briefs and questioning by
the board. Starting March 21 each ap-
plicant will be given an opportunity
to present its objections to the other
applications.

The Toronto Daily Star was rep-
resented by editor Beland Honderich.
He said television should be compared
to a public utility. The paper’s directors
plan a separate company for the tv sta-
tion to operate in competition with the
newspaper.

The company’s profits would be lim-
ited to 7% with excess profits going to
a charitable foundation for talent de-
velopment. After amortization of $4
million capital investment in fifteen
years the maximum annual profit on
the continuing investment would be lim-
ited to $35,000.

The station would provide three hours
weekly for educational programs and
10 hours for public service and commu-
nity programs on Sunday afternoons
and in prime evening time. Some Amer-
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ican programs would be carried for com-
petition with Buffalo stations. Profits
ploughed into talent development would
eventually allow all Canadian program-
ming in evening hours. E.E. Fitzgibbons,
TransCanada Telemeter and part owner
of CKCO-TV Kitchener, Ont.,, CFCM-
TV and CKMI-TV Quebec City, ap-
peared as management consultant.

Big Group e Spence W. Caldwell, the
second applicant, heads a group rep-
resenting 95 prominent Torontonians
from all walks of life. The group has
$4.5 million available for financing a
station. Mr. Caldwell presented leading
personalities in Canadian broadcasting
as his associates and advisers. He dealt
in detail with entertainment and educa-
tional programming for the proposed
station.

Mr. Caldwell reported an arrange-
ment for sharing tower facilities with
CBLT (TV) Toronto and plans to erect
a five story administration and six story
studio building alongside. If granted,
the station would be on the air in Octo-
ber. He and an associate, Gordon
Keeble of S.W. Caldwell Ltd., demon-

strated with slides their facilities de-
veloped in recent years for film pro-
gram production.

On Wednesday (March 16) BBG
heard Upper Canada Broadcasting Ltd.
which is associated with British Granada
Television, and Consolidated Frybrook
Industries in which Jack Kent Cooke,
owner of CKEY Toronto, is principal
shareholder. Baton Aldred Rodgers
Broadcasting Ltd., associated with the
Evening Toronto Telegram, and Mc-
Lean Hunter Publishing Co. Ltd. with
British Associated Television, were
heard Thursday. On Friday the board
heard Toronto financier Henry Borden
associated with the Southam newspa-
per chain, and Toronto lawyer J.S.D.
Tory, associated with the Toronto Morn-
ing Globe and Mail and British J. Arthur
Rank Film Organization. CFRB Toronto
presented its brief Saturday morning.

On March 14 the BBG heard re-
quests for power increases of CFCL-
TV Timmins, and CHCH-TV Hamilton,
both Ontario. CHCH-TV wants the
maximum ch. 11 power of 325 kw
video. The application was opposed by
all nine Toronto tv station applicants on
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grounds this would actually make
CHCH-TV a Toronto station. Hamilton
is forty miles west of Toronto. The sta-
tion asked for maximum power to
better service its own area, difficult
because of topography and ch. 7 inter-
ference in Hamilton on some receivers
from WKBW-TV Buffalo, N.Y. The
application was also opposed by CKWS-
TV Kingston, Ont.

CKLW-TV Windsor, Ont., and
CKWS-TV Kingston were singled out
of 14 privately owned television and
23 radio stations whose licenses are up
for renewal. Formerly all licenses were
automatically renewed but last year the
BBG announced it would call stations
to justify license renewal. CKWS-TV
was told its local live programming was
too low.

CKLW-TV’s Problems ¢ Cameron
Ritchie, manager, CKLW-AM-TV, was
told by BBG Chairman Dr. Andrew
Stewart not to be surprised if the sta-
tion’s license is only renewed for one
year instead of five. Mr. Ritchie was
questioned for more than 30 minutes
on the scarcity of local live programs.
Mr. Ritchie stated it would be most
difficult to program 55% Canadian con-
tent by 1962 as BBG required due to
CKLW’s geographical location which
prevents the station from carrying many
CBC tv shows also carried on Detroit
stations. BBG members emphasized
that CKLW-TV is a Canadian station,
and must program accordingly by cut-
ting down on American films, bond
drives and military service recruiting
programs.

Electronic Industries Assn. of Canada
asked the board to recommend to the
Dept. of Transport that Canadian tele-
vision stations be permitted to telecast
color programs.

Emphasizing programming, Upper
Canada Broadcasting Ltd. introduced
top ranking Canadian 1alent and produc-

OUTSTANDING SALES OPPORTUNITY
TELEVISION INDUSTRY

Immediate openings for top cali-
bre sales representatives in Mid-
West District. Men selected will
represent Video Division of AM-
PEX PROFESSIONAL PROD-
UCTS CO., originators and manu-
facturers of the world famous
VIDEOTAPE Television Re-
corder. Engineering degree or
equivalent experience in TV
broadeasting field required. Two
years sales experience in TV sta-
tion markets preferred. Outstand-
ing opportunity for growth in a
dynamic industry. Liberal benefits
include incentive, expense ac-
count, profit sharing and medical-
life insurance plan.

Chicago interviews start March
22. For appointment call Mr.
Bendit in Chicago, Avenue 2-2161
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tion personalities associated with it to
the BBG. Stuart Griffiths, formerly
television production executive of CBC
and for the past two years program
controller of Granada Television, Lon-
don, England, will be president of the
station. Granada has 25% stock in the
company and will buy a minimum
$4,000 a year in programs from Upper
Canada Broadcasting and will have a
production staff exchange arrangement.

Mr. Griffiths stated the station will
use 60% magazinte program concept
and 40% conventional type program
sales. The station plans more than
55% Canadian program content from
the start, with more than half its time
devoted to live shows.

Jack Cooke, owner of CKEY
Toronto appeared before the BBG
Wednesday afternoon. He based the
application of Consolidated Frybrook
Industries largely on his 23 years of
broadcasting. In that time, he operated
twelve radio stations and CKEY since
1944. Mr. Cooke will be sole owner
of the tv station. He expects to lose
about $293,000 the first year with gross
estimated advertising revenue almost
$2.5 million. He expects a profit the
second year.

Mr. Cooke promises 64% Canadian
program content from the start with
87 hours of telecasting per week. He
also plans 12 hours educational broad-
casting weekly. Programming will in-
clude a station produced play of the
week telecast five nights, with three
stock companies prodncing continuous-
ly. Plays would be offered to other
Canadian television stations.

The board questioned all applicants
extensively on programming, and re-
minded them they would be held to
their commitments if granted a license.

The Association of Motion Picture
Producers and Laboratories of Canada
urged the BBG in a brief Wednesday
afternoon to consider the extent ap-
plicants for television licenses intend to
use existing film production facilities
and educational programming.

Recommendations for French and
English language tv stations at Montreal
will be announced when the BBG re-
turns to Ottawa about March 23. Mon-
treal hearings were held the week of
March 7.

Only 4 applicants
for 2 Montreal vhf's

Two applicants for a French-language
Montreal tv station, and one applicant
for an English-language Montreal tv
station withdrew their bids for the facil-
ities when the Board of Broadcast Gov-
ernors began hearings at Montreal on
March 7. Two applicants were left for
each station.

Dropping their applications for the

PROMINENT
BROADCASTERS
Choose
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TOWERS

M. H. Blum, President
and General Manager
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10,000 watts—1190 kes.
ANNAPOLIS, MD.

Ly -4 CL] 1 .:: 1
Merrill W. Pittman, Chief Engineer

And for good reasons, too:
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tions
* LOW MAINTENANCE COSTS of
Stainless towers
Ask today for free
literature and in-
formation.
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French-language facility were CKAC
and CIMS, both Montreal. Sovereign
Film Distributors Ltd., Montreal, with-
drew its application for the English
station.

Applicants for the ch. 10 French sta-
tion are Paul L’Anglais and a group
composed of CKVL Verdun, Que. (a
suburb of Montreal) and United Amuse-
ment Corp., Montreal.

Applying for the ch. 12 English sta-
tion are CFCF Montreal, and Mount
Royal Independent Television Ltd.,
Montreal.

French Stations e In their hearing,
CKVL and United Amusement said
their programs would be 8% Cana-
dian. Mr. L’Anglais’ group would be
69.4% Canadian in origin.

United Amusement Corp., co-appli-
cant with CKVL operates 53 theatres
in Quebec province. It is 40% owned
by Famous Players Canadian Corp.,
Toronto. which owns the recently

Broadcast Advertising

o AnTHONY J. HEBEL, formerly vp at
Grant Adv.. Chicago, to Gordon Best
Co.. that city, as vp and account su-
pervisor on Schlitz beer.

o WaLTER H. WRIGHT, formerly vp
and account executive at Brown &
Butcher. N.Y.. joins Geyer, Morey,
Madden & Ballard as vp and member
of agency's group in marketing of
package goods.

¢ PauL J. CARAVATT
Jr., formerly vp and
plans board member
at Ogilvy, Benson &
Mather, N.Y., joins
Foote, Cone & Beld-
ing as vp and super-
visor of Lever Broth-
ers account,

MR. CARAVATT

started Trans-Canada Telemeter opera-
tion and has large interests in CFCM-
TV and CKMI-TV, both Quebec City,
and CKCO-TV Kitchener, Ont. Famous
Players Canadian Corp., is in turn part
owned by Paramount Pictures, New
York.

Associated with Mr. L’Anglais in his
application are J.A. Deseve, a Cana-
dian distributor of French films; An-
drew Quimet, brother of A.J. Ouimet,
president of the Canadian Broadcasting
Corp.; Jean Paul Ladouceur, a CBC
program director and several Montreal
businessmen.

English Stations ® CFCF Montreal,
one of the applicants for the English
facility, is the oldest radio station in
Canada. It has been broadcasting con-
tinuously, under various call letters,
since 1920. It is owned by Canadian
Marconi Co., which is owned by Eng-
lish Electric Co., London, England.
CFCF has been applying for a tv sta-

FATES & FORTUNES

MR. GILLESPIE MR. GILLEN

e WiLLiaM R. GILLEN, vp and assistant
to the president of BBDO, will be first
BBDO executive to move overseas in
agency’s international expansion pro-
gram. Mr. Gillen will become a direc-
tor of BBDO Ltd., in charge of liaison
with U.S. clients. Headquarters is Lon-
don. McDonaLp GILLESPIE, manage-
ment supervisor in BBDO's New York
office, elected to executive committee.
JouN H. FoGARTY, account executive,
in Buffalo office, elected vp.

® BiL KENNEDY promoted from media

R CINCINNATL, ©.

B west coast

R. C. CRISLER & CO., INC.

Business Brokers Specializing in Teelevision and Radio Stations

# Offices To Better Serve You . . .

Paul E. W , Fifth Third Bank Bldg.,
DUnbar 1-7'1;5.:”r ol ¢

Lincoln Dellar & Co., Sacta Barbara, Calif.,
WOodland 9-0770

- OMAHA, NEB. Paul R. Fry, P.O. Box 1738 (Bemsen), TErrace 9455

- NEW YORK 41 E. @nd 8t., MUrray Hill 7-8437
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tion since 1938. At the hearing, CFCF
said 55.7% of its programs would be
Canadian.

Mount Royal Independent Television
Ltd., the other English-language appli-
cant, has among its owners Geoff Stir-
ling, CKGM Montreal. Board chairman
is Dr. Wilder G. Penfield, noted Mon-
treal neuro-surgeon.

Panama’s first tv

Panama’s first television station went
on the air March 14. Until then the
only tv available there had been the
U.S. Armed Forces station in the Canal
Zone, broadcasting in English. The new
RPC-TV is a Spanish-language station
owned by Fernando Eleta, Panama’s
secretary of the treasury, and his
brother, Carlos Eleta, an engineer.
RPC-TV had a gala opening with spot-
lights loaned by the U.S. forces scan-
ning the skies.

supervisor to media director at Mc-
Cann-Erickson, Chicago, succeeding
KENNETH FLEMING, who resigned. Er-
LIoTT JOoHNSON, formerly media direc-
tor at R. Jack Scott, Chicago, to M-E
as supervisor of media research.

¢ EbwARD JANCEWICZ, radio-tv director
of Arnold & Co., Boston advertising
agency, appointed vp. He previously
was with NBC and Westinghouse
Broadcasting Co.

* LAWRENCE B.
MAaRks, formerly of
WNTA-TV Newark,
N.J., joins Dunay,
Hirsch & Lewis, N.Y.,
as vp in charge of
creative writing and
director of radio and
tv. He previously was
tv script writer.

MR. MARKS

* JEROME COWLE, COpYy supervisor at
Leo Burnett agency, N.Y., joins Ken-
yon & Eckhardt, Chicago, as creative
supervisor. LARRY Borto, formerly ac-
count executive with Sullivan, Stauffer,
Colwell and Bayles, N.Y., to K&E, in
similar capacity.

e L. R. (Dick) SuLLIVAN and Don B.
AMSDEN named vps of Allen & Reyn-
olds, Omaha, Neb., advertising agency.
Their former positions were creative
director and manager of radio-tv de-
partment, respectively.

e CHESTER FIRESTEIN and LEE ROSENE
named vps of Max Factor & Co.
(cosmetics). Mr. Firestein was direc-
tor of merchandising and Mr. Rosene,
director of sales.
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Lee H. BristoL, chairman of
Bristol-Myers -Co., has been elected
chairman of the Advertising Council,
succeeding JouN C. STERLING, chair-
man of This Week magazine. The
board elected these other officers:
Epowin W. EBEL, General Foods
Corp., vice chairman; two vice chair-
men re-elected, LEo BURNETT, Leo
Burnett Co., and EbpwarD VoON
TrEess, Curtis Publishing Co.; FrRED-

Ad Council elects new chairman

eric R. GAMBLE,
American Adver-
tising Agencies,
secretary, PaurL B.
WEST, Assn. of
National Advertis-
ers, treasurer;
THEODORE S. REP-
PLIER, re-elected
president, and AL-
LAN M, WiLsoN and GEORGE P. Lup-
lam, re-elected vps.

MRr. BRISTOL

o WiLLiaM J. MclILvaIN, vp in charge
of program department at Leo Burnett
Co., Chicago, to New York office ef-
fective April 1. LEE BLAND continues
in Chicago as vp and senior program
supervisor.

¢ RALPH TRIEGER
promoted from ac-
count executive to
media director at R.
Jack Scott, Chicago
advertising agency.
succeeding ELLIOTT
JounsoN, who resign-
ed. Mr. Trieger for-
merly was sales pro-

MR. TRIEGER
motion manager at WBBM-TV Chi-
cago.

e WiLLiaM H. THoMas, formerly vp in
charge of radio-tv of Fitzgerald Adv.,
New Orleans, to Tatham-Laird, N.Y.,
as director of radio-tv.

¢ GecrGE F. KLEITZ, formerly media
group supervisor at Needham, Lewis
& Brorby, Chicago, becomes media di-
rector of Cunningham & Walsh, Chi-
cago office.

» EDWARD A. STOCKMAR, formerly ac-
count executive for NBC TV Network
Sales, Chicago, and associated with
network operations for 32 years, ap-
pointed media supervisor at Wade
Adyv., that city. RovaL ALCOTT, with
radio-tv department of Wade Adv,
Los Angeles, to Chicago office where
he joins tv commercial film department.

e CarL E. BUFFINGTON, assistant to
head of radio-tv production depart-
ment at Morse International Inc.

(agency of Vick Chemical Co., N.Y.),
named head of radio-tv production
dept.

Ist in new york
dec. negro pulse
IBASID OM U. 5. CEMNSUS)
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¢ WiLLiaM F. ROSEBOOM, pr account
executive with N.W. Ayer, & Son,
N.Y., to The Rumrill Co., Rochester,
N.Y.. in similar capacity.

¢ Epwarp L. Nash, formerly senior
copywriter at Schwab-Beatty & Porter,
N.Y.. to Smith, Hagel & Knudsen, as
account executive on Crowell-Collier
Corp.

e NicHoLAs V. SALIMBENE, assistant
media director of J. M. Mathes Inc.,
appointed manager of agency’s new
Miami service office.

¢ GEORGE Lavery, formerly service
manager at Leo Burnett Co., Chicago,
appointed associate account executive
at Campbell-Mithun, that city. FrRank
KonraAD, formerly copywriter at Biddle
Adv., to C-M in similar capacity. on
Kroger Co. account.

e Marviy H. SELWNE, formerly with
Kenyon & Eckhardt, Chicago, appointed
assistant account executive at Earle
Ludgin & Co., that city.

¢ ROBERT CROZIER, formerly senior art
director at Sullivan, Stauffer, Colwell
& Bayles, N.Y., joins Kudner Agency,
on Sylvania account.

The Media

e J. D. HiLL, for-
merly president of
KWHK Hutchinson,
Kan., to KSSS Colo-
rado Springs as presi-
dent and general man-
ager, effective in early
May. Mr. Hill pre-
viously was with WLS
Chicago and WISN
Milwaukee.

Mr. HiL

¢ RoBERT N. KINDRED named vp and
general manager of General Broadcast-
ing Services Inc., owner of KWKY Des
Moines, Jowa. He succeeds JAMES
RaMmsBURG and Dick FJELLMAN who
formerly shared station management.
Mr. Kindred has been general manager

DECEMBER PULSE™ sHows

WITH THE
HIGHEST DENVER
PULSE RATING

{ N RECENT
[ YEARS!

6 AM TO 12 MIDNIGHT

19%

Further proof that KIMN delivers more
audience, more often, than any other
Denver radio station. Sell our great,
rich market with Denver’s number one
station!

7 DAY
AVERAGE

*DECEMBER, 1959

KIMN

5,000 WATTS AT 950

REPRESENTED NATIONALLY BY AVERY-KNOOEL, INC.

KEY STATION

Intermountain Network

Luxury Living!

Woarld-Famous
NEW WESTON BAR &
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of KJBS San Francisco since 1958.

e RicHARD L. ALGUIRE, assistant secre-
tary-treasurer of John Pool Broadcast-
ing Co. (KBIG Catalina and KBIQ-FM
Los Angeles), named secretary-treas-
urer, succeeding JoHn C. HowLaND.

¢ STEPHEN C. CROWLEY appointed gen-
eral sales manager of KVI Seattle
Wash. He formerly was account execu-
tive at KFSO San Francisco. Both are

- Golden West stations.

¢ BiLL Woob, operations manager of
KNOP-TV North Platte, Neb., ap-
pointed acting manager.

e WiLLiaM L. JoNES
Jr., general manager
of KWK St. Louis,
promoted to vp. He
previously served as
regional sales director
of WEMP and general
sales manager of
WISN, both Milwau-
kee.

MR. JoNES

¢ RicHarD E. FALEs, sales representa-
tive in Georgia and South Carolina for
United Press International, appointed
southern division executive assistant.

e DoLorEs ZIFF joins WHYY Philadel-
phia as director of community relations.

PO T TP S N, %

see our ad opposite page

MR. SHAHEEN

RICHARD A. (DICK) SHA-
HEEN, Chicago office, will be regis-
tered in Suite 1722-23-24 at the
Conrad Hilton Hotel, Chicago,
April 3-7, during the National As-
sociation of Broadeasters’ 38th an-
nual convention.

Dick will appreciate hearing
from you prior to and during the
convention in the—

HAMILTON-LANDIS &
ASSOCIATES

suite & 1722-23-24
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Gold medal award ® The first
issued by the Radio and Tv Exec-
utives Society for “outstanding
achievement in broadcasting,” is
presented to Bric. GEN. DaviD
SARNOFF (right), chairman of
RCA, by Frank E. PELLEGRIN,
RTES president. The award was
presented during the society’s
20th anniversary dinner.

s Ira G. DELUMEN, formerly eastern
sales manager, appointed to new posi-
tion manager, program and project
sales for CBS-TV Production sales.
RoBerT FOSTER, account executive,
succeeds Mr. DeLumen. Jack REYN-
oLbs, with National Educational Tv
and Radio Center, named assistant to
special projects director, Information
Services, CBS-TV.

o JoE MORRIS, general
manager of WGUS
Augusta, Ga., ap-
pointed regional and
national sales manager
of Olin Trice Stations
(WCAY Columbia
and WMYB Myrtle
Beach, both S.C.,
WKTC Charlotte,

MR. MORRIS

N.C., and WKEN Dover, Del.). He
also will continue his duties at WGUS.

e LEE Manson, formerly program di-
rector of WNHC New Haven, Conn.,
to WCKR Miami in similar capacity.

* ANDRE STOJKA, program director of
KUTE Glendale, Calif., resigns to enter
military service.

¢ Bo Epwarbps, formerly with WTAX
Springfield, I, to WCUE Akron,
Ohio, as program director.

o MorT DEAN, news editor of the Her-
ald Tribune Radio Network, becomes
program director of WVOX New
Rochelle,

¢ JouN D. MEDINA, formerly account
executive with Foster & Kleister Co.,
San Francisco agency, named to similar
position with KXTV (TV) Sacramento,
Calif.

® RaymMonD EicEMANN, Davip H. Heb-
LEY, NicHorLAs GorponN and RICHARD
PoLLock all promoted at NBC-TV Net-
work Sales. Mr. Eichmann goes from
director of sales promotion and sales
presentations to director of client pres-
entations and sales promotion. Mr. Hed-
ley from manager of sales promotions
to director of program presentations.
Mr. Gordon from manager of sales de-
velopment to director of sales develop-
ment and Mr. Pollock from supervisor
of sales development and research at
WPIX(TV) New York to manager of
sales development.

¢ PETER T. McGov-
ERN, formerly with
WCOP Boston and
managing director of
WMEX, that city,
named vp and man-
aging director of
Western Div. of Ra-
dio Hawaii Inc. He
will be responsible for MR, MCGOVERN
and direct operations of KPOA Hono-
Tulu.

e CHARLES GRADY, formerly program
director of WIMA Lima, Ohio, to
WZIP Cincinnati in similar capacity.

® Eric LaMBERT, formerly account ex-
ecutive at CBS-TV Network Sales, Chi-
cago, to NBC-TV Chicago Network
tv sales staff in similar capacity. Dick
WITWER, Midwest representative for
Regis Films, Chicago, also to NBC-TV
sales department. ToM PETREE, former-
ly with Liggett & Myers, that city, to
NBC-TV Central Div. network sales
service staff as sales service representa-
tive.

* NEeELsON ALQuisT, formerly supervi-
sor for TelePrompTer Corp., Huntsville,
Ala., appointed technical supervisor at
WTTW (TV) Chicago, non-commercial,
educational station. FRANK BLOTTER,
formerly account executive at ABC
Central Div., appointed by WTTW to
serve as liaison with outside organiza-
tions utilizing station’s video tape and
film recording facilities.

* HaroLD S. MEDEN, formerly assistant
to Miles David, vp and director of pro-
motion, named promotion manager of
RAB.

¢ WILLARD J. PuUr-
CELL, manager of ad-
vanced planning and
research for WGY
and WRGB (TV)
Schenectady, N.Y., re-
tires after 40 years of
service with General
Electric Co., which
owns both stations.

MR. PURCELL
Mr. Purcell was with WGY since its
inception in 1922.
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s Vic NELsoN promoted from sales
staff to manager of sales service at NBC
TV Network Sales, Chicago.

¢ Epwarp C. STEVENS, formerly with
CBS Films Inc., N.Y., appointed assist-
ant to Paul Wilson, business manager
for CBS-TV Production Sales.

® FREEMAN W, CarDALL, formerly
business manager of WBAL-TV Bal-
timore, to WMAR-TV, that city, as
account executive.

e GeorGE D. KIEFFER. formerly com-
mercial manager of KCJC-FM Kansas
City, to KCMO-FM, that city, as ac-
count executive.

e MATTHEwW J. PouLs JrR. named na-
tional sales representative of WIBK-
TV Detroit. He has wide background
in merchandising and promotion.

e DoNN SPENCER, formerly with KWIZ
Santa Ana, Calif., joins XTTV (TV)
Los Angeles in sales promotion ca-
pacity.

e JouN M. BRIGHAM, formerly account
executive with WCBS-TV New York,
joins sales staff of Peters, Griffin,
Woodward, N.Y ., station rep.

o AaroN COHEN, research analyst at
WPIX (TV) New York, becomes sales
development supervisor.

e RoNnaLD C. Davis, formerly account
executive in Los Angeles office of .
Walter Thompson, joins tv sales staff
of The Katz Agency there.

® ARTHUR SAKELSON, formerly account
executive at Headley-Reed Co.. station
rep, to sales staff of WBBM Chicago.

® RoBerT B. KNoOLES promoted from
account executive to commercial man-
ager at WPEO Peoria, 1l

o DaAvE MUHLSTEIN, managing editor
of KLIF Dallas news department, trans-
fers to sales staff.

o James C. DaGEs joins sales staff of
WWI Detroit.

® MicHAEL LAURENCE and RUTH
MEYER appointed directors of pr and
production, respectively, of WMCA
New York. Mr. Laurence formerly
headed his own organization. Miss
Meyer joined WMCA in 1958 as on-
air promotion director.

e DouGc MARTIN, assistant production
manager of WCHS-TV Charleston,
W.Va.. named production manager,
succeeding FRANK ANNAND who re-
signs to enter real estate field. ART
BaBBIT succeeds Mr. Martin.

® JouN ForLanp, staff writer at WFBM-
AM-FM-TV, Indianapolis, appointed
continuity director. ELEANOR SCHELL,
formerly writer at WHAM Rochester,
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Attention
NAB GOLFERS

BROADCASTING’s annual NAB pgolf tournament wiil be held, rain, snow or
shine, Sunday, April 3, at the beautiful 27 hole Midwest Country Club (above),
Hinsdale, Ill. To qualify for one of the trophies, contestant must piay 9 holes.
Tee-off time 10 a.m. Golf clubs available for rent. Transportation provided, if
desired. Sign up today.

MAIL THIS RESERVATION TODAY, TO:
BROADCASTING, 1735 DeSales St., NN W., Wash. 6, D.C.
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civvoao b will want o ride to the club ]

Tee-off time: 10 a.m.

Firm

April 3

=

NORTHWEST

Daytime radio station in market of over 200,000.
Very well uipped. Sale includes land and trans-
mitter building. Another absentee-owned_property
ersonal owner attention. Priced at
29% down.

in need of
$125,000.00 wit

ROCKY MOUNTAIN

MAJOR CITY DAYTIMER—Due to excellent dial
position. this station has outstanding coverage.
Beautiful studios. Excellent equipment. Liberal
terms available. Price $125.000.

NORTH TEXAS

DAYTIMER—This is in a semi-major market. not
overcrowded. Attractive studios. Excellent equip-
ment. $70,000 takes this one with $25,000 down. It is

operating in the black. Liberal terms on balance.

NAB CONVENTION SUITE 1722-23-24

HAMILTON-LANDIS & ASSOCIATES. Inc.
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WASHINGTON, D.C.
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Swezey named

Appointment of
ROBERT D. SWEZEY
as consultant to ad-
vise Labor Dept.
on effectiveness of
its programs was
announced
Wednesday by Sec-
retary of Labor
James P. Mitchell.
Mr. Swezey resigned Jan. | as exec-
utive vp and general manager of
WDSU-AM-TV New Orleans but
retains 20% interest in stations. In
Labor post, Mr. Swezey will consult
on manpower development and utili-

MR. SwWEzZEY

to Labor post

zation, services for youth and older
workers, apprenticeship and training,
employment service activities, in-
cluding farm placement service, de-
partment’s new regulatory activity
involving enforcement of provisions
of the New Labor-Management Re-
porting and Disclosure Act of 1959.

Mr. Swezey. an attorney, was vp
and general manager of MBS in
mid-1940s. Long active in NAB af-
fairs, he is chairman of NAB Free-
dom of Information Committee. Mr.
Swezey joined NBC in 1939 and
later moved to Blue Network (now
ABC) and then Mutual.

N.Y., joins WFBM as senior writer.

e Heywoop L. Sippons, formerly pro-
gram director of KOA-AM-TV Denver,
to KCBS San Francisco as writer-pro-
ducer. MiIke FELIX ailso joins produc-
tion staff of KCBS.

s Joe KENNEDY, formerly program di-
rector of KELO Sioux Falls, $.D., to
KBON Omaha, Neb., as news director.

e Louise BARRY named production su-
pervisor of Mutual’s New York news
bureau.

e DonN FowLER, on promotion staff of
WPTF Raleigh, N.C., appointed pro-
motion manager.

¢ ArRNoLD H. KATINSKY, formerly as-
sistant director, member services of
RAB, named promotion director of
WIP Philadelphia.

e Bos GarriTy, originator of WOR
New York’s “flying studio”, joins
WPFYI Long Island, N.Y.

e Jack DoLPH, program director for
WCAU-TV Philadelphia, named assist-
ant director of sports for CBS News.

e KEENETH BEHAN promoted from stu-
dio crew to producer-director at WITI-
TV Milwaukee.

e TERRENCE J. LALLEY and LyLE Han-
SEN join WNAX Yankton-Sioux City,
S.D., promotion staff and farm service
departments, respectively.

o MARIANNE TOMLINSON joins WRFD
Columbus-Worthington, Ohio, as direc-
tor of women's activities, succeeding
JEANNE SHEA who moves to J. Walter
Thompson Co.

¢ PaT GiGLIoTTI and VINCE RaGo ap-
pointed assistant production manager
and studio supervisor, respectively, at

WSJV South Bend-Elkhart, Ind.
e GEeoRGE BEAvEeRs, formerly with

)00 (FATES & FORTUNES)

Broadcast Time Sales, joins WCBS New
York as account executive.

e ELLEN WADLEY, head of -press in-
formation of CBS Washington bureau,
named producer on public affairs staff.

¢ Bop CoLE, formerly newsman-air per-

Is this o station manager? o
GEeorGE H. THoOMAS, managing
director of KVOL Lafayette, La.,
who became King (Gabriel XXI)
for a day there during the 1960

Mardi Gras celebration, stands
splendidly in his royal costume.
Mr. Thomas also is president of
Louisiana Broadcasters Assn.

sonality at WMRC Milford, Mass., to

WDAK Newport, R.I., as announcer-
air personality.

¢ MARTIN GRAY joins WIBW-TV
Topeka, Kan., as announcer-newsman.

®* Jay Woop, formerly with WSSB, to
WDNC, both Durham, N.C., as an-
nouncer,

& WILLIAM M. PLANTE, formerly an-
nouncer at WNMP Evanston, Ill., to
announcing staff of WISN-TV Milwau-
kee.

¢ BoB ALLEN, formerly of KNIM
Maryville, Mo., to announcing staff of
WLEC Sandusky, Ohio.

® LARRY VaNCE, formerly disc jockey
at KSYD Wichita Falls, to KELP El
Paso, both Texas, in similar capacity.

¢ Bos DRreEws, air personality at
WCAE Pittsburgh, accepts additional
assignment of similar nature at WEEP,
that city.

Programming

e Hank P. LoNG, LEE CANNON,
GEORGE GRAY and ALTON WHITEHOUSE
named divisional sales managers of
Paramount Tv Productions. Mr. Long,
formerly vp of MCA-TV Ltd,, is west-
ern divisional manager. The others, all
formerly with ITC, will be midwestern,
northeastern and southeastern divisional
managers, respectively, for Paramount.

¢ Boyce TUTEN appointed vp in charge
of sales and associate producer of Lance
Productions (tv commercial and film
producer).

¢ RoBERT CESSNA named sales manager
of Michigan and Ohio territory for
Community Club Services Inc. (pro-
motional firm). He formerly was head
of own agency, Cessna Coun-Selling
Service (radio marketing management
consultant) Adrian, Mich.

e JuLiaN Lubwig, formerly sales rep-
resentative for Flamingo Films, Los
Angeles, becomes general manager in
charge of west coast operations.

® JACQUES LIEBENGUTH, formerly gen-
eral sales manager of Victory Films,
named director of syndication sales
campaigns for California National Pro-
ductions.

® JERRY HAUSNER, formerly associate
producer of Milton Berle Show and
programt manager of Radio Free Eu-
rope, named director of dialogue for
UPA Pictures.

® RoserT L. MILLER, formerly with
Bernard L. Shuber Inc., N.Y. (program
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distributors) joins Trans-Lux Tv Corp.,
as administrative assistant to Richard
Carlton, vp in charge of sales.

¢ JoE McGINLEY and BiLL Guy join
H.D. Productions as salesmen-announc-
ers for The House Detective (tv real
estate program).

Equipment & Eng'ring
o i ¢ L. BERKLEY Davis,
y = general manager of
i . General Electric Co.’s
electronic components
division (receiving
tube, cathode ray
tube, power tube and
semi-conductor prod-
ucts departments)
named vp.

MR. Davis

¢ PauL S. HEFLIN, formerly member
of the General Instrument Corp.’s
semi - conductor technical - scientific
team, becomes vp of engineering,

e NorMmaN J. OsTByY,
formerly vp of Don
Lee Broadcasting Sys-
tem and more recent-
ly general manager of
Mutual Broadcasting
System’'s Western
Div.,, named general
manager of Mac-
Kenzie Electronics,
Inglewood, Calif.

MR. OsTBY

¢ JosePrH GLASSER appointed manager
of manufacturing for Raytheon Co.’s
Commercial Apparatus and Systems
Div.

e Joun BETTENCOURT, semiconductor
production superintendent for CBS
Electronics, promoted to manager of
micro-alloy diffused transistors.

International

e A, H. MarTLanDp, manager of CBL
and CJBC Toronto since 1957, named
manager of talent bureau of Canadian
Broadcasting Corp., at national pro-
gram headquarters, Toronto. He is suc-
ceeded by J. H. HARVEY, administrative
assistant to director of divisional serv-
ices of CBC Toronto.

¢ LaureNce GRaNT WILSON, assistant
supervisor of variety programs of Ca-
nadian Broadcasting Corp., Toronto,
named program officer of new CBC-
FM network, along with PauL Rous-
seL of CBC Montreal French-language
program headquarters. FM network
will link CBC-FM Toronto, CBM-FM
Montreal, and CBO-FM Ottawa, Ont.

e MoNic BRETON named traific man-
ager of CFCM-TV and CKMI-TV
Quebec City.
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Engineer awards

The Institute of Radio Engi-
neers has named six engineers as
recipients of annual awards to be
presented during the institute’s
international convention sched-
uled for the Waldorf-Astoria
Hotel, New York, March 21-24.

They are: HARADEN PRATT,
IRE secretary and consulting en-
gineer, Founders Award; HaRRY
NyquisT, consulting engineer,
IRE Medal of Honor; J.A.
RascuMaN, RCA Labs., Morris
Liebmann Memorial Prize Award;
J.W. Gewartowski, Bell Tele-
phone Labs., Browder J. Thomp-
son Memorial Prize Award; K.A.
NorToN, National Bureau of
Standards, Harry Diamond Me-
morial] Award, and E.J. NaLos,
General Electric Co., W.R.G.
Baker Award.

Allied Fields

® A. Victor LupINGTON JR., formerly
sales manager of WLYH-TV Lebanon,
Pa., resigns to form Sellavision, serv-
ice organization to prepare sales ma-
terial for small market tv stations.

Agency is located at 2101 North Front
St., Harrisburg, Pa. Phone: CE 8-1787.

e ELLioTT F. CavaLIER appointed vp in
charge of sales development for North-
west Schools, Portland, Ore.

Deaths

e J.CLIFFORD DILLON,
55, chairman of crea-
tive board of Comp-
ton Adv., N.Y., died
March 16. He joined
Compton in 1954 as
vp and associate cre-
ative director. Previ- |
ously, he was vp and MRr. DiLLoN

copy chief at Dancer-Fitzgerald-Sam-
ple.

e Joun HoweLL, 40,
vp and general sales
manager for CBS
Films Inc., N. Y., died
March 16 after falling
or jumping in front of
subway train. Mr.
Howell joined CBS-
MR, HoweLL TV Film Sales, fore-
runner organization, as account execu-
tive in 1953, became general sales
manager in 1957 and vp in 1958.

OF

THINGS

TO COME||

COMING
SOON
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Trial run ® Mike McGreevey and
Darren McGavin, stars of NBC-TV’s
Riverboat series are shown testing
the durability of a cut-out toy made
from a new type wet-strength paper
bag, currently being test marketed by
American Cyanamid Co. The pro-
motional tie-in with the program’s
stern-wheeler, the “Enterprise,” is

r ¥ Bl = e R

proving to be a natural for the prod-
uct, which is made of the company’s
Melostrength {R) melamine resin.
The bags are being tested in several
supermarkets around the country,
and a one-time offer of the River-
hoat bags on WRCA-TV New York’s
i Mom program reportedly prompt-
ed several thousand requests.

NARB's radio month

NAB has adopted the theme “Radio
. . . Heart Beat of Main Street” for Na-
tional Radio Month, to be celebrated
in May. John F. Meagher. vice presi-
dent, said emphasis will be placed on
radio stations as focal points of their
communities.

Radio Month kits with announce-
ments, speseches, mats, promotion ideas
and other material will be sent stations
by the NAB public relations depart-
ment, headed by John Couric. A series
of transcribed jingles has been produced
by Faillace Productions. New York.

Plans for Radio Month observance
were approved at a recent meeting of
thz NAB Radio Public Relations Com-
m'ttee, of which Robert L. Pratt,
KGGF Cofteyville, Kan., is chairman.

News diploma

Instead of merely mailing cash to
listeners who call in news as tips for

102

tips, CIMS Montreal has hit upon the
dignified idea of enrolling them as asso-
ciate members of its news staff. An
elaborate diploma is mailed to each one,
with silver and gold seals awarded for
each subsequent newsworthy item. At
the end of the year the station plans
to hold a reception where further prizes
and a grand prize for a story chosen
by an especially appointed committee
will be presented to the news associates.

Youth orchestra

CKGM Montreal has developed and
is supporting a Philharmonic Youth
Orchestra. The station pays rehearsal
costs. transportation. hall rental fees,
mus'cal score costs, etc. Benefiting
from CKGM's generosity, 55 young
musicians will be sent to the Ottawa
Music Festival in April. They have
already played to a capacity audience
in Montreal and plans have been made
for several concerts in that area this
summer.

¢ Drumbeats

Aged in the tin ® Art Ford, personal-
ity with WRCA New York, launched
an informal contest offering to buy the
most unusual article he was offered. An
avalanche of oddities proceeded, includ-
ing a two-man submarine for $100,000,
a circus of fleas dressed in Mexican
costume, a slightly-used trolley car and
a mastodon’s tooth (cheap at 4¢). The
winner was a Navy lieutenant who had
dug up a tin of cocoa cached at the
South Pole by explorer Capt. Robert F.
Scott in 1910. The naval officer ap-
peared on Mr. Ford’s program to collect
his asking price—cake and a cup of
coffee, while the m.c. adventurously
sampled the half-century-old cocoa.

Sugar-coated pill ® “Just to show you
we don’t mind passing the buck, here’s
one for you!” With a crisp dollar bill
attached, this note arrived for agency
executives in Dayton, Ohio, as an al-
most-painless way of informing them
that WAVI, that city, had increased its
rates. One dollar was the increase on
a one-minute spot. The note went on to
say that the best way they could spend
the gift dollar in behalf of their clients
was by buying time on WAVL

Got a light? ¢« KEWB San Francisco
is distributing over 500,000 six-color
match folders, each bearing a serial
number, to retail outlets throughout the
area. Starting April 1, certain lucky
numbers will be read regularly over that
station by disc jockeys and the matching
match books will be good for cash
prizes. KEWB is promoting the contest
on the air and through transit and news-
paper advertising.

Aiding the competition ® WIPS Evans-
ville, Ind.,, has promoted a ‘‘copycat
kit” designed for use by station man-
agers and program directors of com-
peting stations, in which it lists suc- .
cessful contests and gimmicks it has
run over the past several years. This
handbook for would-be imitators was
offered for 25 cents. The station reports
that response has been good but that
the quarters are flowing in from listen-
ers rather than from rival management.

Down with dopef ® KFWB Los An-
geles reports that it has put its facilities
at the disposal of the Student Crusade
Against Narcotics, spearheaded by a
saturation spot campaign running
‘round-the-clock. Pleas for sterner legis-
lation against dope peddlers servicing
teenagers and for funds to continue the
campaign have been made. Law en-
forcement officers and students them-
selves have recorded the 30-second spot
announcements. The funds are re-
quested to send the crusaders to Sacra-
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mento to urge the legislature to pass
special strictures against the narcotics
trade.

News map response ® KGLO-AM-TV
Mason City, Towa, report over 6,000
requests from listeners and viewers in
response to an offer of a world affairs
news map at 25 cents per copy. The
maps are designed “to help you foliow
the news of the day™ and also list facts
on number and times of station news-
casts, plus CBS Radic and CBS-TV
news services and facilities.

‘Protector’ of businessmen » In keep-
ing with the theme of commercials aired
for Kaiser aluminum foil. WISN Mil-
waukee has mailed out aluminum-
covered helmet liners to area grocers
currently not stocking the household
item. The spots feature an aggressive
Kaiser salesman, “Clark Smathers,”
who might be expected to call on them.
In an accompanying letter, the station
said it valued them as local business-
men and wanted to “protect” them

from any “head-bopping” or other
hazards as the result of a visit from
“Mr. Smathers.”

Juvenile royalty ® Each month Don
Lamond. host of KTTV (TV) Los An-
geles' Three Stooges show, features a
boy or girl, aged 6 to 12, as prince or
princess of the month. The child must
be nominated by an adult on entry
blanks picked up at local Sears' stores
and submitted to an impartial panel of

Wind up ¢ Rush Evans, program
director of WIBW-TV Topeka,
Kan., works up a 12-mile-per-
hour wind to demonstrate the
WIBW weather watcher being of-
fered to listeners by the radio
companion station. The tempera-
ture-barometer-wind guage was
promoted-on tv and radio to blow
up interest in WIBW’s ex-
panded weather service, which
features |2 reports daily direct
from Krick Weather Central,
Denver.
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three judges. Criteria for coronation
are “extraordinary obedience, politeness
and helpfulness,” but the candidate
must also be “full of fun.” In addition
to appearing on the show, the winner
is taken to Sears for a $500 shower of
gifts and gets to spend the day with
Mr. Lamond or the Stooges at an
amusement center.

A school tale ® Jerome Courtland, 6-
foot S-inch lead of The Tales of the
Vikings tv series syndicated by Ziv-
United Artists Television, met high
school history classes during a cross-
country tour. The star was flown by
jet from Munich, Germany, where the
film crew is headquartered. visiting
sponsors and civic groups in major mar-
kets where the film is shown. Advised
that some schools assign viewing of the
series to history classes because of its
authentic historical background and
flavor, Mr. Courtland arranged to speak
to groups of students. With him on the
tour that included Miami; Chicago;
Columbus, Ohie; Los Angeles; Toronto;
Charlotte, N.C., and New York were
several hundred pounds of props and
costumes created for the series. Several
years’ research went into the series and
its forerunner motion picture, both pro-
duced by Kirk Douglas’ Brynaprod Co.
The tv series is now sold in more than
115 markets.

Radio over coffee ¢ Estimated 200
agency executives turned out March 10
at 9:30 a.m. for coffee and a sound-
on-film presentation in New York of
“This Is Washington” produced by
WTOP that city. The 20-minute color
film put together market research data
dealing with local consumer buying and
radio listening habits. Meeting was pre-
sided over by Lloyd Dennis, vice presi-
dent-general manager, and Robert
Schellenberg, sales manager. both
WTOP, and Milton F. (Chick) Allison,
vice president-general manager, CBS
Radio Spot Sales. The private screening
was held at a CBS studio. Market data
included focus on population, total re-
tail sales, buying income. media com-
parisons and character of the radio
medium in the Nation’s Capital.

‘Weather whys’ ® WBBM Chicago re-
ports it’s received several thousand re-
quests for copies of a new weather guide
by weathercaster P.J. Hoff. It has been
published by his twice-daily client, St.
Paul Federal Savings & Loan Assn.
Since the original offer Feb. 8, the sta-
tion has averaged roughly 1,000 re-
quests each day for the booklet, de-
signed to help listeners “enjoy the
weather.” Its contents cover several
topics, including weather fronts, thun-
derstorms, cloud charts, tornadoes and
hurricanes, weather extremes, tempera-
ture-humidity indices and barometer
wind tables.

A Part of E’}M# 25

While serving a single
station tnarker, WTTHI-TY
fulfills its public service re-
sponsibilines in 4 way that
has gained for it the appre=
gatnon and  support of its
entire viewing ared .. acie-
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1o advertising cerriéd,
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L public service program-
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FOR THE RECORD

Station Authorizations, Applications
As Compiled by BROADCASTING
March 10 through March 16. Includes data on new stations, changes in
existing stations, ownership changes, hearing cases, rules & standards
¢thanges and routine roundup.

Abbreviations:

DA—directional antenna, cp—construction
permit. ERP—effective radiated power, vhi
—very high frequency. uhf—ultra high fre-
qQuency. ant—antenna, aur.—aural. vis—
visual, kw—kilowatts. w—watts, mc—mega-
cycles, D—day. N—night. L.S—local sunset.
mod.—modification. trans.—transmitter, unl.
—unlimited hours. ke—kilocyeles. SCA—
subsidiary communications authorization.
SSA—special service authorizatien.—STA—
special temporary autherization. SH—speci-
fied hours. *—educational., Ann. Announced.

Existing Tv Stations

CALL LETTERS ASSIGNED

KCDA Douglas, Ariz.—Electron Corp.

*WXGA-TV Savannah, Ga.—Georgia State
Board of Education.

KRNM-TV Roswell, N.M.—Roswell Tele-
casting Co,

WCIV_ Charleston, S.C.— Atlantic Coast
Bestg. Corp.

New Am Stations
APPLICATIONS

Demopolis, Ala.—Bigbee Bestg. Co, 1350
ke, 5 kw D. P.O. address Demgé)olls. Ala,
Estimated construction cost $22,247, first
Year operating cost $24,000, revenue $30,000.
Principals are Paul Nichols, William C.
Reld and Houston L. Pearce, 3314% each.
Applicants are gwners of WRRN Butler,
Ala. Ann, Mar. 11,

Williston, Fla.—Levy County Bestg, Co.
730 ke, 500 w D. P.O, address % Royal L.
French, Williston, Fla. Estimated construec-
tion cost $18,833, first year operating cost
$24,000, revenue $37,500. Principals include
J.A. Burke, J.E. Accola, H.H. Phillips, 202
each, and others. Mr. Burke is accountant.
Mr. Aeccola is in plumbing business. Mr.
Phillips deals in livestoek. Ann. Mar, 15.

Radnor, Pa,—Main Line Becstrs, 1510 ke,
.25 kw D, P.O, address 100-25 Queens Blvd.,
Forest Hills, N.Y, Estimated construction
cost $14,367, first year operating cost $48,000,
revenue $54,000. rincgsals are Arnold Ka-
tinsky, 51%, and Martin Pinsker, 49%. Mr.
Katinsky is emploge of Radio Advertising
Bureau Inc., New York., Mr. Pinsker is em-
ploye of CBS. Ann. Mar, 2,

Imperial, Neb.—Nebraska - Kansas - Coio-
rado Bestg. Corp. 1420 ke, 1 kw D, P,O. ad-
dress Imeprial. Neb. Estimated construction
cost $16.027, first {)ear operating cost $26,000,
revenue $30,000. Prineipals include Gilbert
L. Poese, 28.5%. Willjam B
S. Arnison, 14.3% each, and others. Mr.
Poese is manager of KBRX O'Neill. Neb.
Mr. Weir is in insurance. Mr. Arnison is in
retail clothing business. Ann. Mar. 18.

Existing Am Stations

APPLICATIONS
K1BS Bishop, Calif.—Cp to increase day-
time power from 250 w to 1 kw and install
new trans. (1230 ke). Ann, Mar. 10.
KMET Paradise, Calif.—Mod. of cp which
authorized new standard broadcast station

Welr, Bertram

to increase
kc). Ann. Mar. 16.

KRAD East Grand Forks, Minn.—Cp to
change hours of cperation from D to unl,
using power of 1 kw and install DA-N
(1590 kc). Ann. Mar. 10.

WNAT Natchez, Miss,—Cp to0 increase
daytime power from 250 w to 1 kw, install
new trans. for daytime use (2 main trans.)
(1450 kc). Ann. Mar, 10.

KBMN Bozeman, Mont.—Cp to increase
daytime power from 250 w to ! kw and in-
stall new trans. (1230 ke). Ann. Mar. 10,

KPRK Livingston, Mont.—Cp to increase
daytime power from 250 w to 1 kw and in-
stall new trans. (1340 kc). Ann. Mar. 10.

WLIB New York, N.Y—Cp to increase
ower from 1 kw to 10 kw (limited to

OWO); change ant.-trans. location; install
5A-1. and new trans. (1190 ke). Ann. Mar.

WHA Madison, Wis,—Cp to change fre-
guency from 970 kc to 750 Ke; increase
power from 5 kw to 10 kw; change ant.-
trans. location; chanqes in ant. system and
ground system; install new trans. (Request
waiver of Seec, 1,351 of rules.) Ann. Mar. 4.

CALL LETTERS ASSIGNED
CKSWC Tueson, Ariz. — Southwest Bestg.

0.

KUZZ Bakersfield, Calif.—Valley Radio
Corp. Changed from KIKK.

KﬁML Carmel, Calif.—Carmel Bcstg. Co.
Changed from KTEE.

K R Littleton. Colo.—Skyline Bestg.
Inc. Changed from KUDY.

WEAS College Park, Ga.—College Park
Bestg. Inc. Changed from WCPK.

WAXU Georgetown, Ky.—Robert E. John-
son. Changed from WGOR

ower from 500 w to 1 kw (930

WTKY Tompkinsville, Ky.—WMCV Inc.
WJIRL Rockford, IIL.—Town & Country
Radio Inc.

KARR Great Falls, Mont.—Pat M. Good-
over. Changed from KXLK.

KLCB _Libby. Mont. — Lincoln County
Bestrs. Changed from KOLL.
RI&WVR Enterprise, Ore.—Wallowa Valley

adio.

KQEN Roseburg. Ore.—Umpqua Bestrs.
Inc. Changed from KRXL.

WNPV andsdale, Pa.—Equitable Pub-
lishing Co.

WSHH Latrobe, Pa.—Joel W. Rosenblum.
Changed from WAKU.

WFLS Fredericksburg. Va.—Star Bestg.

Corp. . .
“FXMT Merritl, Wis.— Thunder - Bird
Bestg. Inc. Changed from WMRW.

New Fm Stations

APPLICATIONS
Fremont, Calif. — Triumph Bestrs. 104.9
me. 814 kw. P.O. address 1201 Van Ness
Ave., San Francisco, Calif. Estimated con-
struction cost $14,224, first year operating
cost $13,200. revenue $18,000. Principals are
Russeil J. Hyde, 40%, Lawrence Loughran
and Leon A, Crosby, 30% each. Messrs,
Crosby and Loughran are employes of
KOFY San Mateo. Calif. Mr. Hyde is in

automobile sales. Ann. Mar. 11.

HMEW YORK

&0 East 4

EDWIN TORNBERG
& COMPANY, INC.
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Pensacola, Fla.—Mello-Tone Inc. 94.1 me,
1 kw. P.O. address 703 S. Madison Drlve,
Pensacola, Fla. Estimated construction cost
$15,746, first year operating cost s
revenue $36,000. Principals include Earl D.
Hutto, 58.14%, Reubin O'D Askew, 13.95%,
and others. Mr. Hutto is employe of WEAR-

Pensacola. Mr. Askew is attorney. Ann.
Mar. 15.
Sarasota, Fla.— Multitone Music Corp.

102.5 me, 2.73 kw. P,O. address 1373 Fift!
St., Sarasota, Fla, Estimated construction
cost $22414, ﬂrst year operating cost $14,907,
revenue $22,464. Principals are James E,
Grant Jr., Harold J. Bische, John F, Cannon
and Melton L. Augustine, 25% each. Messrs.
Bische and Cannon are owners of industrial
electronics sales and service company. Mr.
%rant is electronics technician. Ann. Mar.

Existing Fm Stations
CALL LETTERS ASSIGNED

*KHSC Arcata, Calif.—State of California,
Humboeldt State College.

*KEBS San Diego, Calif.—State of Cali-
fornia, San Diego State College.

KSTM-FM Santa Monica, Calif. — Santa
Monica Bestg, Co.

WBAL-FM Baltimore, Md.—Hearst Corp.
Changed from WFDS-FM.

KOIL-FM Omaha, Neb.—Don W. Burden.
Chanied from KCOM.

WGLI-FM Babylon, N.Y. — WGLI Inc.
Changed from WTFM.

*WSBF-FM Clemson, S.C.—Clemson Ag-
ricultural College of South Carolina.

WwW Woodbridge, Va,— S&W Enter-
prises Inc. Changed from WBVA,

WTOS Wauwatosa, Wis.—Broadcast Inc.

Ownership Changes

APPLICATIONS

WTCB Flomaton, Ala.—Seeks transfer of
negative control of Tri-City Bestg. Inc.
i{rom Andrew J. Lee, 499, and Dot Lee, 1%,
to Carl E. Jones, sole owner, for $5,500. Mr.
Jones is in banking. Ann. Mar, 8.

KTCN Berryville, Ark,— Seeks assign-
ment of license of Ozark Radio and Equip-
ment Co. from T.W. Rogers, Fred Ward, and
Mrs. E. Louise Lymbery (executrix of estate
of Mel. Lymbery), 3315% each, to Ernest M.
and Letajo Howard .33%, Mrs. Louise
Lymbery, 331:%, and wWalter M. and Mary
Ruth Fuller, 18.33%, for $30,000. Mr, Howard
is employe of KTCN. Mr. Fuller is in hard-
ware. Ann. Mar. 8.

KACY Port Hueneme, Callf.—Seeks as-
signment of license from Lincoln and Syl-
via Dellar, sole owners to KACY Inc. for
$150,000. Principals are Lincoin and Sylvia
Dellar, 37.5% each, Glenn D. Lockhart, 25%.
Mr. Dellar is 35% owner of KLYD-TV
Bakersfleld, Calif. Mr. Lockhart is employe
of KACY. Ann. Mar. 14,

WELE South Daytona Beach, Fla,—Seeks

transfer of control of Quality Bestrs. of
Daytona Beach Inc. from James S. Beattie,
R. Kelvin Shivers and Walter Cronkite,
331%4% each, to R. Kelvin Shivers, 6834%,
and Mr, Cronkite, 3315%. Mr. Cronkite is tv
personality. Mr. Shivers' is in insurance
and financing. Ann. Mar. 10.
_WAKE Atlanta, Ga,—Seeks assignment of
license from WAKE Bestrs. Inc. WAKE
Inc. for $500,000. Principals include Ira
Herbert, 259, Allan D. Emil, 83;%, and 10
others. Mr. Herbert was formerly stock-
holder in WNEW New York. Mr. Emil is
attorney. Ann, Mar. 10.

KBTN Neosho, Mo.—Seeks assignment of
license from w{llia.m Montgomery Harlow
to Galen 0. Gilhert, 5%, and W.R. Bentley,
25%, for $50,500. Applicants are employes of
KTLQ Tahlequah, Okla. Ann. Mar. 11.

WENS (TV) Pittsburgh, Pa.—Seeks trans-
fer of control of Telecasting Inc. from
Thomas P. Johnson, 27.3%, and 32 others,
to Thomas P, Johnson, 609% of issued and
outstanding stock, and six others. Twenty-
five stockholders turned in 11,380 shares of
stock leaving issued balance of 11,460
shares. This automatically inereased per-
centage holdings by Mr, Johnson who sub-
sequently purchased additional 1,000 shares
for $450. Ann. Mar. 15.

WTTC-FM Towanda, Pa—Seeks assign-
ment of license of Vical Bestg, Co. from
Vietor A. Michael, T. Justin Myers Sr. and
M. Alan Poole, 3313% each. to Messrs.
Michael and Myers and Leroy J, Hopkins,
33l5% each, by dissolution of ¢ld partner-
ship, formation of new partnership with no
monetary consideration. New partner, Mr.
Hopkii’;' is employe of WTTC-FM. Ann.
Mar. .

KYNT Yankton, S.D.—Seeks assignment
of license from Yankton Bcestg. Co. to Leon
T. Scoblic and Lloyd G. Reedstrom, equal
partners, for $179.400. Applicants are part-
1r\xﬂers in office equipment business. Ann.

ar. 14.
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KNFM (FM) Midland, Tex.—Seeks trans-
fer of control from Rudolph M., Rubin Jr.,
James R. Favors, William R. Mettler, 30%
each, and Wallace R. Jackson, 10%, to same

rincipals, 25% each. Mr. Jackson will pay
13.300 for his additional shares. Ann. Mar.

WELK Charlottesville, Va,—Seeks assign-
ment of license from Lawrence Lee Ken-
nedy to Virginia Bestg, Co. for $100,000.
Purchasers are Margaret Miller Inc., Steri-
ing Hardware Co., 40% each, and Turnbull,
Deter & Co., 20%. Knox Turnbull is prin-
g&pal lstocs kholder in all three firms. Ann,

ar, 15,

WNRV Narrows - Pearisburg, Va., — Seeks
assignment of license from Habieb J. Rom-
anus to ED. and Megan H. McWilliams,
equal partners, for $72,000. Applicants hold
25% each in WNAK Nanticoke, Pa. Ann.
Mar. 15,

Hearing Cases

INITIAL DECISIONS

Hearing Examiner Elizabeth C. Smith is-
sued initial decision looking toward grant-
ing application of George T. Hernreich for
new tv station to operate on ch, 8 in Jones-
boro, Ark. Ann, Mar. 10. )

Hearing Examiner J.D. Bond issued initiai
decision looking toward granting applica-
tions of Entertainment and Amusements of
Ohio Inc., for new_am station to operate
on 1320 ke, 500 w, D, DA, in Solvay, N.Y,,
and WMBO Inc,, to increase daytime power
of station WMBO Auburn, N.Y., from 250 w
to 1 kw, continuing operation on 1340 k¢
with 250 w N. Ann. Mar. 1l.

Hearing Examiner Isadore A. Honig is-
sued initial decision looking toward grant-
ing application of Marin Bestg. Inc.,, to
change trans. site of KTIM San Rafael,
Calif., continuing ogerartion on 1510 ke, 1
kw D. Ann. Mar. 15, A

Hearing Examiner Basil P. Cooper issued
initial decision locking toward granting ap-
plications of Suburbanaire Inc., for new
am station to operate on 1590 kc, 1 kw, D,
DA, in West Allis, Wis., and Watertown
Radio Inc., to Increase power of WTTN
Watertown, Wis., from 250 w to 1 kw, con-
tinuing operation on 1580 ke, D, Ann. Mar.
15

Hearing Examiner David I. Kraushaar is-
sued initial decision logking toward grant-
ing (1) application of E.O. Smith for new
am station to operate on 1190 ke, 250 w,
unl, DA, in Tolleson, Ariz., and (2) petition
by William P. Ledbetter to dismiss without
prejudice hig application for similar facil~

ities. Ann. Mar. 16.
OTHER ACTIONS
By order, Commission stayed effective

date of Jan. 22 initial decision which looked
toward granting application of Bloom Radio
for increase of power of station WHLM
Bloomsburg, Pa., from 500 w to 1 kw, con-
tinuing unlimited time operation on 550 ke,
DA-2, pending further review by Com-
mission, Ann. Mar. 10. .

By order, Commission granted petition
by RCA Communications Inc., and dis-
missed without prejudice its application to
add Tel Aviv, Israzel, as a point of com-
munication and terminate proceeding.
Ann. Mar. 10.

By _memorandum opinion and order,
Commission denied retj ion by Bill S. Lahm
to delete issue relating to his financial
qualifications In consolidated tproceedm on
his application for new am sfation in Wis-
consin Raplds, Wis,, and that of Tomah-
Mauston Bestg. Inc. (WTMB), Tomah, Wis.

Comrs. Ford and Cross dissented. Ann.
Mar. 10.
By order, Commission stayed effective

date of Jan. 26 initial decision on am appli-
cations of Bristol County Bestg. Co.. War-
ren, R.I., and Radio Rhode Island_Inc.,
Golden Gate Cornp.. and Camnden Bestg.
Co., Providence, R.I., Kendirlxv? furiher re-
view by Commission. Ann, Mar. 10.

By memorandum opinion and order.
Commission granted petition by WENT
Bestg. Corp. (WENT)., Gloversville, N.Y.,

and enlarged issues to include economic
issue in proceeding on application of Mar-
tin Karig for new am station in Johnstown,
N.¥. Comrs. Bartley and Craven concurred
in part and issued statements; Comr. Ford
dissented, with statement. Ann. Mar. 10.
By order, Commission severed from con-
solidated hearing and consolidated in sepa-
rate hearing applications for new am sta-
tions of Charles J. Lanphier (1570 ke),
Golden Valley, Minn.. Minnesota Radio Co.
(1550 kc), Hopkins-Edina. Minn., and Eider
., Stangland (1550 kc), Sheldon, lowa. Mr.
lS‘;.angland petitioned for action. Ann. Mar.

By decision. Commission denied applica-
tion of Paul A. Brandt for new am station
to operate on 1450 ke, 100 w, unl., in Glad-
win, Mich. Comr. Lee abstained from vot-
ing. Sept. 13, 1959 initlal decision looked
toward granting application. Ann. Mar. 10.
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By memorandum opinion and order,
Commission denied petition by Brown Tel-
ecasters Inc., for reconsideration and re-
hearing of Nov. 6, 1959 decision which
granted application of Tv Bestrs. Inc., for
mod. of cp of tv station KBMT to operate
on ch. 12 in lieu of c¢h, 31 in Beaumont,
Tex., and denied competiné applications of
Brown and KPBX Bestg. Co. for new sta-
tions on ch., 12 in Beaumont. Comrs. Lee
and Ford dissented, former with statement.
Ann. Mar. 10,

By memorandum opinion and order,
Commission denied petition by Joseph
Brenner for amendment to Sec, 3.658 of
rules to re?u.lre that one year after effec-
tive date of amendment no license shall be
held by tv station affillated with network
unless at least one-third of network’s af-
fillates are uhf stations, and unless one-half
of network's affiliates are uhf stations after
two years from effective date of amend-
ment. Ann. Mar. 10.

Commission instructed its associate gen-
eral counsel Edgar W, Holtz, who is special-
ly assigned FCC counsel in rehearing of
Miami, Fla.,, tv ch. 7 case, to request
Judge Horace Stern, commission-appointed
hearing examiner, to postpone hearing in
that proceeding until after conclusion of
jury retrial of Mack-Whiteside case set
for April 25. Counsel for Mr. Mack re-
quested Commission to withhold further
pr_ocgedmgs in Miami case, to which the
criminal division of Dept. of Justice con-
curred. Prehearing conference of Mar. 16
in Philadelphia will be held by Judge Stern
as scheduled. Ann. Mar. 15.

Commission invites comments to notice
of proposed rulemaking looking toward
dropping in ch. 7 to Lander, Wyo.. in addi~
tion to that ecity’s uhf ch. 17 assignment.
Commission believes this proposal is better
than proposal by Rocky Mountain Tele
Stations (KTWO-TV, ch. 2), Casper, to
shift ch. 8 from Casper to Lander. Ann.
Mar. 10.

Commission addressed following letter to
D.R. Hull, president of Electronic Indus-
tries Assn., in connection with further cor-
respondence regarding stereophonic study:

‘“This is in reply to your lefter of Feb. 9.
1960. in which you indicate that, prior to
Mar. 15, 1960, you are submitting a report
on the work of the National Stereophonie
Radio Committee in the field of fin stereo
standards. Such report will be of substan-
tial value to the Commission in its de-
terminations with respect to promulgating
rules, regulations and standards, and in
establishing a stereo system in the fm
broadcast service.

“The Commission notes from your letter
that work of the various panels is being
terminated but that they will continue on
a standby basis and that EIA stands ready
to assist the Commission in any manner
possible with resnect to stereo broadcasting.
As was previously indicated, the Commis-
sion expects to issue a Notice of Proposed
Rule Making as expeditiously as possible
after Mar, 15, 1960. Undoubtedlv your re-
port will be the nucleus of such a Notice,
and will form the basis upon which tech-
nical comments will be recuested. The
Commission is aware of the fact that one
phase of your research oprogram in this
matter was the actual testing of the pro-
posed systems under study in order to
evaluate them on an operational basis. This,
the Commission feels, would be most help-
ful to the final resolution as to which sys-
tem or systems might provide the best
performance. For this reason. and since
your Committee has kindly offered further
assistance, the Commission is hopeful that
vour Committee will undertake to make
the tests as you originally planned and
submit the results thereof as a report In
response to the above-mentioned Notice of
Proposed Rule Making. In order to meet
the tentative time-schedule which the Com-
mission has in mind, we would aboreciate
vour making every effort to have your
final report available to the Commission at
a date no later than Julv 29, 1960.

“You mayv be assured of the continned
active particivation of Commission enei.
neers in both the Broadcast Bureau and the
Chief Engineer's Office.” Ann, Mar. 10.

Routine Roundun
ACTIONS ON MOTIONS

By Comr. John S. Cross

Granted petition by Wabash Valley Bestg.
Corp. (WTHI-TV) and extended to Mar. 8
time to file exceotions to initial deeision in
Terre Haute, Ind., tv ch. 2 proceeding. Ac-
tion Mar. 8,

Granted petition by Spartan Radiocasting
Co.. and extended to Mar. 9 time to file
responsive pleadings tn ioint petition by
protestants Wilton E. Hall and Greenville
Tv Co. to review chief hearing examiner's
Feb. 9 memorandum oninion and order in
proceeding on application of Spartan for

e
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mod. of cp of station WSPA-TV Spartan-
burg, S.C. Action Mar. 9.

Granted petition by Broadcast Bureau
and extended to Mar. 15 time to file excep-
tions to supplemental initlal decision 1In

roceeding on am applications of Jefferson

adio Co., Irondale, and Bessemer Bestg.
Inc. (WBCO), Bessemer, both Alabama. Ac-
tion Mar,. 11.

Granted petition by Palmdale Broadceast-
ers (KUTYF, Palmdale, and Voice of Orange
Empire In¢, (KWIZ), Santa Ana, both Cal-
ifornia, and extended to Mar. 21 time to
file reply to opposition of Broadcast Bureau
to petitioners’ joint petition for reconsider-
ation and ant without hearing of their
am applicatiens. Action Mar. 11.

Granted petition by John A. Barnett,
E}-otestant in proceeding on applications of

icrorelay of New Mexico Inc.. for new
fixed video radio stations near Corona, and
at Boy Scout Mountain, both New Mexico,
and extended to Mar. 21 time to reply to
petition for reconsideration and further pe-
tition for reconsideration by Microrelay of
New Mexico Inc. Action Mar. 14.

By Chief Hearing Examiner
James D. Cunningham

Granted petition by Patteson Brothers
(KBTM). Jonesboro, Ark., to dismiss with-
out prejudice its am application and_ re-
tained in hearing status remaining applica-
tions in consolidation (Radio Muscle Shoals
%V[lw" WOWL Florence. Ala.. et al.). Actioen

ar. 8. . o
On own motion, scheduled oral argument
for 9 a.m., Mar. 10 on joint petition by
Arenze Broadcasters (KCOY) and James
M. Hagerman and John I. Groom (KSMA),
both of Santa Maria, Calif.. for leave to
intervene iy proceeding on agplications of
Radio Atascadero and Cal-Coast Broad-
casters for new am stations in Atascadero
and Santa Maria, both California; recon-
sidered action of chief hearing examiner
released Mar. 4, advancing date of hearin
from April 14 to Mar. 11. and, in this behal
also, 9oral argument will be heard. Action

ar

Granted petition by East Virginia Bcstg‘
Co. for dismissal without prejudice of its
application for new am station in Smith-
field, Va.. which was in consolidated pro-
ceeding with am applications of Florence
Bestg. Inc., Brownsville, Tenn., et al. Ac-
tion Mar. 14. .

Vacated action released Mar. 4 advancing

WHEN YOU GO FM

Join the Many Others Using

ITA FM TRANSMITTERS

All powers up to 50 KW!
KELT KTWR

KEMP  KTYM O
KHPC KWGS WEKZ WPRC
KBCO KNFM* KXLU WFAW WRTI
KEFM KSFM  KYFM  WKCR* WSOM
KADY* KSPC WBIE WMVO WSTR
KUFM  WEAV WSMI KVIL*
KTVA WCCC* KOCW KLRO

Partial List
of ITA Users

® Equipped alse with ITA Remats Contral.

Beauty, dependability and lots more are
yours in the new line of FM transmitters
designed and built by ITA. So easy to run—
all controls up front. Simplicity . . . vertical
chassis accessibility . . ., standard parts—
and you'll save floor space.

You'll like the realistic price, too, which in-
cludes installation supervision. ITA trans-
mitters keep on saving you money over the
years.

Do as mony others have, check into these
ITA designs now. When you go FM—we
think you'll go ITAl

By Far
Your Best FM Buy

-

INDUSTRIAL TRANSMITTERS

AND ANTENMAS »

HPPER DA

FLandury -]
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date of hearing from April 14 to Mar. 11
in proceeding on applicatiens of Radio
Atascadero and Cal-Coast Bestrs. for new
am stations in Atascadero and Santa Maria,
both California: scheduled hearin for

April 14; granted joint %etition by Arenze
Bestrs., (KCOY) and John I. Groom and
James M. agerman (KSMA), both of

Santa Maria, Calif.,, for leave te intervene
in proceeding; granted petition by Radio
Atascadero to dismiss without prejudice its
a?pliqation, and dismissed the followin,
?eadmgs by Arenze Bestrs. (KCOY) an
ohn I. Groom and James M. Hagerman
{KSMA): motion for stay of order; motion
for continuance. and petition for recon-
sideration of chief hearing examiner's
order. Action Mar. 14.
By Hearing Examiner J.D. Bond

Granted requests by Wood Bestg. Inc.
(WOOD-TV), Grand Rapids, Mich,, and Tv
Corporaticn of Mich. Inc. for various cor-
rections, to extent indicated in appendix,
to transcript in proceeding te change facil-
ities of WOOD-TV; afforded five days for
objections from release date of order, Mar.
9. Action Mar. 9.

Pursuant to agreements reached at Mar.
9 further hearing conference in Biloxi,
Miss.. tv ch. 13 proceedings. scheduled
further hearing for May 25. Action Mar. 9.

Scheduled prehearing conference for
April 11 and continued to date to be fixed
by subsequent order hearing scheduled for
Afpril 11 in proceeding on am a‘gplications
of John Clemon Greene Jr., inchester,
Va,, et al. Action Mar. 14.

Granted petition and amendment by Un-
ion County Bestg. Co., Morganfield, Ky.,
and extended from Mar. 11 to Mar. 18 date
for filing of nonengineering exhibits and
from Mar. 18 to Mar. 22 for notification of
witnesses for cross-examination by Union
County; application is in consolidated pro-
ceeding with am applications of Cookeville
Bestg. Co., Cookeville, Tenn.. et al. Action
Mar. 14.

By Hearing Examiner Basil P. Cooper

Granted motion by Kern County Bestg.
Co. for continuance of evidentiary hearing
from Mar. 14 to May 14 in Eroceeding on
application of Bakersfield estg. Co. to
change facilities of KBAK-TV Bakersfield,
Calif. Action Mar. 9.

Granted petition by Mount Wilson Fm
Bestrs. Inc (KBCA). Los Angeles. Calif.
for leave to amend its fm application so as
to reduce power from 51414 kw to 18 kw:
application is consolidated with fm appli-
cation of Freddot Ltd. (KITT [(FMI]) San
Diego, Calif. Action Mar. 11,

By Hearing Examiner Charles J. Frederick

Pursuant to agreements reached at hear-
ing session in group 3 of consolidated am
groceedmg on applications of Fredericks-

urg Bestg. Corp. (WFVA), Fredericksburg,
Va.. et al, ordered that direct case of
WFTM Maysville, Ky.. shall be presented
on May 3; that rebuttal cases of all parties
in group 3 desiring to submit rebuttal
evidence shall be submitted by or on May

3, and scheduled further hearing insofar
ia\/? it pertains to group 3 for May 3. Action
ar. 9.
Granted petition by Malrite Boestg. Co.,

Norwalk. Ohio, for leave io correct minor
errors in description of coordinates of its
proposed trans. site; application is in con-
solidated proceeding with am applications
of Frederlckst{’g Bcst%. Corp. (WFVA).,
Frederiocksburg. a.. et al.,, group 3. Action
Mar. 10.

Granted petition by WQUA Inec, (WQUA),
Moline, Ill., for leave to_amend its am_ap-
plicatinn to substitute Radio Moline Inc..
for WQUA Inc.; application is in consoli-

dated proceeding with am applications of
Fredericksburg Boestg, Ceorp. (WFVA),
Fredericksburg, Va., et al. Action Mar. 14.

By Hearing Examiner Millard F. French
With consent of all parties in Lake
Charles, La., tv ch. 3 proceeding, continued
lﬁaaring from Mar. 10 to Mar. 17. Action

ar. 10.

Issued statement after prehearing con-
ference and order of continuance in pro-
ceeding on applications of David L. Kurtz
and Brandywine Bestg. Corp., for new fm
stations in Philadelphia and Media, beth
Pennsylvania; scheduled May 10 for ex-
change of exhibits, and continued hearing
from April 5 to May 17. Action Mar. 14.

By Hearing Examiner Isadore A. Honig

Granted motion by Sunbury Bestg. Corp.
(WKOK), Sunbury, Pa., for indefinite con-
tinuance for further procedural steps to be
taken including commencement of hearing
on Mar. 21, in Jnroceeding on its am appli-
cation; directed applicant to file progress
report by May 9. Action Mar, 9.

ranted request of Radio New Smyrna
Inec.. and continued indeﬁnitelf' dates for
prehearing exchange of applicant’s pro-
osed exhibits and for commencement of
earing (Mar. 3 and 16, respectively), pend-
ing action by Commission on applicant’s
pleading "Waiver and Motion" in proceed-
ing on application of Radio New Smyrna
Inc.. for new am station in New Smyrna
Beach, Fla. Action Mar. 9.

By Hearing Examiner H. Gifford Irion

Upon request by qulicants. closed record
and scheduled April 15 as final date for
filing proposed findings and conclusions in
E;oceegiing on applications of Charles J.
nphier for new am station in_ Golden
Valley, Minn., et al. Action Mar. 15.

Granted_joint request by Frank James
and San Mateo Bestg. Co., and extended
from Mar. 15 to April 15 date for filing
proposed findings in proceeding on their
applications for new fm stations in Red-
wood City and San Mateo. both California.
Action Mar. 15.

Granted request by Garden of the Gods
Bestg. Co. (KCMS), Manitou Springs. Colo..
for continuance of certain procedural steps
in proceeding on its am application. et al.:
igheduled hearing for May 18. Action Mar.

By Hearing Examiner Annie Neal Huntting
Issued statement and order following first
prehearing conference in proceeding on am
applications of Cecil W. Roberts and Jane
A. Roberts. Poplar Bluff. Mo.. et al., sched-
uled wvarious procedural steps. and ceon-
tinued hearing from April 11 to May 11.
Action Mar. 9.
By Hearing Examiner Jay A. Kyle
Upon request by Douglas H. McDonald
and Broadcast Bureauw, continued hearing
from Mar. 15 to April 26 on order directing
McDonald, WITVW (ch. 7) Evansville, Ind.,
to show cause why his authorization for
WTVW should not be modified to specify
operation on ch. 31 in lieu of ch. 7. Action
Mar. 11
By Hearing Examiner Herbert Sharfman
On own motion. ordered that transcript of
prehearing conference of Feb. 26 be cor-
rected in various respects in proceeding on
applications of Microrelay of New Mexico
Inc., for new video radio_stations near
Corona, and at Boy Scout Mountain, both
New Mexico, and afforded five days for
objections. Action Mar. 10.
By Hearing Examiner Elizabeth C. Smith
Granted motions by Mt. Vernon Radio &
Tv Co. (WMIX), Mt. Vernon, Ill, to strike

' America’s Leading Business Brokers

intergsted in buying or selling Radio and TV Properties?

When your business is transacted through
the David Jaret Corp., you are assured of
reliability and expert service backed by our

37 years of reputable brokerage.
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PROF

SSIONAL CARDS

JANSKY & BAILEY INC.
Executive Offices ME. 8-5411
1735 DeSales St., N. W,
Offices and I.ubnrnloriu

1339 Wisconsin Ave.,, N.
Washington, D, €. FEderal 3-4800

Member AFCCE

JAMES C. McNARY

Cansulting Engineer

National Press Bldg.,
Wash. 4, D, C.
Telephone District 7-1205

Member AFCCE

—Established 1926

PAUL GODLEY CO.

Upper Montcloir, N. J.
Pilgrim 6-3000

Lahoratories, Great Notch, N. J.
Member AFCCE

GEORGE C DAVIS
CONSULTING ENGINEERS
RADIO & TELEVISION
501-514 Munsey Bldg.
STerling 3-0111
Washington 4, D, C.
Member AFCCE

Commercial Rodie Equip. Ce.
Everett 1. Dillard, Gen. Mgr.

INTERNATIONAL BLDG. DI, 7-1319
WASHINGTON, D. C.

P. O. BOX 7037 JACKSON 5302
KANSAS CITY, MO.

Member AFCCE

A. D. Ring & Associates

30 Years’ Experience in Radia
Engineering
17310 H St., N.W. Repubiic 7-2347
WASHINGTON 6, D. C.

Member AFCCE

GAUTNEY & JONES
CONSULTING RADIO ENGINEERS
1052 Warner Bldg. National 3-7757

Washingten 4, D, C.
Member AFCCE

Lohnes & Culver

Munsey Building  District 7-8218

Washington 4, D. €.

Member AFCCE

RUSSELL P.

711 14th S, N, W,

Woaoshington 5, D.C. REpublic 7-3984
Member AFCCE

MAY

Sheraton Blds.

L. H. Carr & Associates
Consulting
Radio & Television
Enginesrs
Washington 6, D. C. Fort Evans
1000 Conn. Ave, Leesburg, Va.

Member AFCCE

KEAR & KENNEDY
1302 18th St., N. W. Hudson 3.9000
WASHINGTON 6, D. C,
Member AFCCE

A. EARL CULLUM, JR.
CONSULTING ENGINEERS
INWOOD POST QFFICE
DALLAS 9, TEXAS
Fleetwood 7-8447

Member AFCCE

GUY C. HUTCHESON
P. O. Box 32 CRestview 4-872)
1100 W. Abram
ARLINGTON, TEXAS

SILLIMAN, MOFFET &
ROHRER
1405 G 51, N. W.

Republic 7-6646
Waoshington 8, D. C.

Member AFCCE

LYNNE C. SMEBY
CONSULTING ENGINEER
AM-FM-TV
7615 LYNN DRIVE
WASHINGTON 15, D. C,
Oliver 2-8520

GEOQ. P. ADAIR ENG. CO.
CONSULTING ENGINEERS

Radio-Television
Communicotians-Electronics
1610 Eye St., N. W,
Washington, D. C,
Executive 3-1230 Executive 3-5851

Member AFCCE

WALTER F. KEAN
CONSULTING RADIO ENGINEERS

Associates
Gaorge M. Sklom, Robert A. Jones

19 E. Quincy St.  Hickory 7-2153
Riverside, 1),

(A Chicago svburb)

HAMMETT & EDISON
CONSULTING RADIO ENGINEERS
Box 68, International Airpont
San Froncisce 28, Califomnio
Diamond 2-5208

JOHN B. HEFFELFINGER
8401 Cherry St.  Hiland 4-7010

KANSAS CITY, MISSOUR]

JULES COHEN

Consulting Elactronic Enginesr
617 Albee Bldg. Exscutive 3-4616
1426 G St., N, W.
Washington 8, D. C.
Member AFCCE

CARL E. SMITH
CONSULTING RADIO ENGINEERS
8208 Snowville Road
Brecksville, Ohio
{e Cleveland Suhurb)

Tel: JAckson 6-4386 P. O, Box 82

Member AFCCE

J. G. ROUNTREE
CONSULTING ENGINEER
P.O. Box 9044
Austin 17, Texas
Glendale 2-3073

VIR N. JAMES

SPECIALTY
DIRECTIONAL ANTENNAS

1316 5. Kearnay  Skylina 6-1603
Denver 22, Colorode

JOHN H. MULLANEY
Consulting Radio Enginsers
2000 P St., N. W.
Washington 6, D. C.
Columbia 5-4666
Member AFCCE

A. E. Towne Assoacs., Inc.

TELEVISION and RADIO
ENGINEERING CONSULTANTS

420 Taylor Se.
San Francisco 2, Calif.

PR. 5-3100

PETE JOHNSON

Consulting om-fm-tv Engineers
Applications—Field Engineering

Suite 601 Kanawha Hotsl Bidg.
Charlestan, W. Va. Dickens 2-6281

MERL SAXON
CONSULTING RADIO ENGINEER
622 Hoskins Street
Lufkin, Texas
NEptune 44242 NEptune 49558

NUGENT SHARP

Consulting Radio Engineer
809-11 Warner Building
Washington 4, D.C.
Dlstrict 7-4443

Service Directory

SPOT YOUR FIRM'S NAME HERE

To Be Seen by 85000* Readers
—among them, the decision-mak-
ing station owners and manag-
ers, chief engineers and techni-
cions—applicants for am, fm, tv
and facsimile facilities.

*ARB Continuing Readership Study

PRECISION FREQUENCY
MEASUREMENTS
AM-FM-TV
COMMERCIAL RADIO
MONITORING CO.

P.O. Box 7037 Kansas City, Mo.
Phene Jackson 3-5302

CAMBRIDGE CRYSTALS
PRECISION FREQUENCY
MEASURING SERVICE
SPECIALISTS FOR AM-FM-TV

445 Concord Ave.,
Cambridge 38, Mass.
Phone TRowbtidge 6-2810

CAPITOL RADIO
ENGINEERING INSTITUTE

Curricula
3224 16th Sl, N. W,
Washington 10, D, C.

Practical Broadcas! TV Elsctronics
.ﬂuh\urlr\. home study and residence

Write For Free Catalog, spec-
lly “eourse,

FREQUENCY
MEASUREMENT
AM-FM-TV
WLAK Electronies Servics, Inc.

P.O. Box 1211, lakeland, Florida
Mutual 2-3145 3.3819
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Collins
new

high
fidelity
monitor
speakers

The sound of your station is
your basic product. Hear it as
it should be heard — in high
fidelity — with Collins new line
of monitor speakers.

Collins CS-8, 8” and CS-12, 12
speakers are only 31%” deep.
These economical speakers are
constructed with sturdy die
cast frames and are easily in-
stalled in the ceiling or walls of
your studio, lobby or waiting
room. Both have a power han-
dling capacity of 20 watts. Fre-
quency response of the CS-8 is
from 50 to 13,000 cps, CS-12 is
from 30 to 13,000 cps. Radax
construction permits CS-8
crossover at 2,000 cps; CS-12
crossover at 1800 cps. Contact
Collins for further information.

COLLINS RADIO COMPANY
CEDAR RAPIDS o DALLAS « BURBANK
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SUMMARY OF COMMERCIAL BROADCASTING

Compiled by BROADCASTING through March 16

ON AIR cP TOTAL APPLICATIONS
Lie. Cps. Not en air For new stations
AM 3404 64 73 812
FM 645 64 162 109
TV 472 52 103 121

Commercial
Non-commercial

OPERATING TELEVISION STATIONS
Compiled by BROADCASTING through March 16

Licensed (ail on air)

CPs on air (new stations)

CPs not on air (new stations)

Total authorized stations

Applications for new stations (not in hearing)
Applications for new stations (in hearing)
Total applications for new stations
Applications for major changes {not In hearing)
Applications for major changes (in hearing)
Total applications for major changes

Licenses deleted

CPs deleted

licenses.

VHF UHF Tv
447 77 524
33 10 43
COMMERCIAL STATION BOXSCORE
As reported by FCC through February 29, 1960
AM FM v
3,404 645 472!
58 51 55¢
79 152 97
3,541 848 672
583 78 58
231 34 65
814 112 123
683 35 as
188 10 20
871 45 55
[} 1 0
0 0 0

1 There are, in addition, ten tv stations which are no longer on the air, hut retain their

*There are, in addition, 38 tv cp-holders which were on the air at one time but are no
longer in operation and one which has not started operation.

engineering data and exhibits of Florence
Bestg. Inc.,, Brownsville, Tenn., without
prejudice to exchange by Florence of its
engineering  exhibits in proceeding on its
amn application et al.,, on or before Mar. 14.

_Action Mar. 4

Denied petition and supplement for leave
to amend its_am application by Florence
Bestg. Inc., Brownsville, Tenn.; amend-
ments proposed relate to financial and en-
gineering matters. Action Mar. 4.

Scheduled oral argument for Mar. 14 on
petitions for leave to amend their am appli-
cations in group 2 of consolidated proceed-
ing on am apfulications of Florence Bestg.
Inc,, Brownsville, Tenn,, et al.—Charles H.
Chamberlain, Urbana, Ohio, at 10 a.m.,
and Western Ohio Bestg. Co., Delphis, Ohio,
at 11 am. Action Mar. 4.

Granted petition by Fort Wayne Bestg.
Co. for leave to correct an inadvertent er-
ror in resolution of pattern for its proposed
am station in Fort Wayne, Ind., which is in
consolidated groceeding on am applications
of Florence Bcestg. Inc., Brownsville, Tenn,,
et _al. Action Mar. 10.

Granted motion by Santa Clara Bestg.
Inc., respondent, for certain specified cor-
rections to transcript of further hearing
held on Jan. 29 in proceeding on applica-
tion by Bay Area Electronics Assocs. for
new am station in Santa Rosa, Calif. Action

Mar. 11.
Grante etition by Francis M. Fitzgerald
insofar as he requests leave to amend his

application for new am station in Greens-
boro, N.C, make certain engineering
changes therein and denied request for re-
tention of applications, as amended, in
hearing status; returned application to
processing line; application is in consoli-
dated proceeding with am _applications of
H and R Electronics Inc.,, Greenville, N.C.,
et al. Action Mar. 11.
By Hearing Examiner Horace Stern

Issued answers to proposed ﬁnd‘ings of
fact and conclusions of law in Springfield,
Il.. deintermixture rulemaking remand
proceeding. Action Mar. 14.

BROADCAST ACTIONS
By Broadcast Bureau
Actions of March 11

WSTR Sturgis, Mich. — Granted assign-
ment of cp to Water Wonderland Bestg.
Co. Ine.

Following stations were granted exten-
sions of completion dates as shown: WRUL
Scituate, Mass. to June 30; WKBR Man-
chester, N.-H. to Aug. 15; KMET Paradise.
Calif. to June 15; KRAK Stockton, Calif. to
April 15,

KREH Oakdale, La.—Remote control per-
mitted; condition.

Actions of March 10

Following stations were granted exten-

sions of completion dates as shown: KARO

(FM) Houston, Tex., to June 1; RK
Everett, Wash. to May 9; WINQ Tampa,
E‘ga. to J\;ly 1; WDIA-FM Memphis, Tenn.

Sept.
Actions of March %

WGOG Walhalla, §.C.-— Granted assign-
ment of licenses to Oconee Bestg. Inc.

PIC - AM - FM Sharon, Pa.— Granted
transfer of negative control from Alastair
ghi%asrflin tod Jgastair B. Martin, Howard

T. an essemer Trust Co.

for Edith P. Martin, » trustees

KSFR (FM) San Francisco, Calif,—Grant-
ed cp to increase ERP to 41 kw, decrease
ant, height to 1,140 ft, change type trans.
and type ant.; remote control permitted,

Ki77AK The Dalles, Ore.—Granted mod.
of ep to change ERP to 85 w, type trans.,
changes in transmission line anx ant. sys-
tem and change location of remote control
point to tv translator station,

WSAB (FM) Mt. Carmel, Ill,—Granted
mod. of cp to increase ERP to 37 kw, ant.
height to 410 ft., change ant.-trans. location,

make changes in ant. system, change type
trz-ixtnti.d and type ant.; remote control per-
m, 0

KBIQ (FM) Los Angeles, Calif.—Granted
mod. of cp to chaqse type trans.; condition.

WJZZ (FM) Bridgeport, Conn.—Granted
mod. of cp to decrease ERP to 89 kw,
change type trans., make changes in ant.
system and change type ant.; walved Sec.
3,205 of rules to permit studio to be located
outside city of Bridgeport and not at site
where trans, is located.

WBKY West Bend, Wis.—Granted author-
ity to sign-off at 6 p.m., CDST, for period
April 1 through Oect. 31.

KCUE Red Wing, Minn—Granted author-
ity to sign-oﬂ’ at 6:15 p.m. for period April

1 throufa Sept. 30, except for special events
wéletr; station may operate to licensed sign-
off time,

WBEV Beaver Dam, Wis.—Granted au-
thority to sign-off at 6 p.m., for period
April 1 throu%h Aug. 31.

Following stations were granted exten-
sions of completion dates as shown: WKY-
TV Oklahoma City, Okla. (aux, ant,) to
Mar. 31; KBIQ (FM) Los Angeles, Calif. to
Sept. 10; WOI Ames. Towa to June 24;
KMUZ (FM) Santa Barbara. Calif. to July
1: KSYX Santa Rosa, M. to Aug. 31:
WITA-FM San Juan, P.R. to Sept. 28: WILY
(FM) Pittsburgh, Pa. to July 15 WABQ-FM
Cleveland, Ohio to June 13: KEEL Shreve-
port, La. to Sept. 1; (main & aux.)
Racine, Wis. to May 21.

Actions of March 8

KPGE Page, Ariz.—Granted mod. of cp to
change ant.-trans. location, studio loeca-
tion, delete remote control point, change
type trans, and correct coordinates.

WMIC St. Helen, Mich.—Remote control
permitted.

Continued on page 115
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CLASSIFIED ADVERTISEMENTS

(Payable in advance. Checks and money orders only.) (FINAL DEADLINE—Monday preceding publication date.)

o SITUATIONS WANTED 20¢ per word—$2.00 minimum e HELP WANTED 25¢ per word—$2.00 minimum.
e DISPLAY ads $20.00 per inch—STATIONS FOR SALE advertising require display space.

e All other classifications 30¢ per word—$4.00 minimum.
e No charge for blind box number. Send replies to Broadcasting, 1735 DeSales St., N.W., Washington 6, D.C.

APPLICANTs: 1f transcriptions or bulk packages submitted, $1.00 charge for mailing (Forward remittance separately, please). All transcriptions, photos,
etc., sent to box numbers are sent at owner's risk. BROADCASTING expressly repudiates any liability or responsibility for their custody or return.

RADIO

Help Wanted—(Cont’d)

Help Wanted—(Cont’d)

Help Wanted—Management

Sales

The manager we want must be a capable
chief engineer with directional experience,
able to direct station personnel, have sales
experience, be a good business manager. A
wonderful opportunity if you qualify. Send
resume, tape and pix to Box 6158, BROAD-
CASTING.

Sales manager, age 25-35, who is currently
occupying this position can move up to a
5 kw in a larger east coast market. Excel-
lent opportunity to go higher. Rush photo
and resume. Box 619S, BROADCASTING.

Major market independent in the east has
a f"d' opening for a man who is a success-
ful medium market manager today. Must
be good supervisor of all departments. EX-
cellent advancement possibilities in chain.
Box 621S, BROADCASTING.

Radio sales manager. Excellent opportunity.
Must have proven sales record. Top-rated

ion, Network affiliate, Five figure salary.
]Sl%réd full details. Box 7275, BROADCAST-

Sales manager by well-established medium
market station 1n beautiful Florida city.
Excellent opportunity for experienced
Eoun salesman with ideas. Box 7558,
ROADCASTING.

Wanted. Manager-salesman for new 5 kw
daytimer ogen ng up in Pine Bluff, Arkan-
sas. Must have proven sales ability. Also
need salesman for 1 kw daytimer in Meridi-
an, Miss. Send references, photo, previous
exgerience, and salary expectations to:

1lip Brady, Box 604, McComb, Mississippi.

Excellent opportunity. Ohio’s leading day-
time station (5000 watts) has opening for
aggressive salesman. Five figure earnings
for good producer. Send complete resume
with references and recent picture. Write
Box 706S, BROADCASTING.

Creative radio salesman for leading Albany
area station. Salary plus incentive commis-
sion plan, Excellent oP%ort_unity for a man
who can develop local business. Send com-
lete resume and salary requirements
ox 716S, BROADCASTING.

Regional sales manager for number one sta-
tion. Must have proven sales record. Ex-
cellent salary. Send full details. Box 728S,
BROADCASTING.

Excellent sales and possible management
opportunity in single market west Texas
town of 10,000, Emphasis on sales and copy,
some announcing is preferred. Start as com-
mercial manager of station. Good salary.
Box 738S, BROADCASTING.

Number one adult, 5000 watt, CBS station
has opening for experienced, aggressive
salesman in Montana metropolitan market.

Monthly arantee against 20 per cent com-
mission. Good future for a good_ producer.
Send resume and full details. Box 743S,

BROADCASTING,

Salesman needed by established station.
Good arantee. Announcing experience
desirable. KTOE, Mankato, Minn.

Excellent sales opportunity. . . . New_sta-
tion by experienced operators. Salary. Com-
mission. Top accounts. Send details today
WDXY, 814 Boulevard Road, Sumter, S.C.

Sales

$100-$150 weekly guarantee plus commis-
sion and bonus plan for aggressive self-
starter salesman. Top station Washington,

D.C. market. Box 867P, BROADCASTING.

Time salesman for top-rated dominant sta-
tion in solid midwest market. Excellent
earning potential for man who loves to sell,
and who can produce. Permanent position,
with fringe benefits and incentives. Send
complete resume to: Gordon Sherman,
WMAY, Springfield, Illinois,

You do very well financially in radio sales
and have been selling fulltime for at least
3 years. You want to move to Florida and
really live 12 months out of the year. This
is your chance. Your potential in this south
Florida coastal metropolitan market is ex-
cellent with opportunity to advance to sales
manager or general manager of one of the
3 stations in the chain. Give references and
tell all in the first letter. Box 2835, BROAD-
CASTING.

St. Louis-top independent. Top money and
future for salesman who loves to sell. Box
563S, BROADCASTING.

Experienced salesmian with management
cotential to join group station in the east.
xcellent draw plus commission. Send

back%round and snap. Box 620S, BROAD-

CASTING.,

Wanted: Honest, reliable local times sales-
man for expanding small market—full time
—10 year old newly affiliated network sta-
tion—well financed—no pressures. Pleasant
living conditions in the most famous small
town in the U. S. Salary and commission
to right man. Send full details to Box 678S,
BROADCASTING.

$100-$150 guarantee Delaware good music
station. Need sales idea man with at least
three years experience. 60th market. Box
681S, BROADCASTING.

Salesman, challenglng market, olaportunity
for manager. Must be sober, reliable, not
afraid of work. Clean record of fiersonal
finances. References required—we'll check.
Can write own ticket for boosting sales . . .
$100 plus excellent commission. New studios.
middle Atlantic states. Box 697S. BROAD-
CASTING.

5 kw good music station serving greater
Pittsburgh area accepting applications for
experienced salesmen. Send complete in-
formation to Charles E. Denny, WMCK,
McKeesport, Pennsylvania. Draw against
15% commission.

$8,000 to $10,000 yearly. That's what our top
salesmen make with a liberal guarantee
against 15%. We're a young, rapidly ex-
anding group of 4 top-rated stations in
h'mlnfham. Shreveport, Jackson, Little
Rock—looking for aggressive salesmen with
executive ability who aspire to management.
If you're 25-40—married—have 2 years ex-
perience—send complete resume, references,
hoto, first letter. cLendon Broadcasting
omg&ny, Suite 509 Lamar Building, Jack-
son, Mississippi.

Announcers

Modern number one format station in one
of ten largest markets auditioning fast-
paced, live-wire announcers. Key station
leading ~hain offers big pay. hig opportu-
&i{t& Send tape to Box 864P, BR CAST-

AM-fm station with new equipment, new
studios wants a new announcer who likes
to earn his money. Should be experienced,
stable and able to do some news. Send tape,
resume to Box 770R, BROADCASTING.

South Florida. Metro market. Need fast
paced, lively swinging dj. Rush tape, re-
sume. Box 284S, BROADCASTING.

Central New York 5 kw independent offers
top morning sr{ot to mature, experienced,

ha;:np{e personzlity combo announcer. No
maintenance required. Middle of road pro-
gramming. Send resume, tape, picture. Box

5575, BROADCASTING.

Announcers

Capable staffl announcer wanted by kilowatt
adult music station near Chicago for com-

bination duties as deejay and newsman.
Excellent starting salary, many fringe bene-
fits for mature announcer with proved abil-

ity in news gathering, writing and air work.
Personal interview required. List age, edu-
cation, family status, references, experience
in detail. Box 541S, BROADCASTING.

Announcer wanted. Must have good credit
and moral qualifications. Beginners accepted
al‘.\;‘léinformation to Box 606S, BROADCAST-

Announcer with first phone. No mainte-
nance. 1 full-time southern Michigan
station. Multiple station operation. Ad-
vancement unlimited. Extra benefits. Box
6378, BROADCASTING.

$100.00 per week for experienced morning
man. Small mid-Nebraska town—hot sta-
tion. Located west of Grand Island. Send
%ﬁl&informauon to Box 6565, BROADCAST-

Combination man—Announcer with 1st
class ticket for eastern Massachusetts sta-
tion. Mail ualifications to Box 6718,
BROADCAST?NG-.

New ownership, southwest planning ¢ & w
format—general manager wants a complete

new staff—air personalities—sales—technical.
Replies confidential. Box 740S, BROAD-
CASTING.

Wanted: Personality dj who wants to move
into sales immediately for fast paced 5000
watter. Many fringe benefits. Sal open
for right man. Box 744S, BROADCASTING.

Northern Ohio medium market needs ex-
perienced dj with good sense of production
who wants to learn modern radio under
expert guidance. Man we want is in mid-
twenties, mature and willing to follow di-
rections. Send resume and tape to Box
7535, BROADCASTING.

Top flight, mature, combo newsman-deejay
wanted for top station in east coast Florida
market. Good pay, good job for go-l%etter
who wants to settle down and work. No
“artists,” drunks, or iioaters, please. Box
754S, BROADCASTING.

April 1l--Permanent job for mature an-
nouncer who knows and resgects radio.
Ideal livini. Ticket desirable but not re-
quired. 48 hour week. Salary adjustable to
experience and ability. Call or write Jerry
Fiteh, KGLN. Glenwood Springs, Colorado,
telephone WH 5-6501.

Experienced staff announcer. Start $80.00
R;r week. Must be married Apply KNIM,
aryville, Missouri.

Wanted, experienced staff announcer. One
of best paying stations in Nebraska. Secu-
rity, excellent working conditions, Send

details to KUVR, Holdrege, Nebraska.

Announcer with first class ticket for night
shift 6§ p.m. to 12 midnight. Starting salary
$100 weekly. WANS Radio, Anderson, S.C.
Must be experienced.

Announcer-engineer, with first ticket., Lo-
cated approximately 60 miles from New
York. Contact General Manager, WBNR,
Beacon, New York.

New station. . . . Needs experienced an-
nouncers. Send tape, experience, salary.
Full details first letter. WDXY. 814 Boule-
vard Road, Sumter, South Carolina.
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Help Wanted—(Cont’d)

Help Wanted—{(Cont’d)

Situations Wanted—(Cont’d)

Announcers

Experiénced, mature disc jockey with good
sense of showmanshlilf) and tifht production.
Long established adult appeal station in live
market. Salary minimum after first year
$6,240.00. Send tape, photc and details to
WFDF, Flint, Michigan.

Top-flight announcer needed. WGNS, Mur-
freesboro, Tenn.

Announcer-Copywriter. Resume, tape, sam-
ple copy to WKLZ, Kalamazoo, Michigan.

Announcer wanted—Top announcer needed
for morning show, We are looking for un
alive young man who is used to doing a
good Job in the midst of all the commer-
cials. If you're working at an operation
that isn't foing anywhere, please send re-
sume. Include f?resent salary and work
schedule and off the air tape if possible.
We offer nice people to work with, good
working conditions, paid holidays. vaca-
tions. life insurance, good salary. You're
fﬁl_']tly F;i\l}es from the big city. WLNA, Peek-
skill, N.Y.

Announcer anxious to do part-time sales!
Sales experience not necessary! Send full
info and tape 1lst letter! WNAG, Grenada,
Mississippi.

Negro perscnality—R&B dj for top position
at No. 1 station in market. Must have 3
years experience, be southerner—25-3z. Ex-
cellent salary. Send photo—tape—complete
resume. John McLendon. WOKJ, Jackson.
Mississippi.

Technical

Second engineer with 1st ticket for univer-
sity radio and tv station in Ohio. Send all
details and photo when appl u;‘g. Start July
1st. Box 539S, BROADCASTING.

Midwest station needs guy or gal with 1st
class license. Salary will increase with other
abilities, Announcing, news, sports, conti-
nuity or what have you? Permanent job
with solvent station. Box 6798, BROAD-
CASTING.

Experienced engineer—East coast (south-
east) station. 5 kw daytimer remote control.
15 to 20 hours announcing; will train. Good
salary. Box 686S, BROADCASTING.

Technical

Management

Transmitter engineer for east coast 5 kw
group station. No announcing. Career ad-
vancement for candidate with romise.
Rush resume and snap. Box 7578, BROAD-
CASTING.

Wanted—First class engineer by 250-watt
station in upper New York state. Salary one
hundred dollars plus per week. Send resume
to Box 17738, BROADCASTING.

Wanted! First class radiotelephone oper-
ator. Contact KANA Radio, Anaconda,
Montana.

Production-Programming, Others

Excellent opportunity for good producer.
Number one independent major Ohio mar-
ket. $6.000 Xlus with multiple company. Box
562S, BROADCASTING.

Shirtsleeve editorial writer, news director-
broadcaster. Opening demands thoroughly
seasoned man. Submit audition, samples of
writing and resume of experience to Box
617S, BROADCASTING.

Program director to work on the fabulous
Gold Coast of south Florida, Must have
ability to write and produce above average
commercials and must have pgood voice.
Salary chen‘ Contact Box 6905, BROAD-
CASTING.

News director. Excellent opportunity for
man who desires responsibility. Direct radio
and tv first department of multiple owner-
ship, supervise second department. Person-
nel consists of top-rated. congenial, expe-
rienced newsmen. Send photo and details.
Box 726S, BROADCASTING.

New Jersey. Experienced newsman - an-
nouncer with mature voice. Emphasis on
local news. Salary commensurate with abil-
ity. Send tape, resume. Box 752S, BROAD-
CASTING.

Immediate opening Michigan. Copywriter
experienced. Contact Leo A. Jylha, WBCM.
Bay City, Michigan.

RADIO

Situations Wanted—Management

Enterprising independent station in Vir-
ginia needs chief engineer-announcer. First
class ticket essential, announcing secondary.
Easy hours, good pay to qualified applicant.
Reply Box 7118, BROADCASTING.

Eleven years general and sales management
experience insures no down-grading of
your facilities or rate. Excellent sales rec-
ord and references. Box 668S, BROAD-
CASTING.

WLS
CHICAGO

Needs one disc jockey, one staff announcer and one newsmann.

Please send air check, photographs and resumes to:

Ralph Bodine

General Manager

WLS
Chicago, Illinois
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Old pro, 15 years all phases, M.S. Speech,
Phi Delta Kappan, wants to head college
radio or tv epartment, speech teacher,
top announcer, first ;hone, currently man-
ager. Will build, staff, and operate new de-
partment if desired. Box 669S, BROAD-
CASTING.

Got a profit problem? Feel you need an ex-
ecutive with management, sales and promo-
tional merchandising experience but can't
afford one? Then I'm for you! No salary.
Strictly a profit sharing arrangement. Full
detailsm_ L(x}pon request. Box 698S, BROAD-

Manager. Radio and/or tv, Sales, program-
ming, administration, groduetion. Capable,
Box 1703S., BROADCASTING.

One of the most outstanding sales records
you have ever seen ready to manage your
station. Top-notch sales eXecutive posses-
sing ability, knowledge in _all phases of
radio. Can formuiate sound programmin;
ideas into first class sales. Box 709S,
BROADCASTING.

Small station manager. Experienced. Strong
sales. economy. Best references. Settled.
Box 7138, BROADCASTING.

Experienced manager desires good market.
Versatile, trained, experienced all phases.
First phone. 13 vears radio. Good manage-
ment record, Top industry contacts. best
recommendations. Active community, in-
dustry affairs. Married. Can invest limited
sum, like to work toward }i;artial or full
ownership. Tackle any problem anywhere
except poor market. All offers answered.
Box 7475, BROADCASTING.

Personal contact: Consult in confidence: dis-
cuss intelligent facts; examine first hand mi
past record, capabilities and character; chec
top quality references,—all at N.A.B. Con-
vention. A twelve year executive now em-
sﬂoyed VP-General and sales manager 400.-
000 market station; persona) reason for seek-
mﬁ greater opportunity; will appreciate and
hold strictly confidential your invitation for
Chicago meeting. Send to this box number.
T'll contact you at convention. Box 729S,
BROADCASTING.

Mature young (34) manager; 18 year radio
veteran desires solid affiliation with op-
portunity to become part owner. Box 741S,
BROADCASTING. P.S. Have 1st ticket.

Aggressive, well educated young man de-
sires position with responsibility, oppor-
tunity of advancement. B.S. business admin-
istration, completing M.S. in communica-
tion. Active military service completed.
Broad knowledge of news, sports, music.
Currently training in management program

of large eastern network tv affiliate. Box
74908, gROADCASTING‘ # at
I goofed , . . when I left the south, Cur-

rently managing highly competitive market
station in west . ., . want southern station
with chance for ownership. Prefer Florida
but all southerners considered. Box 7568,
BROADCASTING.

Sales manager—seeking op ortunity as gen-
eral manager—experienced all phases. Box
58S, BROADCASTING.

Sales

Hard hittlnf salesman with 15 years ex-
perience selling time to New York advertis-
ing agencies seeking new connection either
with rep firm or broadcaster anxious to
increase New York sales. Present employer
switching to different field. Available at
nominal wage with commission override.
Box 450S. BROADCASTING.

Guts . . . Determination ., . , Creative sell-
ing . . . my formula in gaining long term
business for your property(s). Experienced
in major markets . . . Kansas City. Wash-
ington, D.C., presently New York. Desire
opportunity to grow with station ﬁrou
ownership. Young, a essive and loyal.
Box 761S. BROADCASTING,

Sales manager with proven record in radio
sales and management plus tv experience
desires relocation. Fifteen years in major
and medium-sized markets, Middle-aged,
married and reliable. Excellent references.
Box 7628. BROADCASTING.
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Situations Wanted—{(Cont’d)

Situations Wanted— (Cont’d)

Situations Wanted—(Cont’d)

Announcers

Announcers

Technical

Young, married announcer with training
and off-camera tv experience seeking di-
versified staff positicn in radioc. References,
tape. Box 486S, BROADCASTING.

Sportscaster. Six years play-by-play. Exper-
ience in radio sales and news. Emgloyed.
married. Box 5985, BROADCASTING.

Sports announcer, part-time New York City
and vicinity, 30, married, veteran, college
grad. A little light on experience, but heavy
on ability. Strong on play-by-play. Box
610S, BROADCASTING.

Pulse rated number one in large midwest-
ern market. Excellent references. Love
tight, fast production. Will go anywhere
but south. Ideas llke mad. Tape and resume
available. Box 6245, BROADCASTING.

Announcer-—d.j./news, can swing it or play
adult musie both with emphasis on person-
ality, college graduate, three years experi-
ence in northeast, desires advancement in
wattage or larger city, currently employed
at $85.00 per week. Please include partic-
ulars In_ first letter. Box £23S, BROAD-
CASTING.

Radio announcer, older man 352, Willing to
work hard. Good potential, voice., etc. (no
license), L.A. county or Hollywood small
station. Box 1739S. BROADCASTING.

Country and western disc jockey, ratecd
number 1 air-salesman in present market.
Also prefer some time sales. 7 years experi-
ence. Prefer midwest or necrthwest. Box
742S, BROADCASTING.

Do you want an outstanding announcer?
I'm your man. College man. Aggressive with
potential manaéement ability. Box T39S,
BROADCASTING.

First phone, annocuncer, dj, news. Equip-
ment maintenance, etc. Experienced, versa-
tile—seeks position in northeast states. Box
760S., BROADCASTING.

Ace newscaster-writer. Network delivery.
Hard or soft sell. Straight. color or analysis.
Top radio-tv background. Good reliable staff
man or sponsored specialist. Big metropoli-
tan area only. Hearing. sceing is believing.
Box 766S, BROADCASTING.

Sports announcer play-by-play all sports.
Pen?r of experience. Box 636S, BROAD-
CASTING.

Sincere, young, staff announcer with per-
sonality and experience. I'm best at dj and
sports play-by-play. Box 650S, BROAD-
CASTING.

College graduate, 23, single, trained in all
phases of announcing. Can do music, news,
play-by-play. Location immaterial. Mature,
intelligent, responsible. anxious to learn.
Box 676S, BROADCASTING.

Top personality in regional market, seeking
greener pasture. Bright, happy. down to
earth type morning show that will make
your station talk of town. Attract and en-
tertain buying type audience. and sell
sponsors products, Commercials made at-
tractive. Congenial and cooperative. Never
a failure. Best of personal and professional
references. Salary, talent basis. Salary see-
ondary to talent potential. Only top imarket.
Box 594S, BROADCASTING.

Adult announcer with top-rated station de-
sires full-time opportunity. News. commer-
cials, music, operate own board. Good
character, references. Prefer midwest. Box
696S., BROADCASTING.

Announcer, young, realistic, ambitious.
Cheerful style. Tape available. Excellent
training. Box 702S, BROADCASTING.

Prefer Colorado, far west: Top-flight voice
presently with eastern 5 kw seeks reloca-
tion in west. Experienced, two college de-
grees, vet, 28, single, completely dependable.
Handle format but prefer adult program-
ming. Minimum $100 and worth more.
Available May 15. Tape. Box 7085, BROAD-
CASTING.

Two announcers—one, tight formula or
country. Other is ilnexperienced, skillfully
—trained rock and roll dj. Salary secondary.
Tapes. Box 7125, BROADCASTING.

Sportscaster seeking better oportunity in
geod college sports area. Experienced in tv
and radio. All sports. Network recommenda-
tions. Box 717S, BROADCASTING.

Announcer with 1st phone. 1 year experi-
ence, desires responsible position with up
and coming station. Box T21S, BROAD-
CASTING.

Need solid sportscaster, deejay or program
director? 7 vears. best references. Box 723S.
BROADCASTING.

Dependable announcer-production manager
seeks more opportunity in warm climate.
Excellent voice, married, experienced in all
phases broadcasting. Position leading to
management desired. Box 724S. BROAD-
CASTING.

Versatile announcer S.R.T. graduate. Mar-
ried, conscientious. Mature. hard working.
reliable. Box 733S, BROADCASTING.

Early morning personality with § years ex-
perience. Desires to settle in the southeast.
Also play-by-play sports. Box 735S. BROAD-
CASTING.

Sports announcer, all major sports. six
years experience, desires {ull-tiime sports di-
rector positicn. Currently employved. Tapes.
resume o1 request. Will go anywhere for
right offer. Box 7685, BROADCASTING.

Young man 20, first phone, single non-drink-
er wants work in radio-tv. Six months ex-
perience at 5000 watt N.D. daytime 1080
watt D.A. night. Salary not important if
I can live on it. As it will not take much to
top present salary. Would like combination
work, however, no _announcing experience.
Nathan Osbourn. 709 Ave. F. Dodge City,
Kansas. HU-3-7590 or HU 3-5011.

Production-Programming, Others

Increase audience—sales! Award winning
promotion director, midwest, desires step-
up. Experienced in radic-television promo-
tion, public relations, writing. Strong on
ideas, drive! Family man. Age 25. Box 700S.
BROADCASTING.

Program and promotion manager with an
enviable record of creating salesable pro-
gramming, backing it with effective promo-
tion and selling ammunition that fattens
the “plus” columns of P & L sheets. Now
need to exploit this provable knowledge
and experience on behalf of either a truly
major broadcasting operation or a gou of
stations. References from among e gest
known names in the industry. Box 701S,
BROADCASTING.

Local newsman. Write and read., 1 year as
second man upstate N.Y. 3 man department.
5 years announcing. B.A. Married. 25, vet,
anywhere. BoX 710S., BROADCASTING.

Versatile, good music amni newsman. Com-
merical Specialist. Try me. Box 770S.
BROADCASTING.

If you’re looking for an air personality with
an intelligent approach to your sellable lis-
teners, contact me, Many éears experience.
Box 771S. BROADCASTING.

Going west. Available immediately. Experi-
enced—married. Telephone only if you
want mec now. No time for tapes. Telephone
ELKridge 2123, Baltimore, Md.

Presentl* employed KDTH. News is spe-
cialty. elephone audience participation
show daily plus musie. Capable, hard-work-
ing, flexible. Prefer midwest. Nick Alexan-
der, 1725 Clarke, Dubuque, Iowa.

DJ-announcer, hews., comm., production.
Seeks position in northeast U.S. with top
forty station. Available immediately. Joe
Colombo, WSUZ, Palatka, Florida. Phone
East 3-4585. 1-5 p.m.

2 for the price of 1, DJ and news; mature
announcer with 3 years experience desires
position. Salary $85-$100 per week, If inter-
ested contact John Moran, 900 Park Hill
Road, Laurel, Maryland. Phone PA 5-3551.

1st phone staff announcer. Can work combo,
Good, polished delivery. Trained in all
phases of broadcasting. Experienced. News
also. Prefer west or east coast. Would con-
sider area near Chicago. Contaet: Mike
Quinn, 1254 N. Fairfax Ave. Los Angeles
46, Calif., HO 9-1938 or OL §-5243.

Technical
Experienced electronic engineer; super-
visory and adminjstrative detail. System

lanning, construction, operation and main-
enance. Broadcast am-tv-microwave. Best
references. Box 731S. BROADCASTING.

Chief engineer, construction, sales, looking
for advancement in sales and management.
Midwest. Box 745S, BROADCASTING.

valified chief engineer. Exneriénced all
phases construction-mainterance-direction-
als-measurements. Box 7695, BROADCAST-
ING.

Recent S.R.T. grad. Willing to work hard
on any shift anywhere, Good on news and
copy. Tape. 24 Solar Lane., Levittown. N.Y.

Chief; nine years radio, one tv. Joe Mc-
Clain-WASK, Lafayette, Indiana.

1st phone, willing to learn to announce,
prefer California or west. Write Bob San-
ders, 1452 Washington, Albany, California.

Junior executive in world's largest corpora-
tion looking for position with future. 7 years
experience In broadcasting, journalism.
Strong pr, programming, top rated shows in
southwest. Box 720S, BROADCASTING.

Is there somewhere a small station that
needs a hard working beginner that can
offer a promising future? Salary open.
f’leasls Ic_:{ontact Don Russell, Box 127, Kings-
on, N.H.

TELEVISION

Help Wanted—Management

Hard-sell uhf in V market. Low operatin,
cost and built for volume sales. In the blac!
with risin% ratings. No conversion problem
and good local acceptance. Great chance to
be in on ground floor with unusual in-
centive plan. Box 503S, BROADCASTING.

Sales

New ulif station with no vhf competition,
ABC primary affiliate, quarter million popu-
lation, has opening for experienced aggres-
sive salesman. Excellent commission and
unlimited future. Holton, KNBS-TV Walla
Walla, Washington.

Announcers

Announcer--Texas tv station. Medium mar-
ket. Good opportunity., Excellent benefits.
Prefer family man; strong announcing; neat
appearance. Will consider radio annourcer
with experience. Send details jincluding
ﬁl\}%to and tape to Box 608S, BROADCAST-

Announcer for sign-on shift midwest tv
station. Television experience not neces-
sary, must have radio background. Prefer
applicant from midwest area. Send {full
resume including tape, photos, and avail-
abilitv. All tapes. ete. will be returnen.
Ogenin immediately. Write Box 640S,
BROADCASTING.

Live wire dj ready for Frogram director. In-
terested in bright. fast radio and tv com-
bination. Box 7255, BROADCASTING.

Newscastér-reporter. Network tv affiliate,

Florida. Submit kine or taGpe and picture.
Box 737S, BROADCASTING.

Sportscaster or announcer for WSBT-TV,
top rated station in growlnf market. Attrac-
tive talent schedules supplement base pay.
Excellent insurance, hospitalization and pen-
sion plans. Good knowledge of major sports,
play-by-play and sports show experience or
varied staff background required. Send re-
sume, sample tape to Personnel Director,
South Bend Tribune, South Bend 26, Indiana.
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Help Wanted—{(Cont’d)
Technical

Southeastern vhf television station has
opening for first class engineer. Send com-
plete qualifications, references, photograph
and salary requirements. Box 2045, BROAD-

CASTING.
New full powered upper midwest vhi, has
openings for experienced transmitter engi-

neers. Latest RCA eguipment. Send resume
and photo to Box 704S, BROADCASTING.

Wwanted, first class licensed enineer tv stu-
dio—transmitter. Experience in all phases
tv required. Immediate openir‘a’g KHOL-TV,
Holdrege, Nebraska. Phone .M. Greely,
WY¥man 5-5952.

Engineers with studio and camera experi-
ence. First phone. Benefits: insurance, va-
cation, 5 day week. State experience, sal-
ar{ first letter. KNME-TV, 1801, Roma, N.E.,
Albuquerque, N.M.

TV studio engineers for design, test, and
fleld engineering. Rapidly expanding pro-
gressive company. All benefits, plus rapid
advancement for qualified engineers. Foto-
Video Laboratories, lnc. CE. 9-6100, Cedar
Grove, New Jersey.

TELEVISION

Situations Wanted—Management

Manager, sales manager. 12 years radio. 7
years tv In medium market. Family man.
Active clvic affairs. Top references local
and national. Box 692S, BROADCASTING.

Want back in tv. Have just sold successful,
small radio station. Have wife, 2 kids, de-
gree, 6 years tv experience to exchange for
position. Can invest. 30 years old. Box
693S, BROADCASTING.

Sales

Executive type salesman with six years tv
experience in major market and ten years
in radio sales and management now avail-
able. Past commission earnings well above
average but primarily interested in sound
permanent connection. Mature. married,
sober. Best references. Box 763S, BROAD-
CASTING.

Announcers

Professional, mature announcer. Pleasant
gersonallty. Broad experience radio and tv.
eeks responsible, progressive metro sta-
tion operated gy and for adults. Box 639S,
BRO CASTING.

$20,000 news and da Fersonality contems-
plating change in '60 from top eastern tv
and radio outlet. Experienced and expectant.
Box 7195, BROADCASTING.

Announcer-8 years tv and radio. Sports,
}wbxe&mer. and staff. Box 751S, BROADCAST-

Technical

Situations Wanted—(Cont’d)

FOR SALE

Technical

Recommendable personnel completing rigid
internship seeking studio operations jobs,
technical or Tgfoduction. Contact Intern Su-
pervisor, WTHS-TV, Miami.

Production-Programming, Others

Comprehensive Kknowledge roduction is
my aim. Currently employed in sales di-
vision of major network. Relocate any-
where tv production work is plentiful. 1958
colle%e graduate, single. Military training
completed. Box 6478, BROADCASTING.

Producer-director—10 years experience—all
phases tv production, direction, writing;
commercial, educational, Voice of America.
B.A., M.A. degrees. Highest references. Pres-
ently state radio/tv coordinator. Box €99S,
BROADCASTING.

Need experienced promotion manager? Pro-
motion manager of leading Pacific north-
west television operation desires to return
to eastern or midwest station in major mar-
ket. Masters degree in advertising and tele-
vision (management). Six years in sales
promotion, audience-market research, mer-
chandising, continuity, groduction. Resume
on request. Box T07S, BROADCASTING.

FOR SALE

Equipment

250 watts Gates model 250D transmitter, in
excellent condition, tuned to 1340 ke. Make
offer. KNAF, Fredericksburg, Texas.

Gates remote control equipment, RCM-20,
new condition, plus accessories for 250 watt
transmitter, adaptable higher power. New
5 kw, directional, eliminated remote. Cost
us $1,600.00. First check for $995. takes it}
KUBO, San Antonio, Texas.

Two 8 hour tape players 3 years old (Magne-
corders) excellent condition, Rack mounted.
Best offer takes both. Cost new $1650.
WGRC, Green Cove Springs, Florida.

Complete fm educational uipment con-
sisting Gates 10 watt transmitter, antenna,
transmission line, instruction manuals.
Price reasonable. WGTS-FM, Washington
12, D.C. Telephone JU 9-1836. Ext. 130,

Video monitors. Closed circuit and broad-
cast, Foto-Video Laboratories Inc., Cedar
Grove, New Jersey. CE 8-6100.

Complete G. E. imagine orthicon field cam-
era chain, sync generator, power squ-Fl ,
sync lok, stabilizing amplifier, GPL fieid
switcher model PA 605, RCA special effects,
DA-TA1A, four six out.E)ut DA’s. All work-
ing. $10,800. Contact Victor Kemper, EUE,
210 E. 5th St., NYC. AL 4-7102,

Studio engineer 4 years experience. Seek-
ing permanent position or summer replace-
ment. Any location. Available April 1. Box
6355, BROADCASTING.,

Two engineers: Both have chief experience,
No project too large. Can furnish complete
technical staff. Box 6498, BROADCASTING.

College student 1st phone, 3 years tv studio
operation and maintenance experience,
wishes summer employment. anywhere in

U.S. Box 695S, BROADCASTING.

Radio chief engineer-announcer. Desires
television situations. Have 1st phone. Box
7223, BROADCASTING.

A reliable man with 12 years experience
looking for a chief or assistant chief engi-
neer'sjob with a good dependable tv station.
Box 746S, BROADCASTING.

12 fvears experience am-fm-tv studio, trans-
mitter, planning, construction, maintenance,
operations, 4 years chief, 4 years supervisory.
Available immediately. Box 767S, BROAD-
CASTING.

1st class engineer, 4 years experience. RCA~
GE-DuMont equipment. Sober family man.
Permament position wanted. Some transmit-
ter. Strong on studio. Excellent references.
Dean Harris. 1103 E. Parklane, Pasadena,
Texas. Phone GR 3-7132.

Teflon coaxial transmission line 154", 51
ohm. Unused. Suitable for am, fm, vhf-tv,
communication systems, and some micro-
wave frequencies. RETMA flanges. Write:
Sacramento Research Labs., 3421-58th Street,
Sacramento 20, California.

Microphones (2)—Altec M20 lipstick and
M1l capacitor micro&hone systems. Excel-
lent condition. $165.00 each. Fred Stachel,
861 Matadero Avenue, Palo Alto, California.

1-4Ty30HL-GE 12 Bay High Band Antenna.
1-Andrews Type 1910 (one cubic foot of per
min.) _dehydrator. 1-General Radio type
1170 BT2 Frequency & Modulation on.
(Crystal for Channel 11). Also new and
used towers for sale. T. C. A, Radlo Tower
Co., 2615 Bankhead Highway, N.W., Atlanta,
Georgia. SYcamore 9-1203.

Tower erection, tower painting, coaxial line
repairs, mechanical inspections, grounding
systems, lightning rods, lightning protec-
tion systems. Financing if desired. Tower
Maintenance Co., Inc.,, 410-7th Ave. N.E.,
Glenburnie, Md. Day phone SO. 6-0766—
Night and emergency¥ phone SO. 1-136l.
Write or call collect.

Towers for sale. 6-200; 5-250'; 7-350°. U.S.
Tower Co., 405 Union Trust Bldg., Peters-
burg, Va.

Equipment— (Con¢’d)

Recelving and transmitting tubes for ali
types of communication systems. Complete
stock. Immediate delivery. Write for free
comprehensive catalog—a most useful ref-
erence source and pricing guide. Discounts
to end users. United National Labs., Inc.,
840 B Main Street, Paterson, N.J.

WANTED TO BUY

Stations

Station or cp wanted east or south. 100,000
to 500,000 market population. Financially
responsible. Expert operator has exception-
ally lucrative offer for right station. Con-
fidential. Box 577S, BROADCASTING.

Equipment

Wanted, used fm frequenc;
less of condition. Also
641S, BROADCASTING,

Wanted to buy transmitter 5000 kws am. In
good condition. Write sending photos, dia-
E{lam and price. Box 691S, BROADCAST-

monitor regard-
m antenna. Box

Wanted, used 50kw am transmitter. Write
full details and price. Box 705S, BROAD-
CASTING.

10 to 15 kw uhf transmitter, antenna, fre-
quency monitor, master monitor and switch-
er slide and film equipment, multiplexer and
film camera. Box 732S, BROADCASTING.

Wanted: 12 kw uhf transmitter. Also one
video film chain. Address replies to Box
734S, BROADCASTING.

Wanted: Used uhf-tv transmitter, antenna,

transmission line, tower, studio equipment,

monitors. Also new equipment. Box 736S,

BROADCASTING.,

PT6 serles Magnecord amplifier and tape

puller. Must be excellent. LaVern Garton,
, Menomonie, Wisconsin.

FM, am, tv freq. monitors, audio consoles,
microwave test and STL equipment. Any-
thing in _broadcasting. Best offer over $300
takes RCA TMS5A pix-wave form monitor,
Electrofind, 550 5th Ave, N.Y.C.

Would like to buy used field Zoomar in
good condition. Also dimmer type lighting
control panel with minimum of six six-
thousand watt dimmers. Write Jack Kelin,
Box 470, Rockford, Illinois, stating price
and condition.

Siena College needs free equipment to
start a 1000 watt educational fm station. If
ou have any equipment of that order or
ow of anyone who has, inform: Dean of
Men, Siena College, Loudonville, N.Y.

INSTRUCTIONS

FCC first phone Ilicense preparation by
corres]!‘)ondence or In resident classes.
Grantham Schools are located in Holiywood,
Seattle, Kansas City and Washington. Write
for our free m-pgfe brochure. Grantham
School of Electronies, 3123 Gillham Road,
Kansas City 9, Missouri.

Announcing, programming, etc. Twelve
week intensive, practical training. Brand
new console, turntables, and the works.
Elkins School of Broadcasting, 2803 Inwood
Road, Dallas 35, Texas.

Since 1946. The original course for FCC 1st
phone license, 5 to 6 weeks. Reservations
required. Enrolling now for classes startin
May 4, June 29, 1960. For information, ref-
erences and reservations write Willlam B.
Ogden, Radio Operational Engineering
School, 1150 West Olive Avenue, Burbank,
California.

Be prepared. First phone in 8 weeks. Guar-
anteed instruction. Elkins Radio License
School of Atlanta. 1139 Spring St.,, N.W.,
Atlanta, Georgia.

Come and get it! Your FCC license, that is,
Six weeks intensive training gualifies you
to pass examination. The Pathfinder Meth-
od, 710 16th St., Oakland, California.

FCC first phone license in six weeks. Guar-
anteed instruction by master teacher. G.I.
approved. Request brochure. Elkins Radio
%icense School, 2603 Inwood Road, Dallas,
'eXas.
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INSTRUCTIONS

Help Wanted-——(Cont’d)

Yes, our graduates get good jobs as an-
nouncers, writers, salesmen, chief engineers,
managers, owners. 15 Years experience
training men who now work in southern
radio-tv. Lower prices, time payments, as-
sured placement. Keegan Technical Insti-
tute, 207 Madison, Memphis, Tennessee.

Approved FCC operator’s license course of-
fered by New York's oldest broadcasting
school. This proven ticket-getter given
by FCC experts for those hesitant about
crash courses. Register now for classes start-
ing monthly. Day, 20 weeks. Evening, 31
weeks. Academy of Broadcasting Arts, 316
West 57th Street, NYC 19, PLaza 7-3211.

MISCELLANEOUS

Production radio spots. No jingles. Free
audition tape. M-J Productions, 2899 Tem-
pleton Road. Columbus, Ohio.

Supermarkets are beautiful. We've got the
method, you've got the station, let's get
together and produce revenue for You.
Janice Hall’s “Food Features” is repleted
with fifty-two week hookers and merchan-
dising aids. It's geared to bring you revenue
from your tog untapped local super. The
series kicks off in mid-spring and may still
be available in your market. You're under
no obligation when you write or call for

the full story. Contact Don Lasser or
Janice at WICH, Norwich, Connecticut.
RADIO

Help Wanted—Announcers

BIG TIME!

This 50,000 watt station in a
major market is now looking
for another BIG personality
DJ. Hell be backed with BIG
promotions and be on the num-

ber one station in town!

If you are a BIG TIME DJ, or
ready for it, rush tape and re-
sume to |

Box 7158, BROADCASTING

= J

-~~~ ANNOUNCERS ~~~,

joB OPPORTUNITIES SUIPPING BY?

N.Y.5.A.S. is the only school in the east
shat offers odvanced cooching EXCLU-
SIVELY . . . In onnouncing and operation
of console, from disc to tape to et's, com-
Elohly ad-lib for g tight format. COACHED
Y NEW YORK BROADCASTERS. Get the
MODERN SOUND. KNOW MODERN RADIO.
Announcers evaluation clinic Wednesday
and Fridoy evenings. No charge. Bring audi-
tion tape and resume. Call for interesting
brochure at SU-7-6938.

NEW YORX SCHOOL OF ANNOUNCING & SPEECH

160 West 73rd Street New York 23, N.Y.

5

Production-Programming, Others
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NEWSMAN

For WSAI, Cincinnati. Thoroughly
experienced. Rewriting, gathering,
good on air delivery. Salary $150 per
week. Must be dedicated newsman
who wants to progress.

Contact

Bill Gill, News Director, WSAI,
Cincinnati, Ohio.

AN L L LR LT LA AL RN RRBRRRRRRRT
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Production-Programming, Others
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NEWS REPORTER

Combined radio-tv newsroom at
full-power stations in major
southeast market has opening for
aggressive newsman; motion-pic-
ture experience helpful, but em-
phasis on reporting and writing.

o

— K

MK

Box 6708, BROADCASTING

MK MK K "

RADIO

Situations Wanted—Announcers

§

§  Box 7308, BROADCASTING
O e ¥ ¥ r sV Vg Vg Vg Vorg Vo

Young, creative and entertaining
top 50 D.J. currently Neo. 1 morn-
ing man in Texas market of 200,-
000 desires position in larger
market.

Help Wanted— (Cont’d)

Production-Programming, Others

0830000000000 000000000000

COPYWRITER NEEDED

At VHF station in southern (one
station) market. Excelfent working,
living conditions, Can work into pro-
gramming and production job, live
talent shows, et al. Starting salary
quite adequate. Send fufl details.

Box 7645, BROADCASTING -

000000BIPOODOOOOSBODOGOOTS
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I'm worki for a ionally known AM,
TV operation in one of the top four
markets. I want to return to an unusual
late evening show I've done with remark-
able success. This tiuly different deejay
appreach will quickly strengthen a sagging
evening slot. If you are managing a major
market station and encoutzge creative work,
or are in @ secondary market needing a
sharp deejay-PD, write:
Box 7728, BROADCASTING

AN o, e

Production-Programming, Others

PRO WORK FOR PRO PAY

Now PD at $7,000. Overfloaded, poor
equip sta. Solid @nnouncer-copy-news-
production-ideas. Llocate where salary-

opportunity exist. Give full details your
side first. Let’s correspond. 29-vet-family-
3 years college-9 years experience.

Box 750S, BROADCASTING

TELEVISION

Help Wanted—Technical

3 €

Sl 11— ————=1—

TELEVISION EQUIPMENT

SALES ENGINEER i

We want a man who is now Engi-

neering Director, Chief Engineer, L

or in a supervisory capacity. Must
be thoroughly familiar with all types
television transmitters and equip-
ment and wants to join the sales
office of a leading Midwest broad-
cast equipment manufacturer in
managerial capacity. Salaried posi-
tion. Complete company benefits.
Advancement opportunities unlimit-
ed. Send resume and photo to:

Box 6835, BROADCASTING

[——j——— ] =1

BROADCASTING JOURNALIST

for California news operation

Wae are searching for the form of broad-
cast journalism that will attract con-
sistently 50% of the radio and TV audi-
ence in our viewing area of 425,000 TV
homes. We have a 12-man News ond
Public Affairs department but we need
at least one more broadcast journalist.
We are not ready to prescribe the spec-
ifications of a broadcast journalist but
we believe that he should:

1. knaw how ta go aut and get o
story;

2. be able to put it into words that
make sense to o large number of
people;

3. have the foculty to communicate
with these people through the
facilities of a mike and a camera;

4. be excited about doing these things
daily, under the pressure of the
clock;

5. bring to his task @ knowledge of
these things fostered by a solid
educational background ond some
experience in journalism, broad-
casting or otherwise.

If you believe you are this man, write
me a letter and tell me the facts you be-
lieve | want to know. We shall make
further inquiry, based upen your letter.
Tom Breen, Manager of News and Pub-
lic Affairs, KCRA Radio and Television,
Sacramento, California.

TELEVISION

Situations Wanted

Production-Programming, Others

ATTENTION
FLORIDA TV & RADIO

15 yeor broadcost veteran wants out of
maojor market. Will trade large income for
Florida surroundings with good future.
Willing to combine jobs to make good
living. Thoroughly experienced in news,
public affairs, public relations, children’s
programs, progromming, praduction, ad-
vertising, promotion; highly  successful
newscoster and personality. Con bring to
your station praven creative talent plus
exacutive obility.
Box 7145, BROADCASTING
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Situations Wanted—(Cont’d)

WANTED TO BUY

Management

Stations

EMPLOYMENT SERVICE

DO YOU NEED
A GENERAL MANAGER
WITH THIS BACKGROUND?

¢ 21 years experience in tele-
vision and radio station op-
eration in major markets.

® Successful in increasing rev-
enue in every operation
(47 % increase in last vhf sta-
tion in 3 station market).

® Resourceful in labor negotia-
tions.

¢ Pyblic relations and commu-
nity-minded.

* Best references from all seg-
ments of the industry.

* Married, 3 children, excellent
heaith, age 45.

Box 7748,
BROADCASTING.

SUCCESSFUL CAREER BRDADCASTER
DESIRING TD UPGRADE GROUP

WANTS TO BUY
RADIO or TV PROPERTY

Billing in excess of $300,000

Will deal direct with owners.
Replies confidential.

Box 6B4S, BROADCASTING

CAREER
OPPORTUNITIES

Announcers—Sales Manager—Time Sales
—Engineers—We have openings avail-
able in all categories—in many markets.
Write NOW for an application.

BROADCAST CAREERS
6230 Troost Ave. Kansas City 10, Mo.
HI 4.2900

FOR SALE

STATIONS

HASKELL BLOOMBERG
Station Broker, Lowell, Mass.

Massachusetts—S5140,000.00; New Hamp-
shire—$185,000.00; New York— $150,000. 00
Florldo—SZIﬂ 000. 00 Pennsylvanic—5$100,-
000.00; Nonh Ccrolmu—$75,000.00; New
Mexico—$225,000.00; Colorado—$300,000.-
00; Alabama—5150,000.00. PLEASE WRITE.
See you at NAB CONVENTION, April 2-6,
Suite 1134A, CONRAD HILTON HOTEL,
Chicago.

FOR SALE

Equipment

LIKE NEW

1—Ampex 601 recorder .......... S 495.00
1—Ampex 620 amplifier assembly. 160.00
1—Gates 4 channel dynamote

MIXBE L .ai i 300.00
1—Davis H.F. Speaker assembly .. 38.00
1—Electro Yaice 655C mike ....... 95.00
1—Electro Voice 655 mike ....... 55.00

feach plus 20 feet mike cable
with cannon woll plugs}

1—Atlas boom mike stand ....... 25.00
5—Cannon XLR wall plates ..... 10.00

1—Terado 12 volt D.C. to 120 volt
7 __3s.00
§1214.00

Will sell all or any part all in excellent
condition used about 5 months in studio
only. Will sell entire lot for $1095.00

Box 7485, BROADCASTING

Calif. Single 250w 65M terms
Texas Single 250w 25M 7 dn.
Miss. Single 250w 39M terms

La. Single 500w 52M terms
Miss. Single 250w 140M 10 yrs.
Tenn.  Single  lkw-D 55M cash
Va. Single 250w 60M  29% dn.
Tl Single 500w 95M 29% dn.
Va. Single  lkw-D 80M terms

Calif. Single 250w 68M 15 dn.
W. Va. Small 250w 40M 10 dn.
Fla. Small 250w 55M 29% dn.

Fla. Small 250w 85M 8 dn.
N.Y. Medium lkw-D  150M 29% dn.
La. Medium lkw 150M terms
Ga. Metro  Skw 200M 29% dn.
Va. Metro 250w 330M 25% dn.
Ala. Metro  lkw-D 175M terms

N.C. Metro 500w 170M 11 yrs.
Fla. Large Skw 185M 29% dn.
S.E. Maj-Sub 1kw-D  150M low dn.
South Major 250w  275M 29% dn.
And Others

PAUL H.
CHAPMAN COMPANY

INCORPORATED
MEDIA BROKERS

Atlanta
Chicago Please address:
New York 1182 W. Peachtree

San Francisco Atlanta 9, Ga.

s (; UNZENDORFER

.-\RIZO.\';\.—ID(IO watt daytimer $60,-
000. Down payment $15,000. Then $500
per month. ARIZONA—230 watt tull-
ther $75,000. East, terms. CALIFOR-
NIA—Regional 1000 watts fulltimer
$275,000, OREGON—?59 watt fulltimer
£80,000, $20,000 down. (_‘M\;Ii
F.AL $85.000—$25.000 down—OREGOXN
F.M. $150,000. 299% down—Terms.

WILT GUNZENDORFER
AND ASSOCIATES

8630 W. Olympic, Los Angeles, Calif.

Licensed Brokers — Financial Consultants

Phone Olympia 2-5676

Security Bldg.

NORMAN & NORMAN

INCORPORATED

Broksrs — Coniwlbaids — Bpproiesre

RADIO-TELEVISION STATIONS

NAB CONVYENTION
Suite 834A
Conrad Hilton Hotel

Davenport, lowao

STATIONS FOR SALE

Am converting our operation to
selective muting and will have avail-
able 70 straight multiplex sets ahout
one vear old, all operating at pres-
ent, for $70.00 each. These sets cun
be seen and heard on location. Com-
plete with microphone outlet and 10
watt amplifier built in.

KCFM
St. Louis

THE PIONEER FIRM OF TELE-
VISION AND RADIO MANAGEMENT
CONSULTANTS
ESTABLISHED 1946
NEGOTIATIONS MANAGEMENT
APPRAISALS FINANCING
HOWARD S. FRAZIER, INC,
1736 Wiscansin Ave., N.W,
Washington 7, D. C.

For stations from $48,000 to over a
million dollars—in cities from 5,000
population to over 5,000,000. In all
sections of the country, please con-
tact: PATT McDONALD CO., BOX
9266, AUSTIN, TEXAS, GL. 3-8080
or Jack Koste, §0 E. 42nd., N.Y. 17,
N.Y. MU 2-4813.

ROCKY MOUNTAIN — SOUTH.
Full time. Nets $15,000 a year.
Asking $75,000 with 29% down.

SOUTHWEST. Full time. Top 100
markets. Billing $10,000 a month.
$70,000 down.

CALIFORNIA. Small, idecl man and
wife operation. $20,000 down.

MIDWEST. Excellent market. Doing
$120,000. Takes $50,000 down.

Many Other Fine Properties
Everywhere.

JACK L. STOLL & ASSOCS.

Suite 600-601

6381 Hollywood Blvd.
Los Angeles 28, Calif.

HO. 4-7279
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Employment Service

STEP UP TO A BETTER
JOB THE EASY WAY!!
Many announcers and others have found
that it pays to get your job through pro-
fessional placement.
TOP JOB PLACEMENTS
IN THE SOUTHEAST
Free registration — Conf. Service
Professional Placement
458 Peachtree Arcade
JA 5-4841 Atlanta, Ga.

MISCELLANEOUS

HAVE THE FACTS

of the People . . Services . .
Companies of TV and Radio
plus the People of
Motion Pictures . .
all at your fingertips in

Television Almanac
1960 Edition — Price $5

QUIGLEY PUBLICATIONS
NEW YORK: 1270 Sixth Avenue
HOLLYWOOD: Yucco-VYine Building

{-"'.-“'r‘#‘r‘&'ﬁ’ﬂ'f’r’i’r’"ff’r‘;‘i@ﬁ‘)@ > r@"
5 %
% D.J.’S 3
AN One liners W
% Screened for radio and T.V. %
:; Everyone a winner. Y
AN $3.00 W
43 Bill Tanmer A
X Box 1521 ¥
N Hollywood 28, California v:

VR e e e M

Dollar
for

Dollar

vou can’t beat a
classified ad in getting
top-flight personnel
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Continued from page 108

WNIL Niles, Mich.—Granted authority to
sign-off at 7 p.m.. EST, for period com-
mencing April 1 and ending Aug. 31, except
for special events when station may operate
to licensed sign-off time.

KPGE Page, Ariz—Granted extension of
completion date to July 31.

Actions of March 7

WCCC-FM Hartford, Conn.—Granted mod.
of ¢p to change type trans. and make
changes in ant. system.

WVTS (FM) Terre Haute, Ind—Granted
mod. of cp to increase ERP to 3.9 kw

KBBM (FM) Hayward, Calif. — Granted
mod, of cp to change type ant.

Following stations were granted exten-
sions of completion dates as shown: KBBM
(FM) Hayward, Calif. to April 29, KIXZ
Amarillo, Tex. to June 1; KPRI {FM) San
Diego, Calif. to June 19 WJIDX Jackson.
Miss. to April 30.

Actiens of March 4

WROW-AM-FM Albany, N.Y.— Granted
mod. of license and cp to change name from
Capitol Cities Tv Corp. to Capital Cities
Bestg. Corp.

WDCR Hanover, N.H.—~Granted authority
to remain silent for period beginning Mar.
13. at 1 a.m.. until Mar. 31.

KCVL Colville, Wash.—Granted authority
to sign-off at 6 p.m.. April 1 for period
through Aug. 31

WRMS Beardstown, Il.—Waived Sec. 3.71
and granted authority to sifn-oﬂ at 8 p.m.,
CST, for period ending Sep

Followmg stations were granted extensions
of completion dates as shown: WRAN Dover.
N.J. to April 23; WLLY Wilson. N.C. to May
15: WESN North Augusta, S.C. to Mav 25
WCCV-FM Charlottesville, Va. to April 10;
WSAV-TV Savannah, Ga. to Sept. 18 and
KKTV(TV) Colorado Springs, Colo. to Sept.
15 (aux. ant.).

PETITION FOR RULEMAKING

WWLP (TV) Springfield, Mass.—Requests
move of ch. 3 from Hartford, Conn. to Prov-
idence. R.I, and its replacement in Hart-
ford by uhf channel. Ann. Mar. 4

Petition For Rulemaking Denied

Marietta Investment Ceorp., Beverly Hills,
Calif.—Requests that ch. 3 be allocated to
El Centro. Calif. and ch. 13 deleted from
Yuma, Ariz.; or in alternative that ch. 5
be allocated to El Centro and ch. 13 remain
in Yuma; or in alternative that ch. 13 be
r“ea]logated from Yuma to El Centro. Ann.
Mar.

License Renewals

Following stations were granted renewal
of license: KRNR Roseburg, Ore.; KENI
Anchorage, Alaska; KJLM ( ) San Diego,
Calif.: KCHV Coachella. Calif.; KINY-TV
Juneau, Alaska; KBCH Oceanlake, Ore.;
KTHT Houston., Tex.. KTKN & alt. main,
Ketchikan, Alaska; KNBA Vallejo, Ca_hf'
WALE Fall River. Mass.; WBTN Benning-
ton, Vt.; WCCM Lawrence, Mass., WCFR
S rn}gﬁeld. Vt.. WCOU _ Leiviston, Me.;
VJ)CS & aux., Portland. Me.; WDCR Han-
ovér, N.H.; KYJC Medford Ore.; KBTX-TV
Bryan. Tex.: *KVOK FM) Honolulu,
Hawaii; WEAN & aux., Providence. R.I;
WFAU Augusta, Me.; WKBK Keene, N.H.;
WLAM & aux,, Lewiston, Me.; WLYN Lynn.
Mass.; WNAB Bridgeport, Conn., WNBP
Newburyport, Mass.; WNLK Norwalk.
Conn.; WSYB & aux., Rutland. Vt.; WTIC
& aux., Hartford, Conn.; WTWN St, Johns-
bury, Vt. WCOU-FM__Lewiston, Me.;
WHRB-FM Cambndge Mass.; WHYN-FM
Sprmgﬁeld Mass,: WPJB-FM Providence,

RI: *WEDK (FM) Springfield, Mass,.
WRIR (FM) Lewiston, e.; BZ-TV
Bangor, Me.; KOWN Escondido. Calif.

NARBA Notifications

List of changes, proposed changes, and
corrections in assignments of anadian
broadcast stations modifying appendix con-
taining assignments of Canadian and Mexi-
can broadcast stations attached to Rec-
ommendations of the North American Re-
gional Broadcasting Agreement engineering
meeting.

570 ke

NEW Maguse River,
unl. III, (Location: 61° 15’
02’ 00” W. Long.)

610 ke
CKTB St. Catherines, Ont.—10 kw D, 5
kw N DA-1 unl. IIL. (PO: 610 ke, 5 kw DA-1
IIL.}
800 ke

CJLX Fort Willlam, Ont.—5 kw DA-1 unl.
. (Assignment of call letters.)

N.W.T.—1 kw ND
30" N. Lat., 94°

113¢ ke
CKWX Vancouver, B.C,—50 kw DA-N
unl. I-B. Now in operation with DA-N
mode of operation.
1280 ke
CHIQ Hamilton, Ont.—5 kw D. 25 kw N
DA-1 unl. III. Ass;gnment of call letters
and change from DA-2 mode of operation.
1350 ke
CJLM Joliette, P.Q.—1 kw DA-1 unl. Iil
Assignment of call letters.
560 ke
XEHA Tecate, Baja Califernia=0.25 kw
I)V(gcgn’l. IV. (Change in call letters from

690 kc
XERG Monterrey, Nuevo Leon—0.25 kw
D. 0.2 kw N ND unl. II. (Change in call
letters from XEEO.)

710 ke
XEMV Los Mochis, Sinaloa—2.5 kw ND
D II. (PO: 1530 kc.)
820 ke
XEEU Teple, Nayarit—1 kw ND D. 1II.

(Delete assignment —upon commencement
of ogeratlon at Tuxpan, Nayarit.)

Tuxpan, Nayarit—5 kw ND D, II.
(PO: 1340 ke, 1 kw D, 0.25 kw N. IV.)

XESB Sta. Barbara, Chihuahua—1 kw ND
D. II. (Change in call letters and increase
in power. PO: XEES 05 kw.}

850 ke

XEAL Manzanillo, Colima—l kw ND D.

II, {PO: 1490 ke, 0:5 kw D, 0.25 kw N.)
920 ke

XEXK Ensenada, Baja California—0.5 kw
ND D. III. (Change in call letters from
XEEY.)

XEU Veracruz, Veracruz—5 kw D, 0.5 kw
N ND unl, IIl. (Now in operation on new
frequency.)

XEPK cChihuahua, Chihuahua — 025 kw
ND unl. IV. (Change in call letters from
XEHM.)

960 ke

XECC Ciudad, Chihuahua—0.25 kw D, 0.1
kw N_ND unl. IV. (Change in call Jetter
from XEHA.)

XEGB Coatzacoalcos, Veracruz—1 kw D,
0.5 kw N ND unl. III. (PO: 840 ke. 0.25 kw
ND D. II.)

New Veracruz, Veracruz—l kw D. 0.5 kw
N ND unl. III. (Delete assignment—upon
commencement of operation at Coatzacoal-
cos, Veracruz,) 980 k

c

XEOT San Pedro de las Colonias—0.5 kw
ND unl. IIl. (New assignment.)
1090 ke
XEWL Nuevo Laredo, Tamaulipas — 235
kw ND D. II. (Change in call letters from
XERG.)

1170 ke
XEAC Apguascalientes, Aguascalientes—
1 kw ND D. II. {(Change_ in _call letters and
increase in power. PO: XEIY 0.5 kw.)
1280 ke
XEUU Colima, Colima—0.25 kw ND unl.
IV. (Change in call letters from XEUT.)
1310 ke
XEYE La Paz, Baja California—0.5 kw
ND unl. III-B. (éhange in call letters from
XEEX.)

1340 kc
XECW_ Leos Mochis, Sinaloa—]1 kw D. 0.2
kw N _ND unl. IV. (BO: 1600 kc.)
XEOE Tapachula, Chiapas—0.5 kw D. 0.25
kw N ND unl. IV. (New assignment.)
1380 ke
XECO Mexico, D.F—5 kw ND unl. III-A,
(Change in call letters from XEMX.)
1400 ke
XEEX ElI Dorado, Sinalea—0.25 kw D,
015 kw N ND unl. IV. (New assignment.)
XEES Sta. Barbara, Chihuahua—1 kw D.
0.2 kw N ND unl. IV. (Changes in call let-
ters from XESB.)
XEZC Ciudad Camargo, Tamaulipas—0.25
kw D, 0.1 kw N ND unl. IV. (New assign-

ment.)
1420 ke
XEHM Pachuca, Hidalgo—0.25 kw D, 0.15
kw N ND unl. IV. (Change in call letters
and dec¢rease in day power. (PO: 1 kw D.
0.15 kw N.)
1460 ke

XEDY Cuervos, Baja California—! kw D,
0.2 kw N ND unl. III. (New assigninent.)

XEGN Oaxaca, Oaxaca—0.5 kw D, 0.25 kw
N ND unl. IV. {(Delete assignment—upon
commencement of operation at tla.
Oaxaca.)

XEET Etla, Oaxaca—1 kw D, 0.25 kw N
ND unl. IV. (Increase night power from
0.15 kw.) o

1490 ke

XEJR Hidalgo del Parralv Chihuahua—1

kw D. 0.2 kw N ND unl (PO: 0.1 kw
unl.)
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~ SALES BOOSTER: WESTERN UNION

ADVERTISING DISTRIBUTION SERVICE!

Catalogues delivered . . . displays set up...ad reprints
distributed . . . this is the kind of quick, personal distribu-
tion service that helps boost sales . . . and it's exactly what
you get from Western Union Distribution Service. Whatever
itis...we'll getitthere... pronto!

Wire us collect for the full story. Address: Western Union,
Special Service Division, Department 4B, New York, N. Y.

WESTERN UNION

SPECIAL SERVICES
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OUR RESPECTS TO .

Martin Leonard Nierman

Twenty years ago Marty Nierman was
an energetic salesman of hot dogs at
Yankee Stadium.

“I guess I was a pretty hot huckster,”
Mr. Nierman recalls with a wry smile.
“At least 1 could cover my territory
pretty rapidly.”

This is an understatement. Mr. Nier-
man stands 6 feet 5% inches today.
and, at 16, was almost full-grown. and
enthusiastic and eager to sate the ap-
petite of hungry Joe Di Maggio fans.
Colleagues agree that he is still “an
energetic salesman who will not let a
sales prospect get away without a deter-
mined but good-humored battle.”

Mr. Nierman’s imposing size is not
very easy to ignore. But associates
conclude there were other less visible
—but more significant—attributes that
propelled him, at 35, to the executive
vice presidency of Edward Petry & Co..
station representative. They point out
that he schooled himself well in the va-
rious phases of radio-tv spot selling (“‘he
can compute a buy quicker than any-
body I know™), has the capacity to en-
dure a tremendous work-load and has
“unbelievable drive.” A long-time co-
worker described Mr. Nierman in these
terms: “He never thinks negatively; he
always thinks positively.”

Who, Me? ¢ Mr. Nierman may well
view these evaluations with an arched
eyebrow. He is unaffected, down-to-
earth, lively-humored and might well
say: “Are these guys talking about me?”

Martin Leonard Nierman was born
in New York City on Aug. 1, 1923. and
was educated at De Witt Clinton High
and at New York U, where he received
his B.A. degree in broadcasting in 1947.
At NYU he received a broad general
background in radio-tv, including
courses in writing, research and an-
nouncing. plus practical experience in
broadcast techniques.

His college education was interrupted
during World War 11, in which he served
in the U.S. Army Signal Corps as a
cryptographer. From 1943-45, he was
assigned to SHAEF in various outposts
in Europe.

Fresh out of NYU in 1947, Mr. Nier-
man set his sights on an announcing
job. He received an audition at Mutual
—and a cold-water verdict: “You’ll
never make an announcer; there must
be some other phase of this business
you can fit into."”

Determination o Mr. Nierman con-
fesses that he was uncertain then as to
his next move, except that he was deter-
mined to find some position in the
broadcasting field. For three months,
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he trudged up and down the streets of
midtown Manhattan, leaving resumes
and obtaining interviews with various
companies. Finally, in the fall of 1947,
he was hired as a salesman by Pan
American Broadcasting Co., New York.
a representative firm that handles for-
eign stations.

During his tenure with Pan Ameri-
can, he learned the ABCs of selling and
the spot business. He was impressed
with the kindliness and generosity of
many of the veterans in the industry
and is grateful particularly to Frank
Silvernail, then a media executive at
BBDO, and Eddie Hall of CBS for their
friendly guidance.

Eager to broaden his horizons, Mr.
Nierman applied for a junior salesman’s
position at Edward Petry & Co. in
March 1949 and was accepted. Dur-
ing the next decade, he earned a repu-
tation as an engaging and persuasive
salesman. For five years, he served in
Petry's radio division, then shifted to
television in 1954. In 1956, he was ap-
pointed sales manager; in 1957, he was
named vice president and national sales
manager. Early in 1959, he was elevated
to executive vice president.

Mr. Nierman's post today is largely
administrative, which he concedes ‘is
a little confining for a person who likes
to go out and mingle with his industry
colleagues.” He adds with a grin:

“Fortunately, 1 still get out to see
clients, particularly on new business.
and this makes the paperwork bearable.”

Sees Golden Era e He is convinced
that the industry is headed for “‘an era
of greater growth” and believes that

PETRY's NIERMAN
A hot, dogged salesman

color and intercontinental television pro-
gramming ‘“‘will open up completely
new vistas.” The Petry organization, he
said, is “very interested in the expan-
sion of am-fm, since we feel that this
medium will find its place in broadcast-
ing as a greater awareness of the value
of high fidelity develops.”

The various crises facing the broad-
casting industry today do not shake Mr.
Nierman’s confidence in the future of
radio-tv. Along with other serious
broadcasters, he is naturally concerned
about the revelations concerning payola,
rigged shows and questionable program-
ming and commercials. But his reaction
is optimistic and can be summed up:

“In the long run, the problems af-
fecting broadcasting today will have a
positive effect on the business. They
happsn in all industries from time to
time. We must not forget that broad-
casting is still undergoing ‘growing
pains.’

“Viewed realistically, these crises re-
flect a cycle in the industry's growth.
And these setbacks should provide the
impetus for improvements in all areas
of the industry.”

Professionalization ¢ Mr. Nierman
observes that radio-tv, crises aside, is
headed for an era of “professionaliza-
tion.” He claims the field is “a profes-
sional one,” and “will become more
professional as the quality of the people
in it improves.” He points out that he
received his degree in broadcasting
when such an academic diploma was “a
rarity,” but in the intervening years,
education for radio-tv “has expanded
and undoubtedly will continue to ex-
pand.”

He views the role of the station
representative as providing improved
and expanded services to stations in all
areas of activities, including research,
traffic and promotion. Petry has ap-
proximately 180 staffers, scattered in
offices in New York, Chicago, Los An-
geles. San Francisco, Detroit, St. Louis,
Dallas, Boston and Atlanta.

Mr. Nierman married the former
Maxine Stark of New York on Christ-
mas Day 1949. They have two daugh-
ters—Meryl, 9, and Robin, 6. The fam-
ilv home is in Stamford, Conn.

Mr. Nierman is a member of the
Roxbury Community Assn. and the High
Ridge Country Club in Stamford, and
the Radio and Television Executives
Society. For relaxation, he *plays at
golf” and putters in the garden. He
plays cards occasionally with industry
friends and these can be marathon ses-
sions.

“The next day can be rugged,” Mr.
Nierman confided recently after a night
at cards. Yet he was as refreshed, jo-
vial and energetic as usual. “But, of
course. the work here isn’t as rough as
selling hot dogs.”
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EDITORIALS
Nobody but the people

HEN the Nielsen figures for December showed a drop-
off in television viewing. many scandal-conscious

Now they can exhale and breathe easily again.

The January viewing figures indicate that the December
lapse—which wasn’t much of a lapse at all—was not only
slight but transitory, like a small trough between two waves,
and “now the tide is running strong again. Where Decem-
ber viewing was down to 5 hours 31 minutes per home per
day, or 16 minutes less than in the preceding December,
the January average is up to 5 hours 59 minutes.

That’s almost a half-hour gain a day. It is an ironic credit
to television’s drawing power that most broadcast researchers
do not seem to attach any particular significance to this up-
turn—even though the gain itself amounts to more time than
many people spend en toto with their daily papers. Viewing
traditionally builds to a January-February peak, and rela-
tively minor fluctuations—including the slight slough-off in
December——do not in themselves have real significance.

The January figures are significant in one respect. If the
scandais of last fall were going to have any real diminishing
effect on viewing, the erosion would certainly have been
evident by January. If the January figures had been off
again, after the December slip, there might have been cause
for concern.

Strangely enough, while broadcasters were wondering
whether the scandals had hurt viewing, advertisers apparently
nurtured no such anxiety. They went right on buying tele-
vision—earlier and heavier than ever before, as a survey
reported elsewhere in this issue demonstrates. It is comfort-
ing to see them proved right.

Airway robbery

SHAMEFUL attempt is being made in the U.S. Senate
to reduce the U.S. television system to the status of
a mechanical device for the transmission of political oratory.

If the attempt succeeds, television faces enfeeblement if
not extinction as an instrument of journalism.

Twenty-three senators have sponsored a bill to require all
tv networks and stations to give each major candidate for
the Presidency an hour of prime time each week for the eight
weeks preceding the presidential elections.

Supporters of the bill will say we are alarmists for reading
such bleak consequences into what they insist is nothing
more than a public-spirited attempt to educate the electorate
to the policies and personalities of presidential candidates.

Yet there is good reason for alarm.

Does anyone suppose that if this bill passes it will not
eventually be followed by other bills to legislate free time
for candidates for lesser offices?

If a candidate for the Presidency rates an hour of prime
time each week for eight week on every station in the nation,
is it not equally logical that a candidate for the U.S. Senate
should have a weekly half-hour on stations in his constituency
or that a candidate for the House of Representatives should
have a weekly quarter-hour?

It would be a selfless Congress indeed that faced away
from the consistency of that sequence.

But assume that ensuing legislation never materialized. A
law requiring television to give fixed amounts of time to
presidential candidates would itself become a debilitating,
perhaps fatal, deterrent to the development of television
as a medium of journalism.

If the pending bill became law, television would have
nothing to say about how its time was used. The candidates
could do or say anything they pleased; they could incite or
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bore or dissemble or slander and television would be help-
less to intrude. The essential ingredient of journalism, edi-
torial control by the journalism medium itself, would be
denied. X

If television is to enjoy a future as a respected and respon-
sible medium of journalism, it cannot simultaneously become
the tool of politicians. It can volunteer to give time to
politicians and remain a medium of journalism, providing, of
course, it retains a measure of control over the use of the
time. If it allows its time to be pre-empted by law for the
use of political candidates, television’s function will be no
more exalted than that of a Western Union messenger.

Stampede

ONGRESSIONAL and administration pressure are stam-
peding the FCC into rash actions and dangerous areas
of regulation.

Two weeks ago, the Commission proposed ruiemaking
to permit ‘“occasional” issuance of station licenses shorter
than the normal three year period. Simultaneously it cited
four Boston stations for accepting payocla consideration as
stations and said at least three others were to follow.

Last week came a notice that henceforth each free phono-
graph record or other free material used must be identified
clearly as having been donated and by whom. This is the
FCC’s new interpretation of Section 317 — the sponsor
identification section of the communications law.

This last drastic and abrupt action will cause untold
trouble, particularly for independent radio stations. It is car-
rying sponsor identification to a ludicrous extreme. It could
force stations to give away a free spot announcement for
each record or other “service” performed. It will cut in on
revenue and clutter disc jockey programs worse than ever.

These actions also were taken in undue haste and with-
out proper consideration. The shorter license term would
place the stations under a cloud, to the advantage of its
competitors. To date we haven’t heard a clear definition of
what constitutes “station payola.” Record advertising, when
paid for, certainly is legitimate. There has never been the
requirement that sponsorship be announced in precise lang-
vage. The objective is to make certain that the public is
not deluded.

Certainly the Washington atmosphere is conducive to
fast action. Where the stakes are so great it seems to us that
the FCC would exercise caution. Haste makes bad law.

(ATlONAL

T‘HE ED\I
1{ sTATION

Drawn for BROADCASTING by Sid Hix

“When I said we must get more adults interested in figures,
Miss Lehigh, I meant . . .”
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LET YOURSELF GO KPRC-TV, KOUSTON and enter an entirely new world of advertising where every commercial is
transportation to sales results you had not dreamed of. This proud insignia, the KPRC-TV channel number, is
borne by every KPRC-TV advertiser. It proclaims a degree of quality, engineering and good taste unmatched on the
TV sets of the world. Kings, diplomats, princes and connoisseurs have been enchanted by the graceful “2". You
will be too!

KPRC-TV availabilities include programs, minutes, chainbreaks, and {0's. Prices range from about $90 to $1100. Ask your Edward Petry man for a demonstration.

KPRC-TV, HOUSTON, TEXAS (4n Affiliate of the National Broadeasting Company)

“Courtesy of Mercedes-Benz Sales, inc.”
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INTERMOUNTAIN NETWORK IS
STIll A GREATER EIRST

-2 B m X meer r—o % p'i
I

No. 1 as a group in Americas’ 35th

Market & No. 1 in each Market!
MONDAY TO FRIDAY
Stations 6 am-12 Nn 12 Nn-6 pm

6 pm-12Mid
The Salt Lake Metropolitan Group [mN*] 257 | 25.8 | 32.7
KALL KLO KOVO [ = [ T7
Salt Loke City Ogden Provo B 12.3 12.1 12.0
MM % m C 7.2 7.5 8.7
D 13.5 14.1 1.9
IMN-PACT == = -
F 3.8 4.0 Xeom )
In the Salt Lake - Ogden - Provo area! = 5 = X |
MISC. | 9.1 10.3 90 |

* KALL - KLO - KOVO

CALL

THE INTERMOUNTAIN NETWORK :ox vour cory -- or see vour averv-knoper man




