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population explosion

Lo sell Pen in the city, and in the suburbs, too! 1960 fig-
showing that Connecticnt’s mushrooming population
of the cities, into the suburbs, where WELPs full-

throated waits comes in lond, clear, and welcome! IPs powered
for all New Haven County; aml more — vou get all of Middlesex
County; most of Fuirfield and Hartford Counties; and all of Suffolk
County, Long Island, 106! Try BIG Buy W ELI—now bigger than cver!
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WULTI-CITY TV MARKET Best buy in the Lancaster/Harrisburg/
i e N\ s York area today. This Channel 8 station
g U g} is far and away the favoritein these three |
oy i T ) > metropolitari markets and in many other i
o SR communities as well. WGAL-TV delivers
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| Time abroad ® As part of its interna-

tional expansion program, Time Inc.

Broadcasting Div. is looking toward ac-

quisition of ownership interests in tv
Eand radio stations throughout world,
| along with supplying of managerial
| service. New Time Inc. organization,
| under President James A. Linen, has
| instructed Weston C. Pullen Jr., head
! of broadcast operations, to embark upon
| crash program internationally. Time
| Inc. is building new European head-
| quarters in Paris under Pullen direc-
| tion.

| Andrew Heiskell, Time Inc.'s new
board chairman, is now on extended
world tour seeking new opportunities

| in all forms of mass communications.

| Recent transfer of Frederick S. Gilbert,

| general manager of Time, to general

| manager of Broadcasting Div., was in
keeping with plan to beef up over-all
broadcast operations and relieve Mr.

‘ Pullen of day-to-day responsibility for
stations.

and Federal Aviation Agency about
who has final say in approving heights

‘. Air war ® That conflict between FCC
and sites of radio and tv towers

CLOSED CIRCUIT:. ..

Oniv known opposition to neasure as
it finally evolved with Senare amend-
ments knocking ouf suspensions and
modifying forfeiture (fine) provisions,
came from motion picture producers
who feared anti-payola provisions could
raise Ned (a1 $1,000 per day; maximun
of $10,000 in year) with their estab-
lished production methods and could
result in increased cosis for shows pro-
duced for tv. FCC will confer soon with
any interested groups on application of
sponsor identification provision (Sec-
tion 317) from which guidelines should
emerge. This is possible under discre-
tionary power given FCC under new
law.

Control room ® Soviet jamming of
Voice of America broadcasts recently
has taken on new aspect. Instead of
blacking out entire programs, Russians
now are engaging in “selective jam-
ming,” obviously meaning that censors
have been brought into act. At times
single items (i.e., Powers espionage
trial, Congo eruptions) are Dblasted
while in same broadcast, such items as
Echo I and last two Discoverer launch-
ings were allowed through.

) (BROADCAS?'NG' June 13) may have to Another enigma is Russia's coopera-
{ go to President to be resolved. Confex; tion in executing new international
E ;‘Kf: }:\s;yfei:vhv;\erzk:e;)lfl?:;i?l ngdi?f slzorfwave sched.ules agreed to at (ast
"1 If dispute is submitted to President, he Disi s I.n fdrtitiapal Telecommumca-
! no doubt will ask Attorney General’ for [ons Um.on cm:ferencg » G G i
P though it continues its jamming, re-
pPRinion. portedly involving expenditures of
FCC has always acted on assumption "€ fhfm $100 million per year. New
that Communications Act gives it sole mternanona[_ broadcast schedules be-
authority to determine placement and €4me_effective uneventfully Sept. 4
height of radio and tv towers “in pub- marking ﬁr.sr time allocations ever have
WS interest” Aviation interests have been coordinated. VOA broadcasts total
B bitted recommendations to com- 800 shortwave frequency hours carried
mission, but FCC always has made ©V€ 75 .h'an.mzirters daily throughout
final ruling. FAA lawyers claim thar World. Since July I, when allocations
}_ law setting up aviation agency reserves WE'€ c:u-cularr;ed, every conflict was
10 it final decision on whether tall struc- reconciled wluc{z entailed some 1wo
tures are hazards to air navigation or dozen changes in U. §. assignments.
not. World shortwave plan was presented
in Geneva by U. §. delegation headed
.Puyolu bill m Is President Eisenhower by FCC Comnunissioner T.A.M. Craven.
going to pocket veto S 1898—omnibus
bill dealing with payola and broadcast Touchy problem ® Religious issue in
£ procedure? That question made rounds presidential campaign has started to
in Washington last week but is false give some broadcasters trouble. Stations
alarm. President has 10 days from date (many in South) that regularly carry
i\ of engrossing of bill in which to sign religious programs featuring Protestant
it and that time doesn’t expire until ministers—especially those of funda-
next Saturday (Sept. 17). Mcanwhile mentalist or evangelical persuasion-—
routine check is being made of govern- have begun to notice some increase in
ment agencies. There’s no known op- discussion of Catholicism. So far there’s
position of sufficient force to dissuade no indication of direct reference link-
President from permitting mecasure to ing Sen. Kennedy and Catholic issue,
become law. but in some broadcasts linkage could
[ D e R
| Published every Mocnday, 53rd issue (Yearbook Number)

1735 DeSales St., N. W., Washington 6, D. C.

be casily interred by listeners, it's said.

So far no complaints ahout religious
broadcasts have reacled FCC, hut siine
Washington lawyers have had requests
for advice from stations. Unofficiaily,
FCC's attitude is said to be that political
broadcasting law won't apply because
no appearances by political candidates
are involved. But if issue were presenied
to FCC, it would probably say doctrine
of fairness requires broadcasters to ac-
cord opportunity for rebuntal if anti-
Cartholic lectures bhecome particularly
heated.

NAB vacancy ® NAB committee to
select new president will meet in Wash-
tngton  September  21-22 at call of
Howard lLane, KOIN-AM-FM-TV
Portland, Ore., at which time it hopes
to complete its task. Under considera-
tion, it’s understood, are two highly-
placed individuals now in public life
with whom preliminary conversations
have been held. Individual members of
eight-man committee have screened
lengthy list of nominces as successor
to Harold E. Fellows, who died last
March.

Nixon aide ® Robert C. Doyle, presi-
dent-general manager, WICO Salisbury,
Md., and tv pool coordinator at both
Democratic and Republican conven-
tions, last week joined Nixon-Lodge
campaign organization as tv producer-
director under Ted Rogers, tv-radio
consultant-producer. Mr. Doyle will be
advance man and will handle local
arrangements for Nixon-Lodge pickups
for campaign’s duration.

Peek into space ® Inside story of Echo
I, communications satellite which has
been hovering over earth since August
12, will be unfolded to FCC Thursday,
Sept. 22, at AT&T Center at Holmdel.
N.J. FCC en masse will be in New York
on Wednesday for annual luncheon
with Radio-Television Executives So-
ciety, to be addressed by Chairman Fred
Ford, and will stay over Thursday for
Bell Labs tour.

Network-tested ® MCA Tv Ltd. is re-
ported to be placing its M Squad
crime-adventure serics, which has been
on NBC-TV for past three years, into
syndication {0 stations in few weeks,
with 117 half-hours to be offered. M
Squad is said to be first of several off-
the-network programs that MCA Tv
will offer to stations before first of year,
believing such product lends itself well
to across-the-board stripping by sta-
tions in daytime periods.

published in September by Broabcasting FusLications Inc.,
Second-class postage paid at Washington, D. C



The latest Hooper
proves that...

is the markets’

STATION

STATION
TIME WILS B

Mon.-Fri,
7:00 om 63-1 ]9.9
2:00 noon
Mon.-Fri.
2.00 noon 66.5 14.2
600 pm o

C. E. Hooper — Jan., Feb., March, 1960

with 5000 WATTS

WILS

leads Station B in
power by 20-1

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

represented by Venard, Rintoul & McConneli

WILS is
assotioted with w l l x - ' v
NBC - CHANNEL 10
studics in LANSING —
JACKSON — BATTLE CREEK
and WPON = Poantiac

WEEK IN BRIEF

Get ready for the ‘cinematic sixties’ in tv ® With the
progression of filmed, live and video tape tv advertising
into a distinctive “cinematic” advertising art, with the
graduation of trained cinematic students from colleges
(all of whom grew up fully exposed to tv) and with
the advent of tv as a force in international marketing,
the 1960s may well be an exciting time for both televi-
sion and advertising. Lincoln Scheurle, radio-tv pro-
ducer, J. Walter Thompson Co., Chicago, who scans a
brief storyboard on the subject in this week’s MONDAY
MEMO, foresees a cinematic impact on print advertising, too—all to the
good, he says. Page 20.

Mg, SCHEURLE

Tv's big-budget journalism ® More than $22 million worth of prime
time this scason will be programming public information shows. An
analysis of projects, plans and philosophies. Page 27.

Chrysler's big year ® Blessed with sales successes during the 1960
model year. the motor giant unveils its 1961 line at Florida extravaganza
for newsmen. Radio and tv take important roles as the corporation and
its divisions consider advertising plans. Page 32.

AAAA’s ideas for improving spot ® Agency association proposes clear-
ing-house for data on competitive campaigns, industry-wide agreement
on audience measurement, universal cash discount among other “sug-
gestions for the advancement of national spot advertising.” Page 40,

What's a Dilly Bean? ® New York and Washington tv viewers know all
about it, as a new product catches the public’s fancy. Page 40,

Debateless debates? ™ Planned tv-radio appearances by the presidential
candidates won’t be debates at all. Page 54. The networks reveal the
political timebuys and programs already arranged. Page 56.

NBC seeks equal space ® Network’s two Bobs (Sarnoff and Kintner)
write a letter of rebuttal to tv critic John Crosby. Page 60.

Vacation’s over and FCC faces pot full ® The FCC is back from its
August hiatus and is confronted with a lengthy list of complex and wor-
risome headaches. They start with a two-and-a-half-day meeting. Page 66.

Another wrench thrown at NBC-RKO deal ® The San Francisco
Chronicle files for NBC's Washington station. This is the third move by
KRON-TV, which stands to lose its NBC affiliation if the network’s buy
of KTVU (TV) San Francisco is confirmed. Page 70.

A divorce in Chicage ® What happens when a network-owned radio-tv
station separates its news department into two distinct operations—one
for radio, one for 1v? Page 92,
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Simone
k-_‘my Davis Jr,
I Kenton
' FFitzgerald
:ia Syms

farch

y Gillespie
{ Haymes
iny Bruce
ah Vaughan
fta 0'Day
1 Newhart
el Mercer
tofessor” Irwin Corey

Te Wilson

vhere else could you get all these entertaining people together. ..

ixcept on the fresh new HOUR show

& we may name-drop for a moment . . . our guest list is impres-
dive. Just check the group assembled here (identified above, if a
fame should escape you). PLAYBOY'S PENTHOUSE relies on an old-
hshioned, but always unbeatable factor: superb entertainment
nade by the show business people everybody is talking about
from one coast to the other. Add to that an atmosphere of a
\ophisticated penthouse . . . a witty host* who projects a mood

of easy informality and graciousness . . . and you have a show

that has great appeal for a vast audience. PLAYBOY'S PENTHOUSE

is available now for syndication—26 one-hour shows. Arrange

for a screening now. This is the show to

waTcH. *Hosted and produced by Hugh M l d

Hefner, Editor and Publisher of Playboy 5 wesr
NEW YORK 36
FPLaza 7~0100

Magazine. o F FI1C1 AL FiLMS, INC.

ticl
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TRANSLATION:
(EVERYBODY’S MUMMY LISTENS TO WINS 1010)

. And in WINSland there are enough ‘mummies’ to fill
all of the pyramids that were ever built in Egypt. In
fact counting mummies and daddies and boys and girls,
WINSland means 17,000,000—consumer-wise that is.
In fact WINSIand is not just the nation’s #1 market—
it is equal to Chicago, Los Angeles and Philadelphia
put together. In fact along Madison Avenue the super-
wise “Pharoahs” of the advertising world know that
WINSland equals the markets of Detroit, San Fran-
cisco, Boston, Pittsburgh, Washington, D.C. and Cleve-
land put together. = R 5

And one other thing—in WINSland (that’s
New York of course) WINS spells WON!

8 BROADCASTING, Septomber 12, 1960
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LATE NEWSBREAKS ON THIS PAGE

NO PAYOLA STAIN
Renewals clear three

Boston area stations

First job completed by FCC's G-2
sleuths resulted in clean bill of health
for three Boston area radio stations
tarred with brush of payola during last
fall’s congressional hearings.

Commission Friday announced li-
cense renewals for WHIL Medford,
WTAO Cambridge and WEZE Boston.
All three had been fingered by various
witnesses before Rep. Oren Harris’ (D-
Ark.) Legislative Oversight Subcom-
mittee regarding payola scandals.

FCC action, it’s understood, resulted
from investigation of below-counter
payoffs by music publishers and dis-
tributors to station disc jockeys and
other personnel which found no culpa-
bility on part of management. Report
indicated also that management in ail

_ three cases had increased internal se-

curity to guard against similar practices
in future.

Friday announcement bears out re-
ports commission has decided to lift
heavy hand of government authority in
payola cases except where it finds wiltful
and aggravated violations (CLOSED
Circult, Sept. 5).

Actually, Boston investigation was
undertaken initially by Broadcast Bu-
reau task force, but was completed by
recently formed Complaints & Compli-
ance Div.

C&C office was set up last June,
under attorney John C. Harrington.
Late in same month Congress voted
$150.000 for establishment of this FCC
investigative office.

Networks settle more
Kennedy-Nixon details

Networks will offer fourth hour to
presidential candidates for joint ap-
pearance—7:30-8:30 p.m., EST Oct.
7. Decision to clear period was made
Friday (Sept. 9) at New York imeeting
attended by tv network news heads:
John Daly for ABC, Sig Mickelson for
CBS and Bill McAndrew for NBC.
(See early story page 54).

Oct. 7 appearance, if accepted by
candidates, will be on news discussion-
panel format—four newsmen question-
ing candidates for full hour. NBC wilt
produce, with moderating assignment
probably going to commentator Frank
McGee. Selection of newsmen, and me-

BROADCASTING, September 12, 1960

AT DEADLINE

AND NEXT -

dia from which they'll be chosen, is still
under discussion.

Program on Oct 7 will appear as
second of four. First, produced by
C8S, will be “modified debate” on do-
mestic issues. Third, on Oct. 13 and
produced by ABC, will be news dis-
cussion-panel format. Fourth, on Oclt.
21 and also produced by ABC, will be
“modified debate” on foreign affairs.
Each program will include panel of
four newsmen. They'll be chosen from
among networks for first and fourth
while second and third may include
newsmen from other media. All pro-
grams will have candidates face-to-face
in same studio except No. 3, which will
be “electronic confrontation” with can-
didates appearing from opposite coasts,
Sen. Kennedy in New York, Mr. Nixon
in Los Angeles.

Broadcasters warned

about foreign ‘deals’

FCC Friday warned U.S. broadcast-
ers not to try to make their own deals
with individual Mexican and Canadian
broadcasters in problems such as those
arising from joint use of same fre-
quency.

Commission, which has had reports
of half-dozen such contacts by U.S. sta-
tions, mostly with Mexican broadcasters,
said it can't allow such individual nego-
tiations and asked that problems be

Carolina relays

South Carolina commercial sta-
tions WUSN-TV Charleston and
WNOK-TV Columbia are “boost-
ing” wire signal of new state
educational tv system based in
Columbia. State officials and
RCA, which equipped system, an-
nounced opening Friday (Sept. 9).

Closed circuit serves 15 schools
from Columbia to Charleston and
additional 65 schools get broad-
cast signals from WUSN-TV and
WNOK-TV, transmitting tapes
made in Columbia school studios.
RCA has equipped system with
two tv tape recorders, cameras,
projectors and associated gear.
Initially, system is being used for
elementary and advanced algebra,
geometry and South Carolina his-
tory. It also will be made avail-
able for teacher training and is to
be extended to reach schools
around state.

DETAILED COVERAGE OF THE WEEK BEGINS ON PAGE 27

sent to FCC rather than foreign govern-
ments or broadcasters.

International agreements are binding
only when mutually agreed upon by
two governments and private agrcements
may prove unacceptable when ex-
amined, FCC said. They also may af-
fect “atmosphere” of government ne-
gotiations as well as running risk of vio-
lating U.S. laws prohibiting certain
types of “correspondence or inter-
course” with foreign governments,
agency said.

Connie Gay offers
public stock issue

Formation of publicly-held corpora-
tion capitalized at $1 million was an-
nounced Friday by Connie B. Gay,
Washington, D.C., country music im-
presario and multiple broadcast owner:

Preliminary registration form was
filed with Securitics & Exchange Com-
mission Friday for public offering of
130,000 shares ($! par value) of Connie
B. Gay Broadcasting Corp. No sclling
price was estimated, pending submis-
sion of end-of-month financial state-
ment. Corporation authorized to issuc
1 million shares (at $1 par). with 340,-
000 to be outstanding. Besides 130.000
to be offered to public, remaining 210,-
000 shares will be distributed to present
Connie B. Gay Enterprises associates.
Control will be retained by Mr. Gay
himself.

Portion of proceeds from public
offering, expected to yicld $1 million
net, will be used in purchase of KFEQ-
AM-TV S§t. Joseph and KLIK Jeflerson
City, both Missouri (BROADCASTING,
August 1), Mr. Gay said. Hill, Darling-
ton & Co., New York, is underwriter.

Employes name IBEW

Engineering and program depart-
ment employes of Triangle Publications
in Fresno, Calif. (KFRE-AM-FM-TV),
voted 19-Q for representation by Local
202, International Brotherhood of Elec-
trical Workers, according to certifica-
tion by National Labor Relations Board.

Franklin stock offer

Franklin Brpadcasting Co., Fort
Lauderdale, Fla., which owns and
operates five “better music” radio sta-
tions, last week announced offering of
75,000 shares of common stock, at $4
per share, through arrangement with its
underwriters, Gateway Stock & Bond
Inc., Pittsburgh.

Franklin was founded by its presi-



AT DEADLINE......

dent and chairman, William F. Johns
Jr. Stations are: WMIN Minneapolis-
St. Paul; KRIB Mason City, Iowa;
WWOM New Orleans; WLOD Fort
Lauderdale, and KOME Tulsa, Okla.
FBC also owns Pool Publications
Inc., which publishes Swimming Pool
Weekly newspaper. FBC's five directors
all reportedly are active in business and
are residents of Fort Lauderdale.

Hollywood musicians
favor AFM over MGA

Inroads by Musicians Guild of Amer-
ica into what had been exclusive domain
of American Federation of Musicians
for more than 50 years hit snag Thurs-
day (Sept. 8) when AFM won National
Labor Relations Board election for right
to represent musicians employed at
major Hollywood studios.

Vote by musicians working for mem-
bers of Assn. of Motion Picture Pro-
ducers was 473 for AFM, 408 for MGA
and | against both unions. Sixty pro-
tested ballots are not enough to change
result. At Universal Pictures, vote was
97 tor AFM, 85 for MGA and 1 vote
against both. With 24 protests to be in-
vestigated, enough to reverse AFM’s
lead, this is not conclusive as yet. Vic-
tory at AMPP restores AFM bargaining
rights lost to MGA two years ago when
musicians voted for that union at time
AFM strike against major studios had
gone on for six months with no sign of
sctilement in sight.

KPAP change favored

FCC Hearing Examiner Walther W.
Guenther issued initial decision Friday
favoring application of KPAP Redding,
Calif., to change from | kw daytime on
1270 kc to 5§ kw daytime on 1330 kc.
Mr. Guenther found change would
bring additional service to more people
than would receive interference from
new facility.

Armstrong to NL&B

Thomas E. Armstrong, previously tv
radio creative dircctor at Fuller, Smith
& Ross, Pitisburgh, huas joined Need-
ham, Louis & Brorby, Chicago, as group
head and writer in tv creative depart-
ment. He formerly was with Campbell
Ewald Co. and Brooke, Smith French
& Dorrance, Also joining NL&B as
copy writer 1s James R. Sherburne who
previously was with Foote, Cone &
Belding, Campbell Mithun and Edward
H. Weiss & Co.

10

Tape-film *mix’

New tape-film electronic “mix”
system of tv recording developed
by Recves Sound Studios, New
York, and RCA as concept more
than year ago has been in limited
operation for past 1Y2 months.
Reeves established it over year’s
time at approximate $2 million in-
vestment cost, claims system can
handle color or black-and-white
tv tape and film and will be dem-
onstrated for agency tv producers
for first time this week (Sept. 14)
at Radio & Television Executives
Society’s workshop session at
Reeves. Picture mixing was ex-
plained by Reeves-RCA at news
conference more than year ago
(BROADCASTING, Aug. 3, 1959).

ATAS educational unit

Academy of Television Arts & Sci-
ences announces formation of Public
Information, Lecture and Service Bu-
reau to provide U.S. colleges with
lecturers and advisors in all phases of
tv courses, aid in setting up communi-
cation centers and assist in closed-cir-
cuit programs and broadcasts on college
or commercial tv stations. Brochures
were mailed to some 500 colleges. Bu-
reau, headed by Hal Davis of Grey
Adv., New York, is manned by volun-
teers from among 6,000 academy
members in Los Angeles, New York,
Baitimore, Chicago, Washington, D.C,,
Scattle and Arizona. All requests for
services are to be submitted to ATAS
New York Office, 200 Central Park
South, zone 19, for relay to appropriate
chapter.

Payola pamphlet

Guide for station use -in complying
with sponsor identification require-
ments of amended Communications Act
has been sent NAB members by Doug-
las A. Anello, chief counsel. Four-page
guide shows 27 samples outlined in
congressional report adopting amend-
ments (S 1898).

FC&B appoints three

Edwin Brunst, Dan Baumle and
Robert Moore have joined Foote, Cone
& Belding in Chicago as merchandising
supervisors, it was announced Friday
by Michael J. O’Connor, vice president
and merchandising director. Mr. Brunst
formerly was merchandising executive

with Young & Rubicam and Kroger
Co. Mr. Baumle joins FC&B from
Procter & Gamble, Cincinnati, where
he was promotion development super-
visor. Mr. Moore previously was group
sales manager at Marshall Field & Co.,
Chicago department store.

B Business briefly

First phase ® Claridge Foods Inc.,
Flushing, N.Y., which last week moved
its canned meat account from Charles
W. Hoyt Co. to Smith/Greenland Co.,
N.Y., has started immediate eight-week
radio campaign tn New York and Phil-
adelphia and plans to extend to other
markets after initial phase. Drive on
WPEN Philadelphia started with 22
half-minute spots weekly on six shows.
Campaign begins Sept. 15 on WMGM
New York with total of 16 spots weekly
on five shows, followed by concurrent
drive starting two weeks later on
WMCA New York with 14 spots week-
ly. All commercials are half-minutes
and are aired only on Thursdays and
Fridays.

Burning brighter ® Brown & William-
son Tobacco Corp., Louisville, has add-
ed three NBC-TV nighttime shows to
its heavy network and spot tv lineup
for this season. B&W’s order for par-
ticipation in Outlaws, Riverboat and
Dan Raven makes those programs vir-
tually sold out, network said. Agency:
Keyes, Madden & Jones, Chicago.

Banking on radio ® Continental lli-
nois Bank of Chicago has ventured into
radio for first time, buying schedule of
125 spot announcements per week on
five local stations: WGN, WCFL,
WMAQ, WBBM and WFMT (FM).
Agency: Earle Ludgin & Co., Chicago.

Day’s share ® Beech-Nut Life Savers
through Young & Rubicam, N.Y., has
bought into eight NBC-TV daytime
shows. Purchase supplements series of
thirds announced earlier in NBC-TV
nighttime schedule and Jack Paar Show
for total 18-show, $8 million package.

Toys spotted ® Ideal Toy Corp., N.Y,,
bolstered its fall tv season with 15-week
schedule of spot commercials in 40 mar-
kets throughout country, using between
2 and 40 spots per day in each. Ideal
also has set dates for previously an-
nounced special, Christinas in Seprem-
ber with Shari Lewis (BROADCASTING,
Aug. 22), which will be taped in New
York and broadcast on one Sunday aft-
ernoon in each of 21 major cities, Sept.
18, 25 and Oct. 2 (when show will be
retitled). Agency: Grey Adv., N.Y.
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Just a matter of Relativity)

IWBTV-CHARLOTTE IS FIRST TV MARKET IN ENTIRE SOUTHEAST WITH 597,300 TV HOMES

WBTV DELIVERS 43% MORE TELEVISION HOMES THAN CHARLOTTE STATION ¢‘B''**

‘Television Magazine - July 1960

VINCS #3

JEFFERSON STANDARD BROADCASTING COMPANY

WBTV

CHANNEL 3 @ CHARLOTTE

11Q Patavlai

RLEC TPTP YT Ipry L FASON [ T (9%

an SnnkSnlin

LET'S COMPARE MARKETS!

WBTY — CHARLOTTE
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578,800
515,400
488,300
459,600
431,600
386,30
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342,100
276,400






This is Dimensions a program service of
entertaining, provocative one to three-
minute vignettes in talk and sound that
add new depth of Listener interest to the
strongest local programs in all radio...

those of the CBS Owned Radio Stations.

Dimension starts this month on the C-0
stations. These seven stations already
command more attentive listening than
all other stations in their markets. Now
with Dimension they give audiences even
more reason to hear your selling message.

This is Dimensiong

THE YEAR 2000 What will the fantastic world of tomorrow be

like? Artistic, industrial and scientific leaders tell you: William
T. Snaith of Raymond Loewy Associates; Dr. Austin Smith,
Pharmaceutical Mfr. Association. Their predictions: hospitals
that operate on a do-it-yourself basis, banks that supply parts
for the human body, drugs that cure all infections; carpets and
wallpaper used for ccntral heating, weather control, cordless
toaster and lamps and many more.

DOROTHY KILGALLEN INTRODUCES YOU TO PEOPLE YOU'D
LIKE To KNOoW The world’s most famous newspaperwoman
brings you the intimate stories of how Rosalind Russell con-
quered a personal fear, how Pope John XXI1I shows his sense
of humor, and fascinating moments in the lives of Joan Craw-
ford, James A. Farley, Fannie Hurst, Marlene Dietrich, Tony
Curtis, Ingrid Bergman, The Duchess of Windsor, actor Mar-
lon Brando, The Queen Mothcr, Audrey Hepburn, Marilyn
Monroe, Hedy Lamarr, Patrice Munsel.

THIS IS MY PROFESSION Leaders in important fields tell
what they think about their life’s work. Vincent Price: why he
considers acting a highly educational vocation. Anthropologist
Margaret Mead: how primitive people help us understand our-
selves better. Others: Melvin Belli, lawyer; Irwin Allen, motion
picture man; Claude Philippe, hotelier; Frank Gibney, journal-
ist; Richard Joseph, travel editor; Ilka Chase, Tony Randall,
William Zeckendorf, Tex McCrary, Mischa Elman.

THE WONDERFUL WORLD OF THE TEENS Famous pcople rem-
inisce: Betsy von Furstenburg feared at 16 that she would never
get off the 57th Street bus line; Minnic Guggenheimer thinks
teenagers today are more serious than she was; also Air Force
Capt. Paul Briand, writer; Suzanne Szasz, photographer; Mark
Damon, Roberta Peters, Maria Schell, Roy Cohn, George Q.
Lewis, Tony Galento, Mark Goodson.

HomeTowN Childhood recollections. Hildegarde’s father's
drugstore in New Holstein, Wis.; “Pappy” Boyington's first
plane ride over St. Mary’s, Idaho; and other hometown stories
from Zsa Zsa Gabor, Margaret Mcad, Dick Joseph, Dirk Bo-
garde, author John Donovan, Peter Glenville, Josh White,

THE WISEST OR MOST INFLUENTIAL PERSON Important
guests describe one person who has influenced them: Theodore
Bikel remembers an elderly scholar; Roberta Peters, her Italian
singing teacher. Also Mark Damon, Ilka Chase, Mischa Elman,
Maria Schell, Dick Joseph, Claude Philippe, William Zecken-
dorf, Roy Cohn, Dr. Maxwell, Mel Heimer.

BENNETT CERF TELLS HIS FAVORITE STORIES Author,editor,
publisher, lecturer and TV personality Bennett Cerf, who has
had 7 books on the best seller lists, now brings to radio the
warmth that made him America’s number one lecturer. A new
Dimension in radio humor.

THE AMERICAN LANDSCAPE Burgess Mercdith and Kevin Mc-
Carthy narrate this colorful series of American sound portraits
using the full range of radio techniques—sound, music. good
writing—10 take you 10 the skating pond, the country drug store,
Concy Island, a diner at midnight and many more uniquely
American scenes.

THIS 1S OUR MERITAGE Hear noted radio actor, Bill Lipton,
interpret the writings of the men and women who created our
American heritage: Tom Paine, Woodrow Wilson, Benjamin
Franklin, Thomas Jefferson, Danicl Webster and others.

AMERICAN PORTRAIT Raymond Massey narrates a moment
of greatness from American History, takes you to an actual
scene in (he lives of the Wright Brothers, Paul Revere, Sam
Houston, Alexander Hamilton and others.

DIMENS

A PROGRAM SERVICE OF THE
CBS OWNED RAD_'Q SET_[QN_S
KCBS, San Francisco; KNX, Los Angeles; WCAU, Philadelphia;
KMOX, St. Louis; WEEI Boston; WCBS, New York; WBBM, Chicago




FASTEST
SELLING
SERIES IN
SYNDICATION
TOD

.
Ifi.' T

R R

Buyers who know the best
are snapping it up . . . Pacific
Gas & Electric Co. (through
Batten, Barton, Durstine &
Osborn) signed the series for
San Francisco, Bakersfield,
Chico-Redding, San Luis
Obispo, Salinas-Monterey,
Eureka and Fresno...astute
station groups like Triangle
bought for all of their mar-
kets including Philadelphia,
New Haven-Hartford, Al-
toona-Johnstown, etc., and
Crosley Broadcasting for
Cincinnati, Columbus and
Atlanta . . . and the list of
available markets shrinks
every day!

Wire today to secure the
“best” series — BEST OF
THE POST — for your
market!

!' INDEPENDENT

T TELEVISION
¢ , CORPORATION

488 Madison Avenue - N, Y, 22 . PL 6-2100
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A CALENDAR OF MEETINGS AND EVENTS
IN BROADCASTING AND RELATED FIELDS
(*Indicates first or revised listing)

SEPTEMBER

Sept. 12-13—Radio Advertising Bureau course
(in eight cities) on better radio station manage-
ment. Starved Rock Lodge, Utica, 1.

Sept. 12—Hollywood Ad Club initial meeting
of 1960-61, 12 noon at Stage 6, Paramount Tele-
vision Productions. Ken Snyder, Needham, Louis
& Brorby, will be program chairman for demon-
stration-discussion of video tape techniques.

Sept. 13—Premium  Advertising  Conference,
morning only, in conjunction with four-day New
York Premium Show at Hotel Astor, both spon-
sored by Premium Advertising Assn. of America
Inc. Speakers: William P. Dunham, product group
manager, General Foods Corp.; Henry 0. White-
side, vice president and research director of J.
Walter Thompson Co., Chicago, and Charles M.
Hanna, author-lecturer-economist and manage-
ment consultant.

Sept. 13—Llos Angeles Ad Club luncheon at
Hotel Statier. W.D. (Pete) Moore, advertising
manager, Dodge Div., Chrysler Corp., will present

the Dodge Dart advertising story.

Sept. 15--Sigma Delta Chi Chicago Headline
Club chapter dinner opening 1960-61 season,
Henrici's Restaurant (Merchandise Mart), Chi-
cago. Panel with leading local newsmen will dis-
cuss “At What Point Does Coverage Effect the
Story?” Speakers: Bernard Eismann, CBS-Chi-
cago; Bill Conway, AP; Murray Gart, Time Chi-
cago bureau, and Donald Janson, New York Times
Chicago correspondent.

Sept. 15—Southern California Broadcasters Assn.
luncheon at Hollywood Knickerbocker. Cunningham
& Walsh executives will discuss radio problems.
®Sept. 15—Theatre Owners of America annual
convention. A panel session, “Pay Television—
Meeting the Menace,” will include Mitchell Walf-
son, Wometco Enterprises, Miami; Sumner Red-
stone, drive-in theater operator, and Marcus
Cohn, Washington attorney. Philip Harling, chair-
man of the Joint Committee against Pay Televi-

sion, will be moderator. Hotel -Ambassador, Los
Angeles.
Sept. 15-16—Public Utilities Advertising Assn.

Region 5 meeting. Tampa Terrace Hotel, Tampa,
Fla.

Sept. 15-16—Radio Advertising Bureat course
(in eight cities) on better radio station manage-

ment. Lincoln Lodge, Columbus, Ohie.

Sept. 15-17—British Columbia Assn. of Broad-
casters annual meeting at Kelowna, B.C.

Sept. 16—Broadcasting Executives Club  fall
social. 100 Warrenton St., Boston.

Sept. 16—Florida Assn. of Broadcasters officers
and directors meeting. 5 p.m. at Cherry Plaza
Hotel, Orlando.

Sept. 16-18—UPI Minnesota Broadcasters fall
meeting, Sawbill Lodge, Tofte, Minn.

Sept. 18-20—Louisiana Assn. of Broadcasters
convention. Shératon-Charles Hotel, New Orleans.
Sept. 18-21—Assn. Canadienne Radio Television
Francaise annual meeting. Alpine Inn, Ste. Mar-
guerite, Que. Among the speakers will be Dr.
Andrew Stewart, chairman of the Board of Broad-
cast Governors, and Murray Brown, CFPL-AM-

FM-TV, president of the Canadlan Assn. of
Broadcasters.
Sept. 19-20-—Radio Advertising Bureau course

(in eight cities) on better radio station manage-
ment. Pocono Manor Inn, Pocono Manor, Pa.
Sept. 19-21—Institute of Radio Engineers na-
tional symposium on space electronics and tele-
metry, Shoreham Hotel, Washington.
Sept. 20-21—Atlantic Assn. of
annual meeting at Amherst, N.S.
‘Sept. 21—Radio & Television Executives So-
ciety’s kick-off newsmaker luncheon at the Grand &
Ballroom, Hotel Roosevelt, 12:30 p.m., features
address by FCC Chalrman Frederick W. Ford.
Sept. 22—AP Michigan Broadcasters meeting.
St. Clair Inn, St. Clair, Mich.

Sept. 22-23—Illinois Broadcasters Assn, annual
meeting. Urbana-Lincoln Hotel, Urbana, IIl.
Sept. 22-24—Advertising Federation of America
Tenth District conventien. Little Rock, Ark.

Sept. 22-24—NMichigan Assn, of Broadcasters fall
convention. St. Clair Inn, St. Clair, Mich.

Sept. 23——FCC has scheduled oral argument on
23 applications for extension of time to con-
struct uhf tv stations, pursuant to hearing order §
of June 11. For list of stations see FOR THE
RECORD, Aug. 1 issue. f
Sept. 23-24—Institute of Radio Engineers, Pro- s
fessional Group an Broadcasting sponsors 10th [
annual broadcasting symposium. Willard Hotel, {8
Washington, D.C.
Sept. 26—Hollywood Ad Club luncheon meetn‘ng
at Hollywood Roosevelt Hotel. Awards made by
Advertising Assn. of the West (BROADCASTING,
July 4} will be presented to Hollywood winners. §
Sept. 26-27—Radio Advertising Bureau course §
(in eight cities) on better radio station manage- @
ment. Williamsburg Inn, Willlamsburg, Va.

Broadcasters

Sept. 26-30—Board of Broadcast Governors
meeting at Ottawa, Ont., for hearing of station |
applications.

Sept. 28—Assn. of National Advertisers workshop |
on advertising management. Ambassador Hotel, |8
Chicago. I
“Sept. 28-——ASCAP West Coast membership meet-
ing Beverly Hills Hotel, Beverly Hills, Calif., ‘4 |
p.m.
Sept. 28-29—CBS Radio Affiliates Assn. annual |
convention. Waldorf-Astoria Hotel, N.Y.

»Sept. 29—Chicago Federated and Women’'s Ad- 8
vertising Clubs annual workshop clinics. Radio-tv |
clinics will be held each Thursday for eight weeks [
starting this date.
Sept. 29-30—Radio Advertising Bureau course |
(in eight cities) on better radio station man- |
agement. Diplomat Hotel, Hollywood, Fla.

Sept. 29-Oct. 1—Alabama Broadcasters Assn.
annual fall meeting. Stafford Hotel and U. of
Alabama campus, Tuscaloosa. Rep. Oren Harris |
and FCC Commissioner Robert E. Lee wlll speak.

Sept. 30—Minnesota Broadcasters Assn. annual |

convention. Leamington Hotel, Minneapolis.
OCTOBER

Oct. 1-2—Illinois News Broadcasters Assn. fall

meeting. Faust Hotel, Rockford. Tentative pro-
gram plans include session for major state can-
didates in fall elections.

Oct. 2-4—Advertising Federation of America
Seventh District convention, Chattancoga, Tenn.
0c¢t. 3-4—Radio Advertising Bureau course {in
eight cities) on better radio station management.
Terrace Motor Hotel, Austin, Tex.

Oct. 3-5—Institute of Radio Engineers sixth na-
tional communication symposium, Hotel Utica and
Utica Memorial Auditorium, Utica, N.Y.

Oct. 4—Los Angeles Ad Club luncheon at Hotel
Statler. Robert Light, president, Southern Cali-
farnia Broadcasters Assn., will be chairman of a
Radio Day program.

Oct. 4—Retrial of former FCC Commissioner

Richard A. Mack and Miami attorney Thurman
A. Whiteside, charged with conspiring to rig the

Miami ch. 10 tv grant (first trial ended in a
hung jury}.

Oct. 4—NAB Tv Code Review Board meeting, NAB 1'F
Girdle-bra advertising g‘

Headquarters, Washington.
and theatrical film clips used in tv promotion are
among board problems. Plans will be drawn for
Integration of code operations among Washington, 'l
New York and Hollywood offices.

Oct. 4-5—Advertising Research Foundation an-
BROADCASTING, September 12, 1960 J[
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CAPITAL TYPES #4

THE
INSIDE
DOPE

First cousin of The
Unimpeachable Source,

easily identified by pale pallor at
mention of Payola.

Opens every conversation

with “Hear you've been having
trouble with your

government contract’’,

Seldom wrong. Major source

of “inside’” information:
listening to WTOP Radio,

the smportent station in

the 20-County Greater

Washington area.,

WTOP
RADIO

Washington, D. C.

Represented by CBS Radio Spot Sales

Opeiated by

¥
g

THE WASHINGTON POST BROADCAST DIVISION:

WTOP RADIO Washington, D. C.
WTOP-PV Channe!d, Washngton, D. C.)
WJRT Chinnél 4, Jackaonville, Flosida




“Whatta ya mean TULSA'S a TOUGH
MARKET . . . have you ever used KAKC?"

If you haven't used The New KAKC you don't know how easily your
problem can be solved. You see, The New KAKC is the most “listened
t0” station in the 21 county market area of Northeastern Oklahoma
(according to Pulse). And, they're an adult audience too. What about
Station Image? Why, they've got the best. The New KAKC has more
firsts in area service to their credic than all other Tulsa stations com-
bined . . . and they're continuing to pile up more! Yes sir, The New
KAKC is Tulsa’s best Radio buy in anybody’s book. It’s been that way
for quite awhile . . . and they intend to keep it that way.

Hi, 'm K. A. Casey . . . here to offer you
the best radio buy in Tulsa. Call your Adam
Young representative and see for yourself.

FIRST IN TULSA

¢ TULSA

A Pustic Raaiz €50, station

KAKC
TULSA

KBKC
KANSAS CITY

KiOA
DES MOINES

‘ BROADCASTING

' E THE BUBINESSWEEKLY OF TELEVISION AND RADIO

1735 DeSales St., N. W. Washingten 6, D. C.

NEW SUBSCRIPTION ORDER

Please start my subscription immediately for—

] 52 weekly issues of BROADCASTING $ 7.00
[] 52 weekly issues and Yearbook Mumber 11.00
] Payment attached [O Please Bill
name N ) N title/ position*

company name

address )

crty state

Send to home address — —

Ione

* Occupation Required

. e e . — — e — — —— — ———————

annual International Conventlon, The Queen Ellza-
include Arthur Hull Hayes, president of CBS
Radio; Peter Langhoff, Young & Rubicam vice
president, and Arno H. Johnson, J. Walter
Thompson vice president.

Oct. 5-8—Radio Television News Directors Assn.
annual International Convention, The Queen Eliza-
beth, Montreal, Quebec, Canada.

Oct. 6—NAB Broadcast Engineering Conference
Committee. NAB headguarters, Washington, D.C.
Oct. 6-7—Radio Advertising Bureau course (in
eight cities) on better radio station management.
Rickey’s Studio Inn, Palo Alto, Calif.

Oct. 10—FCC’s inquiry into tv network program
selection practices will be resumed in the U.S.
Post Office & Court House, 312 N. Spring St
Los Angeles. This phase of the proceeding will
deal with film tie-ins.

Oct. 10-11—Radio Advertising Bureau course
(in eight cities) on better radio station manage-
ment. Town House, Omaha, Neb.

Oct. 10-12—Institute of Radio Engineers na-
tional electronics conference, Sherman Hotel,
Chicago.

Oct. 11—Wisconsin Fm Station Clinic. Center
Building, U. of Wisconsin, Madison.

Oct. 11-14—Audio Engineering Society 12th an-
nual convention, Hotel New Yorker, N.Y.

Oct. 13-15—Mutual Advertising Agency Network
third and findl 1960 business meeting and fall
creative convention. Blsmarck Hotel, Chicago.
°0Oct. 14—South Carolina AP Broadcasters. Co-
lumbia, S.C.

Oct. 16-17—Texas Assn. of Broadcasters fall
convention. Sheraton Dallas Hotel, Dallas.

Oct. 16-18—National Education Television &
Radio Center annual meeting of managers of af-
filiated stations. Rickey’s Palo Alto, Calif.

Oct. 16-22—Fifth International Congress on High
Speed Photography, sponsored by the Society
of Motion Picture & Television Engineers. Shera-
ton-Park Hotel, Washington, D.C.

Oct. 18-21—National Assn. of Educational Broad-
casters annual convention. Jack Tar Hotel, San
Francisco.

Oct. 20—Southern California Broadcasters Assn.
luncheon at Hollywood Knickerbocker. Anderson
& McConnell executives will lead the discussion.

AWRT Conferences

Sept. 16-18—American Women in Radio
& Television hoard of directors meeting.
Statler-Hilton Hotel, wWashington, D.C.
Sept. 23-25—AWRT southwest area con-
ference. Skirvin Hotel, Oklahoma City.
Sept. 30-Oct, 2—AWRT southern area
Music City, USA conference, Andrew Jack-
son Hotel, Nashville, Tenn.

Sept. 30-0Oct. 2—AWRT New England con-
ference, Springfield, Mass.

Oct. 7-8—AWRT Heart of America con-
ference. Chase Hotel, St. Louis.

Nov. 4-6—AWRT Pennsylvania conference.
Harrisburg, Pa.

AAAA Conventions

Oct. 13-14—American Association of Ad-
vertising Agencies, central region annual
meeting. Ambassador West Hotel, Chicago.
Oct. 16-19—AAAA, western region annual
conventlon. Hotel del Coronado, Coronade,
Calif.

Nov. 2-3—AAAA, eastern region annual
conference, Biltmore Hotel, New York.
Nov. 30—AAAA, east central reglon an-
nual meeting. Statler Hilton Hotel, Detroit.

NAB Fall Conferences
Oct. 13-14—Biltmore Hotel, Atlanta
Oct. 18-19—Sheraton-Dallas, Dallas
Oct. 20-21—Mark Hopkins, San Francisco
Oct. 24-25—Denver-HItton, Denver
Oct. 27-28-—Fontenelle, Omaha, Neb.
Nov. 14-15—Stat|er Hilton, Washington
Nov. 21-22—Edgewater Beach, Chicago

Nov. 28-29—Biltmore Hotel, New York J,;
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. . . decidedly Cleveland’s #1 station. Wooing

Cleveland? Let first-place WHK be your Cyrano. WHK,
with its 26.9%, share in the morning. WHK, with 34.99,
share in the afternoon. WHK, with an all-day

average of 31.1%,. (Next station: 22.3%.)* What makes WHK so

irresistible? Metropolitan’s new concepts of service,

news and showmanship, ready to go to work for your proposal.

Just whisper sweet somethings to Blair, or

General Manager Jack Thayer (EXpress 1-5000). H K

Cleveland

Division of
Metropolitan Broadcasting
Corporation

*Hooper, June-July, 1960, 7 a.
Puise agrees 21,1%; avara tal
In and out of home, June, 196
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. . . O’Hare International, the “jet capital,” is the largest com-
mercial airport in the world. Its ten-square-mile complex
now handles over 125 jet flights a day. And with the com-
pletion of its $120,000,000 building program in 1962, it will
| be capable of handling twelve million passengers annually!

In Chicago

WGN

TELEVISION

—owned and operated by
Chicagoans—is dedicated to
quality programming and

community service.

WGN IS CHICAGO

Quality - Integrity « Responsibility




MONDAY MEMO

from LINCOLN SCHEURLE, radio-tv producer, J. Walter Thompson Co., Chicago

Get ready for the ‘cinematic sixties’ in tv!

Where is broadcast advertising—and
in a sense, all advertising—headed in
the decade ahead?

In the late 1940s, to meet the chal-
ienge of television, the most potent
means of communication known, adver-
tising—the propelling force behind mod-
ern capitalism—united with the cine-
matic form of expression. The result:
cincmatic advertising. (Of course, 1
mean not onty filmed but live and video
tape tv advertising—both variations of
the cinematic form.)

Cinematic advertising is utterly dif-
ferent from most of the prevailing
forms prior to television. Since the
start of this century, both advertising
and the “motion picture” form of ex-
pression developed into major business
forces. But there was very little creation
of cinematic advertising before tv.

The Marriage ® Thus, one of the
major developments in advertising in
the 1950s was the determination of ad-
vertising people to learn this new form
of advertising and of film-tv people to
fearn how to use film-tv for advertising
purposes. The result has been the emer-
gence of the cinematic advertising man
—writers (both print and tv), art direct-
ors (both print and tv), producers, copy
group heads, account representatives
and advertising managers.

The development of cinematic adver-
tising people is not complete, any more
than any advertising practictioner can
claim to have learned all there is to
know about this business. What the
1950s have produced is a number of
people within agencies, client manage-
ments and studios who can produce
rather effective cinematic advertising on
a relatively economical and consistent
basis.

The 1960s will see its further propa-
gation as television becomes interna-
tional.

First Generation ® Although the mo-
tion picture form was perfected in sev-
eral ways in the first half of this cen-
tury, many educational institutions only
now are beginning to teach the cine-

atic form. “Film” courses are becom-
i ot only part of “speech” degrees
but w il be integrated in commerce and
advertising majors as well. We will see
far-reaching ecffects from those *“cine-
matic 1duates entering television in
the 1960s. Those leaving college will be
the first generation who almost from
birth have been exposed to all varieties
of the cinematic form, largely through
television.

20

Nearly all current textbooks on
(print) advertising principles, on copy-
writing and even on television adver-
tising, will undergo extensive revision.
Few reflect the key differences between
the two very divergent forms: “print
advertising” and “‘cinematic ad vertising.”
We learned 1n the 1950s that cinematic
advertising is not only a new and unique
form of advertising expression in itself,
but that this fact often became confused
with the business of television as a
means of communication—a means of
transmitting “tv-translated” print adver-
tising as well as a more truly cinematic
kind. Thus, in the 1960s, we will see
the appearance of advertising texts as
knowledgeable in the cinematic forms
as in the printed.

Clearer distinctions will be made be-
tween secmingly similar areas of ac-
tivity throughout broadcasting. For ex-
ample, in clarifying areas of broadcast
activity, network-station and agency-
broadcast media operations will become
as distinct an area of activity as feature

Linc Scheurle was with CBS New York
for three years as radio producer and
researcher. Laier he aiso worked for
Hugo Wagenseil & Assoc., Duyion,
Ohio, Francis Hooper pr firm and
Foote, Cone & Belding, Chicugo, as
producer hefore joining JWT in 1952
as 1v copy writer. He was named pro-
ducer in 1956.

film distribution, exhibition and theatre
operation were in the 1930s. This sta- ©
tion-media area has as much to do with
the creation of cinematic advertising |\
as the distribution-exhibition of *“mov-
ies” had to do with the direct creation
of cinematic products. Likewise, the |
problems of creating cinematic adver-
tising and the problems of radio-tv
programming are not at all the same—
although, in agencies, both generally |
are solved by “radio-tv people,” Pro- -
gramming and creative cinematic ad-
vertising have as much in common as
a third area of radio-tv activity: the |
manufacturing and servicing of sets.

Other Changes ® Television research |
will improve as it learns to understand U
more about the cinematic form of ad- |
vertising. Already, the men who direct
this research are adjusting their think-
ing from years of research-conditioning
in a print-oriented society. They have |
found that the methods used for testing
print advertising are often inapplicable
to the testing and evaluating of cine-
matic advertising. Tv research tech-
niques will become as fully “cinematic-
ally oriented” as print research is now
being perfected for the evaluation of
print advertising.

Of course, print advertising itself will
undergo changes—even more than it |
already has since the coming of tele- |
vision. Naturally, the creative innova-
tions of print adapted in tv advertising
are as welcome as any “cinematic ex- |
citement” that can be “caught” in “ads.”
The 1960s will seec a great deal more
of this—and advertising will be all the
better for it.

The advertising business can be very
proud of itself because of this gradual
synthesis. In little more than a decade
it has produced a new creative entity,
by being willing to adjust many adver-
tising principles not necessarily applic-
able to the cinematic form of advertis-
ing. Also, it has had to master a whole
new medium of expression—one so
vastly more complicated and expensive
because it includes all the other forms
of expression while being a form all
of its own, with its own creative charac-
teristics.

If the future leaders in advertising,
knowledgeable in the cinematic form,
can show the same alertness, determi-
nation to learn and sound judgment in
planning for the next 10-20 years of
advertising in world markets, we have
nothing to worry about in the “cine-
matic sixties!”

BROADCASTING, September 12, 1960
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OLD NEW ORLEANS FAVORITE

Y

Prepared by Chef Dan Evans at the Potchartrain Hotel

WWL-TV. .. new New Orleans Favorite

Here’s how to make

Shrimp Creole:
Put 3 thsp. shortening in
heavy pot; heat. Chop 1
large onion, 2 stalks celery,
2 small green peppers. Sauté
in hot shortening until tender,
but do not brown. Add two
cups canned tomatoes, 1 cup
tomato paste, 2 bay leaves,
1 [b. peeled and deveined
shrimp. Cook 45 minutes to
1 hour. Salt and pepper to
taste. Serve over base of
ccoked rice. (Rice should be
steamed until light & fluffy.)
Serves 4. Superb with a bot-
tle of rosé wine.

BROADCASTING, September 12, 1960

Seven days each week the New Orleans audience now gets
comprehensive reports of local and world news on WWL-TV
—- New Orleans’ most alert reporter. WWL-TV’s expanded
news coverage includes:
Mon. 15 minutes of news 8:00-8:15a. m.
thru 45 minutes of news, sports and weather each afternoon 5:45-6:30
Fri.  15-minute news final nightly 10:30-10:45

SET. 30 minutes of news, sports and weather 6:00-6:30 p. m.

15-minute news final 10:00-10:15 p. m.

Sun. 15-minute Sunday news special 10:00-10:15 p. m.

Ask Katz about WWL-TV’s big new news lineup.

Wi-TV-

NEW ORLEANS




Nex-us

(nek’sus) n.

1. interconnection;
tie; link

2. e.g. The Barry
Gray Show on
wimea where the
warld-famous
meet nightly
from 11 to 1 AM.

tth'e straus broadcasting group

NEW- I YORK  AM Radio,Sales

B Jack Masla & Co., Inc.
i

(. (4
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Radio and the whole man

EDITOR: Your editorial titled “False
alarms” (Aug. 22 issue, page 94) com-
ments that the demise of the soap opera
has thus far received little attention.

It has received a great deal of mine
—and should at least be considered by
others, 1 think. Even vagrants buried
at public expense often rate a short
eulogy.

I regret more the new spirit of the
times, which makes the soap operas
economically untenable, than the loss
of the soap opera itself.

I do think one big point has been
overlooked in the revolt against the
soaps in favor of “information” type
programs. People are not all mind—
there’s body and emotion and imagina-
tion there, too . . .

When radio ceases to entertain as it
informs—radio will cease. And the two
greatest informer techniques man has
ever used are drama and poetry. An
age which rejects them will reject the
facts and philosophy they could convey.

We'll probably be money ahead
without the soaps. That’s a sadder situ-
ation than any soap opera writer ever
devised.—Puatrick E. Lee, Radio Man-
ager, KFBB Great Falls, Mont.

Clear channel issue

EpiTOr: It was with interest that I read
your recent article concerning the
pragmatic approach of FCC Commis-
sioner Robert E. Lee in the area of
commercial announcements [“How Lee
forced ceiling on commercials,” page
64, Aug. 29). Mr. Lee took a stand on
a matter of frequency of spot an-
nouncements by listening to his radio
—rather than the usual abstract method
of statistical compilation.

I hope Mr. Lee’s practical approach
will prevail with regard to the clear
channel issue. 1 hope he will use his
radio again and attempt to determine
how many of the 24 clear channels he
can receive with a listenable signal.
(Theoretically he should be able to
receive a good signal from all 24 since
they justify sole possession of a fre-
quency by claiming national coverage.)
The abstract arguments of the clear

E=£"7 BROADCASTING

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

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

OPEN MIKE®

channel licensees may then become as
superficial as the commercial statistics
that stations submit.—Robert 1. Miller,
6233 N. Kildale Ave., Chicago.

KYA’'s experiment

EDITOR: | cannot qualify as a spokes-
man for the radio industry, but there
must be many, many radio managers
teday who, like myself, can only shake
their heads in amazement after reading
Mort Wagner’s article, “Can radio
make purity pay” (page 34, Sept. 5).

By direct inference does Mr. Wagner
admit to such cardinal sins as multiple
spotting, barter, Pls, percentage busi-
ness and above all, over-commerciali-
zation on his station and his other
properties? And now, “All this is going
to stop for six months on KYA as of
September 15th” even though the re-
mainder of the group will continue in
the now “renounced” policy.

Where has Mort been in hiding? The
majority of well-operated stations have
been practicing Mr. Wagner's newly-
discovered *‘formula” for many long
years.

Nevertheless, 1 for one am delighted
to welcome Mort into the fold of “legiti-
mate broadcasters.” You'd be surprised,
Mort, how green the grass really can
be.—Thomas S§. Carr, Vice President
and Muanager, WBAL Baltimore.

P.S.: Mort left out one important
point, No. [7-—all recordings and
be spun at their

transcriptions will
proper speeds.

Here are the next 10 days of network
color shows (all times are EDT).
NBC-TV

Sept. 12-16, 19-21
Price is Right, part.

Sept. 12-16, 19-21 (12:30-1 p.m.} It
Could Be You, part.

Sept. 14, 21 (8:30-9 p.m.) Price Is
Right, Lever through Ogilvy, Benson &
Mather and Speidel through Norman,
Craig & Kummel.

Sept. 16 (9:30-10 p.m.) Masquérade
Party, Haze! Bishop through Donahue &
Coe, Block Drug through Grey Adv.

Sept. 16 (10-11 p.m.) Moment of Fear,

(11-11:30 a.m.)

Lever through Sullivan, Stauffer, Colwell
& Bayles.
Sept. 17 (10-10:30 a.m.) Howdy

Doody Show, Continental Baking, Nabisco
through Ted Bates.

Sept. 17 (10:30-11 a.m.) Ruff and
Reddy Show, Borden through Benton &
Bowles.

Sept. 17 (7:30-8:30 p.m.) Bonanza,

RCA through J. Walter Thompson.
Sept. 18 (9-10 p.m.) The Chevy Mystery
Show, Chevrolet through Campbell-Ewald.

Additions

Sept. 18 (7-8 p.m.) The Shirley Temple
Show, RCA through J. Walter Thompson
and Beechnut Lifesavers through Young
& Rubicam,

Sept. 19-21 (11:15 p.m.-1 a.m.} The
Jack Paar Show, part.

Sept. 20-21 (10:30-11 a.m.) Play Your
Hunch, part.
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CLAIM

Nielsen Station Index
Is your best source
of station audience facts

PROOY
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- Proof of this claim is yours for e
the asking. It is a fact-filled visual g‘&
demonstration of Nielsen sampling, |==" \
data gathering, and checking and ” i
control procedures, from which we

believe you will see that... ;

*

NS /s the only validated source of
station audience facts available today...
~ prowa’mg reliable information
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FOR ALL THE FACTS

CALL .. . WIRE ... OR WRITE TODAY

Mielsen “tation ‘ndex

360 N. Michigan Ave., FRanklin 2-3810

NEW YORK 22, NEW YORK

a service of A. C. Nie/sen Company
575 Lexington Ave., MUrray Hill 8-1020

2101 Howard Street, Chlicago 485, lllinols » HOllycourt S-4400 MENLO PARK. CALIFORNIA
70 willow Road. DAvenport 5-0021
Y
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IN PITTSBURGH

Take TAE
and See..,

how top production
facilities make hot
adjacencies even hotter

o Pittsburgh's largest studio space: two huge
drive-in studios . . . spacious outdoor facilities
... two in-studio bowling lanes!

Two dual control rooms, each with custom-
designed and built RCA audio boards, tran-
sistorized switchers, and the latest RCA
special effects amplifiers.

e Four Vidicon film chains; four 16mm pro-
jectors and two 35mm slide projectors.

e Ampex VideoTape facilities.

» Coniplete production facilities for 16mm
sound or silent film . . . 35mm slide produc-
tion equipment . . . fully equipped art de-
pariment, scenic and prop shops.

TeleScript production aids . . . TelePro rear
projection units.

Full 106,000 watt signal power: two trans-
mitters, two antennas withindependent trans-
mission lines, and three power supply sources
at the huge transmitter installation.

BASIC ABC IN PITTSBURGH

] IN PITTSBURGH

BIG TELEVISION

CHANNEL

24

- _BOOK REVIEWS __

® “Television and Radio News” by
Bob Siller, Ted White and Hal Terkel,
McMilan Co., New York, 224 pp.;
3$5.95.

A guide for radio and television
newswriting for both beginner and
veteran alike based on numerous na-
tion-wide compilations on the gather-
ing and disseminating of facts to a
mass media. The authors, veterans in
the field of radio-tv news, have put to-
gether a work providing the student
and newcomer with basic knowledge
necessary to Jaunch his career. It offers
the professional new ideas drawn from
practices of stations and networks
across the country.

The reader learns of the exacting
process of bringing the news to the
eyes and ears of the public, the prob-
lems involved and how they are solved.
Samples of actual scripts are used to
illustrate clarity and how to make
them most effective to the audience.

It is a timely work—and an im-
portant one—when you realize that in
1959, United Press International sold
its news services to almost one third
more broadcasting stations than news-
papers, proof that radio-tv news has
become a power to be reckoned with.

w “Muass Communications” (Second
edition) edited by Wilbur Schramm,
U. of lllinois Press, Urbana, Hl., 695
pp: $6.50

Since publication of the first edition
in 1949, the medium of television has
come of age. It is this development and
the changes in mass media which tv
wrought that make a revised edition of
this book desireable.

Essentially, Mass Communications is
a collection of writings sclected and
edited by Mr. Schramm, who is direc-
tor of the Institute for Communication
Research at Stanford U. It approaches
its subject from the viewpoint of the
social scientist. In this second edition
more than a dozen new essays have
been added and new, up-to-date statisti-
cal tables have been inciuded.

In his concluding chapter, Mr.
Schramm asks the question, “Who is
responsible for the quality of mass com-
munications?” His answer — a “dis-
criminating public.” He sees the pub-
lic’s responsibility as being that of an
“active, discriminating audience” mak-
ing its needs known to the media. “To
the extent that the public is less than a
full partner, government and media will
fill the gap . . .” Mr. Schramm con-
cludes that if the public does not exer-
cise its responsibility, “we deserve only
what we get.”
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Needs and

e, ¥

**... To Serve with Vigor
the Needs and Welfare of South Florida

9

and our Country ...

—f{rom management creed announced when
WCKT 100k the air Sunday,
N\ July 29, 1956
. } &

In early June of this year, WCKT, Channel 7 in Miami, completed mailing its annual
edition of the WCKT Public Service Report. It was entitled “NEEDS™ and covered 1959.
“NEEDS” was put in the hands of several hundred responsible South Florida citizens
. . . leaders in education, religion, government, professions, labor and business. The
half-inch book reported WCKT’s efforts to meet the NEEDS of the COMMUNITY,
NEEDS for EDUCATION, NEEDS of the SPIRIT, the NEED to be INFORMED, the
NEED for an AIRING of ISSUES, and the NEED for NEWS.

Accompanying the 1959 NEEDS report, WCKT furnished these leaders a question-
naire, asking . . .“IN THE ORDER OF THEIR IMPORTANCE, WHAT ARE SOUTH
FLORIDA’S GREATEST NEEDS AS OF NOW?”

The replies are in, and the answers are being used in the planning of an even greater
year of service based upon the “NEEDS” of our community as our citizens see them.

For a copy of the report and questionnaire, write to NEEDS, P.O. Box 38 M,
Broadcast Key, Miami, Florida.

BISCAYNE TELEVISION CORPORATION
WCKT WCKR-AM-FM
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BIG SWING TO INFORMATION SHOWS

In new tv network schedules: 190 prime hours for journalism

The television networks will fill $22
million worth of prime time with broad-
cast journalism in the 1960-61 season
—more than double the volume of such
programming in 1959-60.

Last secason the three networks de-
voted a total of 84 prime hours, worth
some $10.5 million, to information
programming.

In the new season that is about to
start about 190 of television’s choicest
hours have been set aside for informa-
tion programming.

These calculations do not include
the time that will be given to the
Kennedy-Nixon debates or the hard
news coverage of the political campaign
to be carried between now and the
Nov. 8 election. They do not include
programs scheduled for time periods of
lesser value in early evening or Sunday
afternoon or any weekday daytime
shows like the seven, high-budgeted
Purex-sponsored specials for women
that NBC-TV will air. Neither do these
calculations include estimates of prime-
time coverage of spot news events that
cannot be scheduled in advance. They
pertain only to journalism specials and
series now scheduled for prime night-
time presentation during 1960-61.

More than Promised ® The [90
prime hours now scheduled go far
beyond the minimums the networks

promised to present when they agreed
to the "“Doerfer Plan” during the worst
of the broadcasting crises last winter.
At that time, acting on the suggestion
of John Doerfer, then chairman of the
FCC, the networks issued a statement
of intention to broaden information
programming at peak viewing periods.

BROADCASTING'S estimate of $22 mil-
lion for information shows in the up-
coming season pertains only to the gross
value of the time. The total amount to
be spent by the networks for produc-
tion cannot be accurately forecast. But
some of the prestige shows will carry
production budgets running up to
$200,000.

Here arc the king-pins of the net-
works’ information shows:

CBS Reports on CBS-TV slotted in
various prime-time hours twice a
month, a total of 26 hours of program-
ming; Bell and Howell Closeup, a series
of 15 shows, 5 of them one-hour in
length and 10 half-hours, a total of [0
hours on ABC-TV; White Paper, a
series of six one-hour, once-a-month
shows on NBC-TV; Qur Nation's Fu-
ture which starting Nov. 12 will pro-
gram an hour-long live debate cach
week with the exception of the third
week in which a half of the hour will
be turned over to affiliates.

The Underwriters ® Though as a rule

public information programs are dif-
ficult to sell (BROADCASTING, April 25),
a good many of the shows in prime
hours will be sponsored this season. The
money coming in from advertisers,
while hardly placing the programming
on a pay-as-you-go basis, will offset
some of the program expense and fa-
cilitates station clearances. Some affili-
ates are reported to have resisted when
asked by the networks to clear sustain-
ing public affairs programs.

This is what each network will be
programming in prime time public in-
formation:

On ABC-TV ®» ABC-T\''s “Doerfer
Plan” programming will consist of
Churchill Memoirs on Sunday. 10:30-
1l p.m. starting Nov. 27 and appear-
ing weekly (production cost per show
approximately  $50,000), filmed by
Screen Gems under ABC-TV's super-
vision and control, Bell & Howell spon-
soring several in the scries; and Expedi-
tion Tuesday, 7-7:30 p.m. starting Sept.
20 (programmed two weeks out of
three), sponsored by Ralston Purina
{(show cost about $20,000)

In addition ABC-TV will carry 15
Bell & Howell Closeup programs. the
first episode, “Cast the First Stone”
dealing with prejudice and discrimina-
tion, will be broadcast Sept. 27, 9-10
p.m. The network also will have at least

Launching o series ® In the lirst of this season’s CBS Re-
Murrow (1)
Polaris Project with Rear Adm. William F. Raborn Jr.,
chiel of Nuvy specinl projects, on the deck of an atomic
subminring. Encouraged by the success of “Profile ol a
Missile’™ on this series last year, CBS-TV spent a vear and
i half preparing the sequel to be shown Scpt. 29,

porty progrums, Edward R,
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discusses  the
conventions, Chet

Huntley
slated tor a mounthly hour-long series of in-depth specials
on NBC-1V, The World of Huntley and Brinklev. The
team will spearhead that network’s 1960-1961 thrust into
the fickl of public nflairs programming.

Bright prospects ® On the strength of their sparkling per-
formances in leading the popularity ratings during  both

(1) aed David Brinkley are



The emergence of information
programs from “the Sunday after-
noon ghetto” into prime time has
brought to the fore the men who are
in charge of such programming.
With a heavy commitment to am-
bitious journalistic projects in the
scason ahead, the top public affairs
specialists from each of the tv net-
works last weck told BrOADCASTING
their overall plans and public affairs
philosophies.

Direcung CBS-TV’s information
programming  schedule is Fred
Friendly, executive producer of CBS
Reports.  Irving Gitlin, exccutive
producer, creative projects, NBC
News, is overseer of NBC-TV's pub-
lic affairs specials. Thomas Velotta,
vice-president for special projects,
news and public affairs, shapes ABC-
TV's plans in that area.

NBC’s Approach » Mr. Gitlin
paints a broad picture of new v
techniques and stimulated thinking in
public affairs programming. On
W hite Paper, 10 be narrated by Chet
Huntley for example, the network
will make use of “individual report-
ing with an emphasis on making the
news.” The U-2 show, he points out,
uses the talents of 30 reporters (some
are from NBC'’s stafl, others are top
newsmen and news specialists sclec-
ted from around the nation). The
topics to be explored are unusual but
relate to daily experience, dealing
with such subjects as “public rela-
tions boys,” featherbedding, govern-
ment by publicity and the Ameri-
can press.

On the intended use of animation
with film and the selection of broad
subjects from treatment in the White
Paper series, Mr. Gitlin comments:
“We realized tv’s shortcomings form-
erly—if no pictures are available

there's no program and no story. We
must exercise our muscle as a jour-
nalistic medium—Iet people know
what’s going on and where they fit.
We believe that we can do six such
programs well. There's danger to
overextending.” (He estimates it takes
six months’ preparation for each
White Paper.)

The Purex specials are also
challenging. Programs will explore
frigidity in women, religious inter-
marriage, the working mother, the
widow with children and the single
woman. These five and two repeats
comprise seven daytime specials.

Another of Mr. Gitlin’s ambitious
projects is Our Nation’s Fuiture. In
a live appearance before a live audi-
ence, two leaders will hold discus-
sion-debates on the ‘“cardinal issue
of our time, using tv to stimulate de-
bate and permitting the audience
to participate.” In this series, formal
debate, informal discussion, audi-
ence questions and remotes (“to get
a regional flavor”) will be included in
the format. On the week that a half-
hour is turned over to affiliates, those
stations can schedule a local fol-
low-up debate on similar topics.

Friendly & Assoc. ® Fred Friendly
who with Edward R. Murrow formed
a near-legendary tcam on the See [t
Now forerunner of the probe-in-
depth tv journalism show, heads that
network’s priority series, CBS Re-
ports. Mr. Friendly will again have
Mr. Murrow and other top CBS cor-
respondents (Eric Sevareid, Howard
K. Smith, Bill Leonard and others)
to draw from in the new season’s
cfforts. He will also have a backlog
of ncarly a dozen CBS Reports from
the 1959-60 series such as “Popula-
tion Explosion” and “Biography of a
Missile,” both highly acclaimed.

NEW STATUS FOR SERIOUS PROGRAMMERS

Programs in the works include
*Death on a Holiday”, dealing with
traffic accidents, filmed by five sepa-
rate teams over the Labor Day week-
end to be scheduled before the New
Year’s holiday; “Harvest of Shame,”
about migrant workers (this may be
telecast in two parts); a depth re-
port on the economy; an exploration
of where the voting power lies in the
country; a program on the drug busi-
ness, and a new Walter Lippman in-
terview.

Mr. Friendly deals with “portraits”
in his See It Now tradilion, uses
35 mm film in shooting because he
likes the editing and mobility advan-
tages. “Anything else is only semi-
professional”, he says.

During the interview he brought
up his pet description of how he
works in television: We use a 2,000-
Ib. pencil to report.” The pencil en-
compasses 35 mm equipment, audio
tape, camera and cameraman, lights,
technical man and reporter. With
this package unit, CBS Reporis con-
ducts its reporting cross country
and abroad—"Can you imagine cart-
ing this poundage around the
world?” he asks.

Mr. Friendly notes that in 114
years his group has jumped from an
assigned 10-11 shows per season to
26 (actually 20 or 22 originals, since
some will be repeated). He recalls
that in the peak season of See Ir
Now his group scheduled but 9 one-
hour shows.

‘Tv 2 Must’ ® In quiet tones Mr.
Friendly shows a passionate concern
for the country’s future: “How can
a democracy compete with a mono-
lithic government where one guy
makes a decision? In a democracy
when all of the people are as well
informed as possible, there’s prom-

four other one-hour documentaries in
prime time next scason.

On CBS-TV s CBS-TV’s “Doerfer
Plan” programming will include Eye-
witness to History, a depth study of a
current news subject, on Friday, 10:30-
I'1 p.m.,, starting Sept. 30, full sponsor-
ship for 52 weeks by Firestone Tire &
Rubber, at a production cost of ap-
proximately $34,000 and Face the Na-
tion on Monday, 10:30-11 p.m., start-
ing Sept. 19 with Schick and Esquire
(boot polish) co-sponsoring, and one-
third of the time, every third week,
turned back to stations.

The prestige series on CBS-TV will
be CBS Reports, each program an hour
long with the first, “Year of the Po-

28

laris” {story of the nuclear sub-launched

ballistic missile), on Sept. 29 at
9:30-10:30 p.m. There will be at
least 25 additional hours pro-
grammed through the coming tv

year (a few hours will be repeats).
Sponsorship starts in January when
Olin  Mathieson picks up the tab
for at least 13 shows and may buy
more. As sct, CBS Reporis will come up
with a new show every two weeks. Pro-
duction cost per show will vary in the
range from $50,000 to over $100,000.

Other CBS-TV prime-time public in-
formation program plans for the season
include a group of at least three one-
hour Tomorrow specials (first entitled
“Thinking Man” on Oct. 26) sponsored

by American Machine & Foundry. A
special on education (and produced by
a CBS Reports unit) is called “In-
fluential American™ and will be spon-
sored by General Electric in the Nov.
13, 9-10 p.m. period.

Another: Travelers Insurance’s “Ac-
tuality Revue” on Oct. 24, 8:30-9:30
p.m.

Two specials, William Holden’s Hong
Kong and The Hatemongers, each of
which runs an hour, may be slotted.
CBS-TV is secking sponsorship.

On NBC-TV = NBC-TV will have
a new look under the public affairs re-
gime instituted by Irving Gitlin, form-
erly with CBS-TV and now exXecutive
producer, creative projects, NBC news
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ise. All media ought to be informing
people—and tv is a must on this
road. It seems tv is here at this mo-
ment just when needed most.”

He and Palmer Williams, associate
producer, estimate a “nominal” story
can take as short a preparation time
as eight weeks, but there are stories
such as the financial report that’s
been a year in the making and Po-
laris has taken a year and a half.
CBS Reports has five camera crews,
expects to expand to six. Notes Mr.
Friendly: “As much goes into each
report as in the writing of a book.
As for our story selection, it is by the
seat of our pants.

ABC-TV’s 15 Documentaries =
Back in February ABC-TV, as part
of its news and public affairs ex-
pansion, appotnted Thomas A. Ve-
lotta vice president for special proj-

MR. FRIENDLY

ects, news and public affairs. Mr.
Velotta has been working closely on
Closeup with John Daly, vice presi-
dent in charge of the department and
narrator of the 15-show series.
Programs set include “Cast the
First Stone” on Sept. 27, document-
ing racial prejudice and discrimina-
tion in the North, and four other
shows titled “The Money Raisers”
(charity collection business); “Carib-
bean Crises” (on Haiti and Ven-
ezuela); “Troubled Water” (pollu-
tion of American water resources)
“What’s the Proposition” (How an
indifferent electorate can ratify
propositions by default by indif-
ference), the last named on Nov.
3, before Election day, and two
untitled programs, one studying
featherbedding, and the other Africa.
As many as four camera crews

(contracted from Telenews) are at
work on a single day, Mr. Velotta
reports. “We select topics which meet
certain requisites—for example, can
they be informational, are they sub-
jects of great concern to the Ameri-
can pcople and do they affect the
lives of a great many people?”’

Indicating how far in advance re-
search must begin on a *“depth pro-
gram”, he noted that for an as-
yet-unscheduled Closeup, ABC-TV
has been shooting film in the Congo
for some time.

All networks report generally the
same “pool” for additional people
needed to staff the increased ac-

tivity in the area of public affairs.
Most are taken from the news areas.
Mr. Velotta noted that cach of his
seven unit producers at onc time
served as an editor in ABC News.

MR. VELOTTA

and public affairs. The “Doerfer Plan”
program will be filled by Our Nation's

Future, Saturday, 9:30-10:30 p.m. (a

half-hour on every third week turned
over to affiliates for local public serv-

ice programming), starting Nov. 12. It

will feature discussions-debates by na-

tional and world leaders.

Another Gitlin-developed series on
NBC-TV will be White Paper (produc-
tion cost per show $100,000 and over),
which will open Nov. 29 with the first
(on the U-2) of a planned six (one a
month) for the season. This program
will be on film (and also using anima-
tion techniques). Neither Paper nor
Nation’s Future has found a sponsor.

Purex will back five nighttime spe-
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cials on NBC-TV, two of them Project
20 shows in the broad public informa-
tion category, the other three skirting
the entertainment  program  arca

(dramas based on incidents in the lives

of real people).

A special “Story of a Family” will
be slotted by NBC-TV in a prime hour
on Nov. |4 and will recap the story
of the country by concentrating on
episodes in the life an an American
family. A group of four shows, Journey
Into Space, that would be programmed
along the idea of “Project Echo,” hall-
hour documentary in primeé time, are
contemplated and are being oflered for
sale  to advertisers (BROADCASTING,
Aug. 29). These are under the aegis of

Jutian Goodman, NBC director of news
and public affairs.

A top prime-time, hour-long pro-
gram now under development but not
vet proposed to agencies for possible
sponsorship in the new season is The
World of Huntley and Brinklev. This
program presumabiv would be slotted
once a month and would utilize the
talents of the two commentators who
starred for the network in political con-
vention coverage this summer,

Still More Information ® Aside from
the heavy commitments in prime time,
the networks will continue carrying a
big volume of information shows in
other periods.

NBC, for example, has a new series
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HE'\'RY FREDERICK PRINCE OF WALES
—wnknown English Painter—1603

K-NUZ is the NO. 1" BUY

at the lowest cost per thousand!

*See latest Pulse or Nielsen National Reps.:

THE KATZ AGENCY,
INC.

New York
Chicago

* ‘Detroit
Atlanta
St. Louis

San Francisco

Los Angeles

. Dallas

IN HOUSTON.
CALL DAVE MORRIS
JAckson 3-2581

MEMBER OF
TEXAS QUADRANGLE
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of seven, high-budgeted Purex-spon-
sored Specials for Women that will
start Oct. 14 in the 4-5 p.m. period.
The first show is “The Cold Woman”
which will explore sexual and emo-
tional frigidity in women.

The top non prime-time shows would
include among others Meer the Press,
the Wisdom series (filmed interviews
of top people in the news) and Cher
Huniley Reporting all on NBC-TV;
Prudential’s continuing Twenrieth Cen-
tury weekly half-hour series, FY/ and
Sunday News Speciul (both cross-overs
from news to public affairs) and UN in
Acrion on CBS-TV; Johns Hopkins
File, College News Conference and
Open Hearing on ABC-TV. To these
will be added the traditional year-end
roundup specials.

These firm network plans for infor-
mation shows are apart from all net-
work’s immediate concentration on
politics in this election year. Expensive
prime hours will be utilized for the
Kennedy-Nixon all-network appear-
ances, for various special campaign
series and programs developed by each
network, and preemptions paid for by
the parties (see story, page 60).

Indomitable Sir Winston ® Churchill
Memoirs is ABC-TV’s prime prestige
entry in tv journatism. The series will
be fitmed by Screen Gems at an ap-
proximate production cost of $50,000
per show. It will be seen Sundays from
10:30-11 p.m. starting Nov. 27. Bell
& Howell, photographic equipment
manufacturer, will sponsor several of
the episodes.
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WSB-TV is biggest in Atlanta, Georgia . . . and
Atlanta is bigger than ever. Confirmed 1960 census
figures show over one million people living in the
metropolitan area. And month after month more
of these people watch WSB-TV. Latest ARB figures,
for January through June, 1960, show WSB-TV
average share of audience from 9 a.m. ’til midnight
at 42.6%—and Atlanta is a 3-station market. This
proved preference for one station is sustained' by
superior local programming, top news service, staff
work of unexcelled professional quality, and 12
years of viewing loyalty. More than ever greater
Atlanta is the big market in the booming Southeast,
and your advertising belongs on WSB-TV.

Meiropolitan Atlanta

Average Shares

of Television Audience

(Jan.-June, 1960 — ARB)

Average percentages

of Sunday-~Saturday

viewing for all three

statlons on the air.

WSB-TV channel 2 in Atlanta is afflliated with The Atlanta Journal and Constitution. NBC affillate. Represented
by Edward W, Petry & Company. Associated with WSOC/WSOC-TV, Charlotte: WHIO/WHIO-TV, Dayton
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Chrysler line ® The photographer purposely blurred this
photo of seven of the new Chrysler Corp. models previewed
in Miami last weck. None of the new lines will be shown

BROADCAST ADVERTISING

in public until next week. From left: the Imperial, Chrysler,
DeSoto, Dodge, Lancer, Plymouth and Valiant. Not shown:
the Dodge Dart, a big scller in 1960.

HOW CHRYSLER AIMS FOR RECOVERY'

It will back its hot new models with strong radio-tv campaigns

Chrysler Corp., after a model year
of sales successes tempered by man-
agement trouble, plans extensive use of
radio and television to augment the
former and eliminate effects of the
latter.

Eight new lines of 1961 cars with a
total of 92 models in all price classes
were unveiled in Miami Beach, Fla,,
lust week to 125 radio-tv newsmen and
to the press. Chrysler enters the new
model year with this basic philosophy:
Dynamic marketing can give the na-
tion a push ahead to greater prosperity.
Chrysler will use the arts of promotion
and persuasion to acquaint the public
with its new models and to motivate the
purchase of cars.

To start this dynamic approach,
Chrysler used the devices of broad-
cast production as new models were
previewed in a two-day spectacular. It
recreated a political convention with a
howling chairman, demonstrations,
nominating speeches, floor rough-hous-
ing, speeches (short) and its version of
a Huntley-Brinkley team high up in an
clevated booth,.

All the new models will be unveiled
to the public Sept. 28 on NBC-TV as
Chrysler Corp. resumes last scason’s
successful Fred Astaire spectaculars.
“That’s a lot to do in a few commer-
cial minutes,” one top executive said.
Several Astaire programs are planned.

The Image Problem ® During the
two dramatic days, an annual specialty
of Chrysler at new-model time, top
company and agency officials private-
ly woiced their concern and embar-
rassment over the public image created
by the induced resignation of former
president William C. Newburg, charged
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with owning interests in two supplier
compunies. They are harassed, too, by
stockholder suits for receiverships.
These suits brought corporate retalia-
tion in the form of $30 million in
counter suits.

What is Chrysler doing about this
public-image problem?

From an advertising standpoint:
nothing. Except, of course, to make
sure its corporate house is clean and to
try to sell more and better cars. Chrys-
ler figures the best way to improve its
image ts to build good cars and sell a
lot of them.

At the management level there ap-
peared a general belief that no observa-
ble impact on car sales had resulted
from the extensive publicity given the
Newburg incident. It didn’t do any
good, they admit, but no ofticial would
concede there was proof of harm to the
selling eflort.

Leo Burnett, head of the agency
bearing his name, said: “We're letting
nature take its course in Chrysler in-
stitutional advertising.” And Robert
E. Andecrson, Detroit vice president of
BBDO (Dodge), added: “No creative
agency planning has been affected by
these corporate developments.”

Mr. Anderson said: “You in broad-
casting have had a lot of bad publicity
in the last year. Yet the payola charges
involving specific stations and net-
works have had absolutely no effect
on our buying of radio and television.”

While Chrysler has ridden out the
period of bad publicity, it has been
riding the impetus of two highly sat-
isfying developments:

m The corporation increased its share
of the American-built car market by

i

25% in a year, rising to 15.8% of thc‘
market. |
® It introduced the second-ranking}
compact (Valiant) and enjoyed out-|
standing success with the new Dodge |
Dart, a competitor to Plymouth. | %

Now Chrysler enters the 1961 model |
year with a second compact (Dodge
Lancer); a completely overhauled non-!
finned Plymouth; gas economy; a brand
new six-cylinder engine with matching |
transmission; unitized bodies, success-
fully installed in 1960 models; alter-
nators in place of generators, and many
changes in styling.

The Tv Job ® Because of the styling l'
and model changes, Chrysler will place |
emphasis on visual promotion at first|
in an cffort to impress new lines in the |
public mind. This should mean some |
increase in television. Radio will beL:
used extensively, especially at the dealer
level, to clean up used-car and 1960
model inventories. It will be used also
as new models are brought out and |
then more extensively on bhoth a nu-rl
tional and local basis.

The calendar year 1960 will be the .|
second largest automotive year in his- |
tory (BROADCASTING, June 20). Chrys- |
ler executives have watched the public’s
demand for low-priced cars and the |
newer compacts, and the main 1961 |
emphasis will go into this field.

Here is the national agency lineup |
for 1961 models:

BBDO—Dodge Polara (medium-
priced), the successful Dart (low-
priced), Lancer, a new compact, and
trucks (Dodge and a new Dart line).

N. W. Ayer & Son—Plymouth, De-
Soto and Valiant.

Young & Rubicam—Chrysler (three

BROADCASTING, September 12, 1960
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“Dialing for Dollars® is as much a part of the

Baltimore scene as crab cakes, white marble steps and
row houses.

~ “Dialing for Dollars”’
" Ing” audience every day . .
product or service!

4 “Dialing for Dollars®’ has, for years been a daily
«I' viewing habit with most Baltnmoreans . and the facts
prove it!

“Dialing for Dollars’’, on the air Monday through
Friday, reaches an average weekly audience of over
423,900 ADULTS*. And ““Dialing for Dollars’’ has its

reaches a huge adult “buy-
. the perfect vehicle for any

As “Balt:more” as DIALI

ING F0

ane Spots Now A vailable for Fall and Wm ter’

own “built-in" rating system! For example: during the
week of August I, 1960 there were 8 winners out of 15
calls placed. An amazing record for a morning (9:40 -
10:00 A.M.) show in a metropolitan area of over 400,000
telephones listed!

Want more information? We've got all the facts you
need to convince yourself that *“Dialing for Dollars””
is an important TV Buy!

For best results in Baltimore check a// of the New
Season availabilities on WMAR-TV . . . the station that
offers you MORE in this huge 3-Station Market!

*ARB June 1960.

“THE PEOPLE’S CHOICE”

Starring Jackie Cooper
Man. through Fri. 9:00-9:25 AM

COMEDY
IN THE
MORNING

I

:i

L', Sunpapers Television e Baltimore 3, Maryland
¢l Represented Nationally by THE KATZ AGENCY, INC.
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In Maryland Most People Watch

WMAR-TV

“NOT FOR HIRE”

Starring Ralph Meeker
Mondays 6:30-6:55 PM

ACTION
IN THE
AFTERNOON

CBS

TeLEvIBDN
HETwORR

CHANNEL 2

33



Dodge planners ® In photo above, impetus of biggest year
in Dodge history was reflected among advertising executives
as they reviewed media program at Miami Beach news pre-
view of 1961 models. L to r: John McKee, BBDO vice,
president and Dodge account supervisor in Detroit; Charles

Brower, BBDO president; W.D. (Pete) Moore, Dodge
director of advertising and sales promotion; Robert E.
Anderson, BBDO Detroit vice president. Dodge introduced
a compact. the Lancer.

P-D-V media pickers ® In photo at right, six officials of
N.W. Ayer & Son and Plymouth-DeSoto-Valiant division
discuss 1961 model advertising at Miami Beach last week.

b
¥

7
’
Seated (] to r): Jack W. Minor, P-D-V marketing directo
Harry E. Chesebrough, Chrysler Corp. vice president ang
P-D-V general manager; Warner Shelly, Ayer president
Standing: Brudon S. Greene, Ayer vice president; Louis T
Hagopian, Ayer account executive, P-D-V; Richard
O'Reilly, Ayer vice president in Detroit,

models) and the top-of-the-line luxury
Imperial.

Leo Burnett
institutional.

Meltzer Adv.—Simca, small import.

Broadcast Share ® The total Chrysler
Corp. advertising budget has been run-
ning 15% to 20% radio-tv in recent
months. 1t had been higher last winter;
it probably will risc before yearend,
depending on sales trends and availa-
bility of attractive time purchases.
Should a new tv show strike a popular
note, Chrysler might want to sponsor it.

Chrysler’s agencies have drawn ad-
vertising plans for the rest of the cal-
endar year. They are working on 1961
advertising as the fourth quarter ap-
proaches. Radio spots, recorded and
script, have been prepared for national,
regional and local use, and television
plans embrace both network and spot
promotion.

Radio and tv spots will be used
heavily for the new Lancer compact as
well as the rest of the line. Chrysler
feels the public has been conditioned to
compacts as a result of the industry’s
1960 introductions. The 1961 advertis-
ing schedules will again utilize radio’s
flexibility, judging by early thinking at
Chrysler.’

Dodge is Strong m Dodge is in a
happy pesition, with no cleanup prob-
lem. No sales incentives were needed
during the summer, according to W. D.
Moore, director of advertising and sales
promotion. Dealers gencrally are happy,
and the division’s dealer organization is
a strong one. A lot of local and regional
radio and tv time was used during the
summer “to maintain dcaler momen-
tum,” he explained. Sales of Dodge cars
are up a huge 150% over 1959.

The medium-priced Dodges ran about

Co.—Chrysler Corp.
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a tenth of total division output. This
line has been cut to one model, the
Polara. Two different approaches will
be used for Dodges low-priced Dart and
new compact, the Lancer. The Dart
will be advertised as a standard family
car appealing to a broad segment of
the public. The Lancer will be featured
as a spirited car for younger people,
sportier than the WValiant, Chrysler’s
first compact. A big Charger 225 motor
is optional in the Lancer.

Dart, like Plymouth, has been sharp-
ly changed and is pulling away from
Plymouth specifications, with strong
visual revamping. Dodge Div. will have
Lawrence Welk on ABC-TV every other
week, plus the usual cross-commercials
on in-between weeks. Spot radio in
1961 is likely to exceed purchases in
1960 when radio was used to a healthy
degree.

BBDO has prepared two types of
tunes for radio spots, reflecting the
youthful personality of the Lancer and
the “new neighbor” aspect of Dart.
Dodge tv spots will be available to
dealer groups during the autumn. A
new line in 1961 is the series of Dart
trucks.

N. W. Ayer is buying radio spot in
key markets for Plymouth-DeSoto-
Valiant division. Garry Moore Show re-
sumes Sept. 27 on CBS-TV, 9-10 p.m.,
alternate Tuesdays. Diagnosis Un-
known, Garry Moore summer replace-
ment, ran eight weeks. An action-
adventure series, Mr. Garlund, starts
soon on CBS-TV, alternate Fridays,
9:30-10 p.m.

In the Chrysler realignment of pro-
duct last year, giving decalers wider
model lines, Plymouth sacrificed an
estimated one-third of its sales to
Dodge’s parallel Dart. The dealer struc-

ture was revised and Plymouth salesg
per-dealer rose 37% in the 1960 modeft
line as well as calendar year. Plymoutlji
was the first major to start productioifl
of 1961 models, getting under way Augli
| following three years of planning
division officials said.

Air Angled m The large delegation o
radio-tv newsmen at Miami Beacl
received custom-built publicity kit]
containing time-cued scripts for film@
and radio tape. Tv still art appeared ir
a 4x3 aspect ratio. Industry newsmer
spoke highly of the institutional publici
ty sent stations by Chrysler Corp. The
described it as appealing and extremely
soft-sell in brand-name references, witk
public service emphasized. ‘

Chrysler enters the new model yeai:
with the knowledge that four new comd
pacts will be on the market as sweepingf
style and engineering changes arel
planned by most manufacturers. Fivey
new American-built cars appeared ir
the 1960 model year. The introductiorif
of nine new models in this two-year in
terval is unprecedented in the industry.

European builders’ share of the mar-
ket is shrinking as the American indus-
try meets the small-car challenge, ac-
cording to L.L. Colbert, Chrysler pres-§
ident and board chairman.

The 1960 retail market (calendar
year) will reach and perhaps pass 6.5)
million cars of which a half-million are
foreign.

In the last five years low-priced cars}
increased from 55.4% share of markel}
in 1955 to 74.9% currently. By year-}
end low-priced cars will be selling aboutt
80% of the market, according to Mr.}
Colbert.

With its 1960 models emphasizingi
low cost, Chrysler accounted for 15.8% 1
of American-built car sales comparedi
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. Moscow, May Day, 1960.

Networks, newsreels and the press reported the bristling
display of massive power which is May Day in Moscow
—Dbut New Orleans viewers got the picture through the
eyes of their own Terry Flettrich, WDSU-TV Woman’s
Editor. Through films and commentary jetted to New
Orleans they learned the reaction of their Russian
counterparts, the men and women in the streets.

Bimini, Bahamas.

The facilities of WDSU-TV were called on by NBC to
cover the color and excitement of the International
Tuna Tournament in the world’s first over-water telecast.
Not only New Orleanians but the whole nation got the
picture from WDSU-TV,

Néw Orleans.

S , The only television camera in St. Louis Cathedral as

~ President Charles de Gaulle knelt to pray was put there
by WDSU-TV. The nation got the picture—this still
—from a wire service. New Orlednians got the picture
—live—from WDSU-TV.




Poplarville, Mississippi.
A town i the bitter turmoil of a lynching—and the
mobile equipment of the WDSU-TV news department

was first on the scene. New Orleanians got the picture
in authoritative, sober detail from WDSU-TV,

'New Orleans.

The Eastland Committee hearings. Ever since WDSU--
TV was the first to televise the drama of a congressional -
committee in agtion—the Kefauver Committee, 1950—
New Orleanians have turned to WDSU-TV to get the
picture-us it happens. :

New Orleans.

The day you read this, WDSU-TV is presenting another
of its Peabody Award-winning editorials. New Orleanians
look to WDSU-TV to givesthem the picture behind the
news through thoughtful mterpretatxon and incisive,
informed opinion.

- In New Or_‘l“eg"znsr

| gives you the picturé -
~with a 12-man news department,
largest in the South




JAMES

|

corpon BEININE'T"T"

could have been the “ firecracker’of WPTR.

Bennett coined the word “fire-crackers” for his editorials in
the New York Herald over a century ago. He could be writ-
ing WPTR's radio editorials today. They're just as explosive.

Bennett said what he thought without fear. WPTR feels that
same obligation and follows that tradition of independence
in every editorial broadcast over its air. Perhaps that's why
it has become recognized as one of the outstanding news
stations in America. Perhaps that's why more people listen
to it than to any other station in the market according to
Pulse. Perhaps that’s why they truse it so much as well.

The proof is simple and nobody says it better than an adver-
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tiser. At the local level WPTR carries more advertising than
the next three stations combined. At the national level—
WPTR sells more total time than the next 2 facilities put
together. If you want to build a fire in this market—nothing
will do it faster and better than WPTR.

See your EAST/man for full details. Foster & Creed, in New
England.

WBLTR 50,000 WATTS!

ALBANY-TROY-SCHENECTADY
Duncan Mounsey, Exec. V.P.—A division of SCHINE ENTERPRISES.
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to 12.3% a year ago. In 1961 Chrysler
is out to recapture the 20% share of
American car sales it used to enjoy.

Facing a Problem ® In meeting head-
on the problem of Chrysler’s public
image, Mr. Colbert said business man-
agement must discharge the basic re-
sponsibility of showing a profit on in-
vestment but at the same time “must
serve customers and observe the canons
of good taste, good faith and simple in-
tegrity.”

The first thing Chrysler did when it
suspected conflicts of interest in the
front office, he said, was to get the facts
and then act swiftly. Outside counsel
was named to work with corporation
counsel and accountants. The facts
called for “drastic decision and action,”
he said. This was taken.

Then stockholder suits were launched,
with Chrysler retaliating by filing $30
million in libel actions against the suers
on the ground they were destroying
confidence of dealers and stockholders.

All this forced Mr. Colbert to resume
the presidency in addition to board
chairmanship. In any case, the whole
organization is determined to protect
names and prestige built up over nearly
four decades. “Television had its scan-
dals,” one official said, “but seems to
have survived them.”

Mr. Colbert said Chrysler’s gains have
been made in the low-price class, now
dominating the market. A fourth of
the nation’s more than 50 million homes
do not own a car, he said, and Chrysler
is interested in that market. Two out
of every threec sales of new cars are
normally made to customers owning
cars less than five years old, totaling 27
million cars, which he termed *“a broad
target for salesmen to shoot at.”

“All of us are going to do every-
thing in our power to keep the customer
confident about the future and enthusi-
astic about our products and services,”
he added.

Burnett of Burnett ® Board chairman
of agency handling Chrysler Corp. in-
stitutional account, Leo Burneti, smokes
an after-breakfast Philip Morris ciga-
rette, a client’s brand, as he waits for
L.L. Colbert. Chrysler president-board
chairman, to speak at last week's Mi-
ami preview of Chrysler new models.

B Agency Appointments

® Allegheny Pepsi Cola Boitling Co.
appoints W.B. Doner & Co., Baltimore,
lo handle all advertiging, merchandis-
g and public refations. Allegheny's
Pepsi Cola and Cloverdale beverage
franchises cover sections of Maryland,
Ponnsylvania, Delaware and Virginia,

® Baus Neuerburg K.G., Cologne,
Germany, names Frankfurt, Germany,
olfice ol Foote, Cone & Belding, to
handle $750,000 Guldenring cigaretie
acconint,

®* Bond Stores Tne,, Chicago, appoints
Wade Adv. Inc. to handle hs West
Coust ndvertising.

® Grant Adv., Chicago, has resigned
BROADCASTING, Soptemher 12, 1960

Swanson's  Cookie Co.  (Archway
cookies) account, elfective immediate-
ly. Company spends about $120,000
i advertising and uses network and
spot radio, with hewdquarters in Battle
Creek, Mich.

®» Warner-Lambert  Products Div.  of
the Warner-Lambert  Phuarmaccutical
Co., N.Y. appoints Grey Adv, 10

handle a new test product.

Sunkist Growers, L.A., has appointe
Leo Burnett Co. to handle all Sunkist
fresh  friit advertising in Canada
sturting Nov. L. Buroett, which was
recently numed to handle Sunkist tresh
lemon advertising in the US., suc-
ceeds Splizer & Mills as Canadian
agency for Sunkist.  Foote, Cone &

Belding is the major agency for Sunkist
domestic advertising.

® Bauer & Black Div. of Kendall Co.,
Chicago, appoints Tatham Laird, that
city, to handle advertising of a new
product not identified, effective im-
mediately. Leo Burnett handles remain-
der of account, which uses radio and tv.

® Spencer Press Inc. (publisher of
American People’s Encyclopedia, Our
Wonderful World, The Children’s
Hour), Chicago, has shifted its account
from Reach, McClinton of Illinois to
Phillips & Cherbo. The company also
handles sales of Columbia records to
schools and libraries.

® Kenyon & Eckhardt, Ltd., Toronto,
named to handle a new Nestle product,
Keen, an instant lemonade that is being
test marketed in Ontario. Media plans
have not as yet been formulated.

® Five-client addition has been re-
ported by H. William Bernhardt Inc.,
international advertising and public
relations agency, Geneva, Switzerland.
Agency was formed after April | when
Dolan & Bernhardt Inc. ended a part-
nership, with Patrick Dolan merging
his London agency (Dolan, Ducker,
Whitcombe & Stewart) with BBDO.
New accounts are British-American
Tobacco Co. Lid.: Lear Inc.; Mecabel
(diesel engines); Newsweek magazine,
and Chesebrough-Pond’s (lip ice).
Agency also handles a share of the
TWA account in association with Foote,
Cone & Belding in Switzerland, France
and Belgium. Agency says it now has
raised its billings by $250.000.

Air rifles take to tv

Children between ages 3 and 14 who
don’t already Know about guns from
watching (v westerns are going to be
exposed to a saturation sell starung
Oct. 31

Daisy Mfg. Co. (air rifles, ricochet
sound smoke rifles, “spittin’ image” six-
gun holsters), Rogers, Ark., has pur-
chased a substantial spot announcement
campaign in the nation’s top 50 markets
for a seven-week period. The business
was placed through L.W. Ramsey Co
Chicago.

Some 1.000 spots will be slotied in
high-rated children’s shows and other
primie time periods on stations with a
claimed 971 reach of all US. 1t
homes. according to Cash Hough, presi-
dent ot the B-B gua conpany.

The campaign wilt run through Dec
17. The tv drive is part of a “triple sell’
promotion, described as Duisy's biggest
advertising campaign in 74 years. Nor-
val B. Langworthy, Ramsey vice presi
dent, is account supervisor tor Dais

{(BROADCAST ADVERTISING} 39



SOME IDEAS FOR IMPROVING SPOT |

AAAA suggests ways for making radio-tv spot buying eaiser

“What broadcasters should do to
make spot radio and television easier
to buy, more productive and apt to be
bought in larger quantities.”

That's not the exact title, but it
summarizes the announced purpose of
two booklets issued last week by the
American Assn. of Advertising Agen-
cies. One deals with radio, the other
with television, and they're virtually
identical in substance. The title: “Sug-
gestions for the Advancement of Na-
tional Spot Radio (Television) Ad-
vertising.”

Establishment of a central report-
ing service to supply information on
past schedules used by competing
products, standard coverage measure-
ments, standard formats for presenting
market data, industry-wide agreement

on audience-reporting services, stand-
ard rate-card forms and a renewal of
agencies’ long-standing plea for cash
discounts are among the features en-
dorsed in the booklets.

Observers who had a chance to study
the *suggestions” said late last week
that they found *“nothing new and
startling” in the proposals although they
do recommend some procedures which
many stations have either ignored or
elected not to follow. Lawrence Webb,
managing director of Station Repre-
sentatives Assn., said he thought the
booklets would be “of tremendous value
so far as newcomers to the industry are
concerned.”

The “suggestions” were developed by
the AAAA broadcast media commit-
tee, headed by Leonard S. Matthews,

vice president in charge of marketing
services for Leo Burnett Co., Chicago,
and were approved by the AAAA
board. The announcement compared
them to similar statements issued earlier
by 4A for newspapers and other print

media.

Here are some of the highlights found [

in both radio and television booklets,

aside from recommendations for use
of standard procedures and/or formats
in such areas as audience measurement,
rate cards, availability forms, billing
forms, prompt notification of time, pro-
gramming and rate-card changes, etc.
Schedule Reports ® “A record of the
commercial schedules which have been
broadcast on each station—by product
classification and advertiser—is often a
necessary part of planning an effective

Dilly

In its first month of radio and
television advertising, distribution
of Dilly Beans, “green beans politely
pickled in vinegar and dill,” has
jumped from 25 to 1,500 cases per
week.

Park & Hagna, New York, makers
of “the edible swizzlestick,” and its
agency, Papert, Koenig, Lois Inc.,
credit the “astronomical” flood of
orders to a spot schedule (around
$50,000 worth) that began Aug. 1
in New York on WNTA-TV,
WNBC-TV, WPIX (TV), and
WQXR-AM-FM.

Even though the agency is using
television 4-to-1 over radio in New
York, the best audience and sales
response is from 60-second an-
nouncements on WQXR, according
to William Murphy, media director
at PKL. Park & Hagna has also
bought time on WRC-TV Washing-
ton, D.C., but sales results are still
spotty at this time.

Jacquelyn H. Park, Park & Hag-
na’s co-founder and advertising
manager, who claims that Dilly
Beans appeal to “creative, ad-
venturous type” people, feels that
fm and “sophisticated am” stations
are the best media for her product.
These stations will carry most of the
Dilly Bean sales effort when they are
marketed more extensively around
the country. However, Miss Park
says, television advertising is essen-
tial if the consumer is to develop an
image of the product.

A typical WQXR one-minute

Beans’ sales don’t dilly-dally

commercial goes like this:

{Cocktail party scunds)
GIRL: Do you think Dilly Beans will re-
place peanuts and pretzels?
BOY: 1 never discuss politics.
ANNOUNCER: We will now have 45 seconds
of music to eat Dilly Beans by.
MUSIC

ANNQUNCER: Dilly Beans are crisp green
beans pickled in vinegar and dill. If your
friendly neighborhood grocer doesn’t have a
jar—knock something off a shelf on the
way out.

Park & Hagna is a two woman
firm composed of 26-year-old former
school teachers, who, in 1958, de-
cided to market the pickled green
beans that Sonya Hagna’s mother
had made for years at home in

’__;
-~
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Smoke Dilly Beans ® Still, above,
pulled from one of the 10-second
spots appearing on New York tele-
vision on behalf of Dilly Beans, pic-
tures a young lady heeding the
advice of an announcer who bellows,
“Break the smoking habit . . . Eat
Dilly Beans!”

of the Dbroadcast advertising cam-
paign. “One week before we initiated
the schedule, nothing; the next week
we couldn’t answer the phone.”

Marion, N.C. In Hammonton, N.J.,
they taught school during the day
and pickled beans in their apart-
ment at night. With the help of a
second-hand truck, they peddled
their beans to department stores in
New York and Philadelphia, with
littte success. They decided to give
up teaching and hit the Washington
market with force. After several
months of floundering the girls dis-
covered that a Dilly Bean added
just the right flavor to a Martini,
dubbed the new drink “Dillitini,”
and the Dilly Bean was “made.”

Miss Park told BROADCASTING
that before Park & Hagna start-
ed advertising Dilly Beans, it had,
among its small number of clients,
one store in a large supermarket
chain. Now, one month after the
broadcast schedule began, P&H sells
to about 75% of the chain’s markets.
Another chain store had such a rush
on Dilly Beans that it ordered 150
cases two weeks ago and another
200 last week. When P&H first went
into business in New York about a
year ago, the firm convinced
Bloomingdale's Department Store to
buy four cases of beans. Since P&H's
venture into the media, Blooming-
dale’s is ordering lots of 50 cases
about every two weeks.

Mr. Murphy bubbled over the
“spectacular and immediate results”
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During the Spanish-American war, 1T was vitdny Hipuidiie that
President McKinley dispatch a message to Garcia, the Cuban
revolutionist. Today, 61 years later, it's still a mystery how

the American courier, traveling on foot

'through hostile, unknown country, de-

livered the message. There's no mystery

about the way Balaban stations get your message through. V.

Alert, lively programming and interesting personalities make l (’

Balaban the message-bringer of 1960. The word on your product

or your service gets through to prospective buyers and
sells consistently day after day, week after week with ’
the Balaban stations .couriers par excellence. '
." 7 M“" | z ) £ \ | .

THE BALABAN STATIONS @07
WIL-ST. LOUIS WRIT-MILWAUKEE /KBOX-DALLAY

Snid Natianallv by Robert E. Eastiman & Co., Inc.




DOMINATES
THE MARKET
ON WHEELS!

SATURATE with
low-cost
package plans

CALL KATZ

—today!

the STORER station
backed by 33 years of
responsible broadcasting
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ARBITRON’S DAILY CHOICES
Listed below are the highest-ranking television shows for each day of
the week Sept. 1-7 as rated by the multi-city Arbitron Instant
ratings of American Research Bureau.

Date Program and Time Network Rating
Thur., Sept. 1 Untouchables (9:30 p.m.) ABC-TV 19.4
Fri., Sept. 2 77 Sunset Strip (9:30 p.m.) ABC-TV 17.4
Sat., Sept. 3 Gunsmoke (10 p.m.) CBS-TV 21.2
Sun., Sept. 4 What's My Line (10:30 p.m:) CBS-TV 17.8
Mon., Sept. § Father Knows Best (8:30 p.m.) CBS-TV 16.9
Tue., Sept. 6 Comedy Spot (9:30 p.m.) CBS-TV 22.1
Wed., Sept. 7 U.S. Steel Hour (10 p.m.) CBS-TV 21.7

Copyright 1960 American Research Bureau
broadcast advertising campaign. It interval between mailing of invoice and

serves as a guide to the degree to which
competitive products or services are
being promoted and may help to de-
termine what stations will be used and
the extent of the campaign.

“When agencies and advertisers need
information on past competitive sched-
ules the data is generally requested
from each individual station by each
individual agency. It would be simpler
for stations to supply all information at
one time to a central source to which
each agency and advertiser could be
referred. We recommend that such a
central reporting service be developed,
either as a private enterprise or as an
industry-wide project.”

Local and national rates—The sug-
gestions omit any reference to a single
rate for both classes of business, but
assert that if there is a difference be-
tween the two then “it is essential that
the broadcaster define clearly in his
rate cards what kind of advertising is
entitled to his ‘local’ rate and the kind

. to which he applies his ‘national’
rate.”

Co-op advertising—*Wide rate dif-
ferentials lead some local advertisers to
abuses in connection with cooperative
advertising—abuses such as double bill-
ing, undisclosed minimum rates, brok-
erage and wholesaling of broadcast
time, etc. Properly used, cooperative
advertising has its place in our distri-
bution system. But when cooperative
advertising is abused, advertising funds
are diverted away from advertising pur-
poses; advertising effectiveness suffers;
and advertising efficiency is lowered,
resutting in loss of revenue to broad-
casters, advertisers and advertising
agencies alike.”

Payment Dates ® “Payment dates
should allow the advertising agency
reasonable time to collect from clients
.. . Ordinarily the discount date should
not be sooner than the 15th of the
month following date of broadcast, and
invoices and certificates of performance
should be in the agency’s hands at least
10 days prior to the payment date.

“1f payment date is related to an in-
voice date, it should be reckoned from
the postmark date of the invoice. The

payment date should be set with due
consideration for time in transit to agen-
cies farthest away from the stations’
offices. Allowance for transit time
should take into account weekdays or
holidays that may intervene.

“Some agencies bill their clients from
orders without waiting for media bills.
Many, however, do not follow this prac-
tice and need at least 10 days from re-
ceipt of invoice to bill and collect from
clients, and in turn pay media. When
agencies and media are located at con-
siderable distances from each other, un-
less air mail is used even 10 days may
not be enough.”

Cash Discount ® “The advertising
agency ordinarily cannot pay the med:
ium until after it has collected from the
advertiser. The reason is that the agen-
cy’s obligations to media, on the aver-
age, are about six times its own total
gross income. Few, if any, agencies
can accumulate sufficient capital to fi-
nance expenditures of this size.

“Most advertisers are accustomed to
paying their bills in 30 days or longer.
For the agency to be able to pay the
medium in 15 days, it must have that
medium’s help in offering the adver-
tiser some incentive to pay in 10 days
or less instead of 30. ... The most ef-
fective incentive known is the cash dis-
count—a percentage [editor’s note: gen-
erally 2 per cent] of the net rate which
the agency may deduct if it pays the
medium on or before the due date.

“The agency passes the cash discount
on to the advertiser if he pays on time,
in the exact amount allowed by the
medium. Thus the cash discount is not
income for the agency. Nor does the
cash discount reduce the medium’s
revenue, since the rate is customarily
adjusted to allow for it. While this in-
creases the gross rate, it does not in-
fluence selection of media since agen-
cies base their cost estimates on after-
discount rates.

“Thus the cash discount does not cost
anybody anything—except the adver-
tiser who pays late.

“Besides stimulating prompt pay-
ment by the advertiser, the cash dis-
couny gives the agency an automatic
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The finest families in Phil-
adelphia listen to WIBG.
First in quantity, quality
and on-the-air audiences,
according to the latest Pulse
and Hooper.I ® CALL KATZ

the
STORER
station backed
by 33 years
of responsible
broadcasting
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warning of possible shaky credit when
an advertiser passes the discount. In a
number of cases this has enabled agen-
cies to secure payment before adver-
tiser bankruptcy, while other creditors
suffered losses.”

Print Media ® “The great majority of
print media allow cash discount. The
great majority of broadcasters do not.
In billing clients, the agency ordinarily
includes all media on a single bill:
Each client pays the whole bill on
time in order to earn whatever discounts
arc allowed. Thus most broadcasters
get a ‘free ride’ on the cash discount
that is allowed by most print media
and some broadcasters. If more broad-
casters allowed cash discount, the
amount of discount on many adver-
tisers’ bills could be much larger and
therefore much more effective than it
now is. This would be especially true
of advertisers whose appropriations are
heavily allocated toward broadcast-
ing.”

On some subjects, AAAW treated
radio and television differently, for ex-
ample:

Multiple spotting—The tv booklet
said that many agencies and advertis-
ers feel commercial effectiveness is
diminished “when a commercial has
more than one other commercial ad-
jacent to it, especially between pro-
grams.” The radio book said they
think this diminution occurs “when pro-
grams are interrupted for commercial
announcements so often that it be-
comes irritating.” Television broad-
casters were urged “to limit the num-
ber of commercials in any one cluster;”
radio broadcasters, “to limit announce-
ments, regardless of length, to a cer-
tatn number within each program.”
Both radio and tv stations were asked
to specify these policies on their rate
cards.

Rate protection—For tv, AAAA
recommended one year’s protection;
for radio, one year “wherever feasible.”
In both cases it was noted that “less
than one year’s rate protection dis-
courages the planning of annual cam-
patgns. It causes some advertisers to
set up abnormal reserves for rate in-
creases, which, if not used, represent
a loss of revenue to stations. Where no
reserves are set up and rates are in-
creased, cancellations sometimes oc-
cur.” Radio stations were told, in ad-
dition, that “to reduce confusion and
uncertainty in connection with advertis-
ing budgets” they “should consider
scheduling the effective dates of rate
changes with at least six months notice
in advance.”

NAB Codes ® Both radio and tv
stations were told that AAAA thinks
they should rccognize the NAB radio
and tv codes, but they were told in
different language and there was an ad-

ditional caution to radio about (1)
“commercials which are over-long, over-
repititious or which interrupt programs
at inappropriate times” and (2) “pro-
grams which are deemed by any con-
siderable segment of the public to cx-
ert any undesirable influence, especial-
ly on children, or to be in bad taste,
or to be over-commercialized, or to be
interrupted for commercial announce-
ments with irritating frequency.” The
radio booklet says “all stations should
observe the spirit and letter” of the
NAB Radio Code. The tv booklet
states that ‘“‘everyone connected with
television advertising should recognize
the sound objectives” of the NAB Tele-
vision Code “and should seek to fur-
ther its development and application as
a means of preserving the effectiveness
of the television medium.” The tv book-
let also includes a copy of the “AAAA
Copy Code” and its ‘“interpretation
with respect to television commercials.”

AAAA said copies of its “sugges-
tions” were being distributed to radio
and tv stations and to station reps,
and that copies also may be obtained
from AAAA headquarters, 420 Lex-

ington Ave., New York 17.

Foiled again ® One way to deal
with a nagging wife is demon-
strated above by Howard Morris
who has swathed Pat Carroll in

Alcoa foil, The moral of this
flashy manuever is: You can wrap
anything in heavy-duty Alcoa
Wrap. The comedy team (once
featured as husband and wife on
the Sid Caesar show) last week
began adding the family touch to
a series of Alcoa commercials on
Alcoa Theatre (NBC-TV). The
filmed spots will also be used on
the weekly Alcoa Presents (ABC-
TV). In the commercijal Mr. Mor-
ris goes berserk when his “wife”
nags him and does the mummy bit
with the aluminum foil.
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CREATIVITY ... wimy-tv creates

sales in the nation’'s 44th market”

This ancient Indian pottery is a product To sell the nation’s 44th market* (44 coun-
of someone’s innate ability . . . creativity. ties, 17 cities in all) . . . where 2.3 million
Here in the Industrial Piedmont the one  customers have $3.2 billion dollars to spend
station with the proven ability to create . . . call your H-R-P rep today.

sales is WFMY-TV. *Source: Television Magazine, 1960 Data Book
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B Business briefly
Time sales

Backs football ® General Insurance Co.
of America, Secattle, through Cole &
Weber Inc., that city, will sponsor a
half-hour tv syndicated series of 13
programs called National Pro Football
Highlights in some 60 U.S. and Cana-
dian markets. The series will present
what are considered the most im-
portant plays of the six National Foot-
ball League games played each week.
The action will be filmed by Tel Ra
Productions, Philadelphia. Jim Leam-
ing, sports director of WIP Philadel-
phia, will narrate the series and Tom
Harmon, former football star, will be
host for General Insurance.

Action in Philadelphia ® Westinghouse
has planned a $250,000 advertising
campaign in the Philadelphia area to
begin Sept. 26. In addition to news-
paper and billboard ads, the company’s
plans include co-sponsorship of four
Philadelphia Eagles pre-scason tootball
games on WCAU-TV, full sponsorship
of 15-minute warmup shows preced-
ing live telecasts of the full profession-
al league schedule on WCAU-TV and
co-sponsorship of all Eagles’ games on
WCAU-AM-FM. Saturation spot sched-
ules have been purchased on WPEN-
FM and WHAT-FM. The ads will pro-
mote Westinghouse’s television and
sterco high-fidelity products. Wermen
& Schorr, Philadelphia, is agency on
the account.

Macaroni order ® Ronzoni Macaroni
Inc., Long Island City, N.Y., is using
tv, radio and subway posters in its
three-media  fall  advertising cam-
paign in New York and New Haven,
Conn. The campaign, mapped by Mo-
gul Williams & Saylor Inc., N.Y,, in-
cludes: co-sponsorship of The Phil
Silvers Show over both WNBC-TV New
York and WNHC-TV New Haven, re-
newal of Children’s Theatre on WNBC-
TV, a metropolitan New York radio
schedule of spot announcements high-
lighted by a new agency-created jingle
and participations on Italian and Span-
ish language radio programs.

Savings, plan ® Christmas Club, a Cor-
poration, N.Y., which ordered its 1960
air time on Mutual 13 months ago, re-
ports that its drive will consist of a 40-
broadcast news program campaign for
the four-week period from Dec. |
through Dec. 28. .Commercials are
aimed at renewal of Club savings for
1961 at some 8,000 participaling sav-
ings institutions. Agency for the ac-
count, which used spot tv before start-
ing with MBS in 1958, is Ross Roy,
Brooke, Smith, French & Dorrance,
N.Y.

Food buys ® Standard Brands Inc. (for

1

Chase & Sanborn coffee products) and
R.T. French Co. (for Worcestershire
sauce product), both through J. Walter
Thompson, N.Y., have ordered radio
campaigns on Mutual. French renewed
a cycle of newscast participations it
had used during July and August, ef-
fective Oct. 10. Standard Brands order-
cd up to seven newscasts per week-day,
also starting Oct. 10, but preceded by
advertisements during the week of Qct,
3 on MBS’ Galen Drake feature. In
addition, the coffee advertiser bought
Monday-through-Thursday  participa-
tions in the week-night World Today
program starting Oct. 3.

Fabulous 50 ® Colgate-Palmolive Co.,
N.Y., has started a tv spot drive for its
FAB detergent, using minutes and 10-
second commercials in some 50 mark-
ets through Dec. 31. Agency: Ted Bates,
N.Y.

Fore and aft ® Burma-Vita Co.
(Burma-Shave), Minneapolis, will tag
on to ABC Radio’s coverage of Notre
Dame football games this fall with
sponsorship of ABC’s Football Predic-
tions, 10-minute pre-game series, and
ABC’s Football Scoreboard, 10-minute
post-game series. Both will be conducted
by sports broadcaster Harry Wismer,
starting Sept. 24 and continuing 10
consecutive Saturdays through Nov. 26,
Agency: Bozell & Jacobs, Minneapolis.

Wraps off ® Howard Clothes Inc.,
N.Y., started a three-month saturation
radio schedule last week in 30 cities
from Boston to Orlando, Fla. The cam-
paign includes 130 one-minute spots
per week in multiple station markets.
Other stations in the Midwest may be

Umbrella ads

Advertisers’ communications
costs, sprawling upward at twice
the rate of sales or profits, are
going to force big companies
away from single-product adver-
tising to a corporate “umbrella”
technique, J. Gordon Lippincott,
industrial designer and marketing
consultant, told the American
Management Assn. Friday (Sept.
9). Promotion of a company’s
identity as the producer of a va-
riety of quality brand name prod-
ucts, rather than single-brand pro-
motion, will be the only eco-
nomical way for mass marketers
in the sixties, the board chairman
of Lippincott & Margulies. New
York, said. Consequently, the de-
signer cautioned, advertisers will
have to pay more attention to
their corporate symbols and no-
menclature.
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Of course WJAC-TYV believes in statistics. It’s
mighty comforting to know that current rat-
ings by ARB and Nielsen show WJAC-TV to
be the leading station in the Johnstown-
Altoona Area. But mere numbers of people are
not as important as their buying habits--and
that’s where the WJAC-TV audience really
gladdens the hearts of advertisers. Mr. Lou
Galliker, Advertising Manager of the Galliker

Dairy Company, puts it this way:

“Dairy products are a daily need of every fam-
ily---and we look to WJAC-TV to sell the whole
family on our brand. The more viewers, the
more advertising impressions we get per dollar
---and viewer confidence and loyalty helps to

make more sales per advertising dollar, too.”
If you have a product you want to move,

WJAC-TV will deliver the prospects--in big

numbers, in readyv responsiveness! Put
WJAC-TV to the test now!

get the whole story from

HARRINGTON, RIGHTER
AND PARSONS, INC

4z




In Steubenville, Ohio

WSTV-TV

CHaRNg,
The Best of CBS and ABC O

STEUBENVILLE—WHEELING
Represented by Avery-Knodsl, Inc.

WRGP-TV

CH‘"HEL

YOUR
PRODUCT'S
BEST
FRIEND

The Best of NBC
CHATTANOOBA, TENNESSEE
Represanted by H-R

WRDW-TV

CHaNyg
The Bast of CBS and ABC 12

AUGUSTA, GEORGIA
Represented by Avery-Knodel, Inc,

WBOY-TV

CHIHHEL

The Best of NBC and ¢BS 12
CLARKSBURG, WEST VIRGINIA
Represented by Avery-Knodel, inc.

KODE-TV

CHanNe|
The Best of CBS and ABC 12>

JOPLIN, MISSOURI
Represanted by Aveq-xnodel, Inc.

The lowest cost Television bridge
to the Upper Ohio Valley’s § Billion Dollar
retail market. The best of (BS and ABC. Plus Shopper
Topper Merchandising.
For Rates and Avails

® |N STEUBENVILLE: John J.Laux, AT 2-6265
® [N NEW YORK: Lee Gaynor, OX 7-0306
Represented Nationally by Avery-Knodel, Inc.

ll‘lllll\-llllllllllllllllllllllllll

PUT
YOUR
FINGER
*HERE ! A MARKET BIGGER

: © THAN PITTSBURGH
. ... bigger than Boston
and Jersey City combined

The Puget Sound area served by
KTNT-TV includes 1% million
people with incomes greater than
the national average. Besides Se-
attle and Tacoma, there are four
other major cities within this
station’s listening area.

Before you buy TV on the West
Coast, get the complete KTNT-TV
story from WEED TELEVISION.

- KIDNg

CHANNEL |1

CBS Television for Seattle, Tucomu
and the Puget Sound Area
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added later. Howard also is sponsoring
or participating in sports and news
programs in various markets and has
tied-in promotionally with three teams
in the new American Football League.
The company will add 12 new branches
to its 93-store chain this fall. Agency:
Mogul Williams & Saylor, N.Y.

Chicago test ® Tough retail adver-
tising wall along Chicago’s State Street
was broken with the sale of long-term
spot saturation packages by WNBQ
(TV) to Henry C. Lytton & Co., depart-
ment store, starting Aug. 29. Lytton
bought a series of video tape recorded
spots in color for use on the NBC-
owned outlet, signifying a departure
from the store’s traditional preference
for newspaper advertising. Spots were
bought on test basis, with money com-
ing at the outset from a special
fund, it's understood. Production
will be handled by WNBQ vir sales
department under William Huffman and
business was placed through R. Jack
Scott Agency, Chicago.

For the roosters ®m Massey-Ferguson
Inc., Racine, Wis. (subsidiary of Mas-
sey-Ferguson Co. Ltd., Toronto—farm
equipment), buys Today on the Farin
on NBC-TV (Sat., 7 a.m. in each time
zone), starting early in October (AT
DEeaDLINE, Sept. 5). Agency: Need-
ham, Louis & Brorby, Chicago.

Commercial tie-in ® Advertisers Gen-
eral Mills and Westinghouse Electric
Corp. and their respective agencies
Knox Reeves and McCann-Erickson
have worked out a new tie-in promotion
for the fall that will involve scheduling
of commercials on both radio and tv.
Kernel of the promotion: $3 refund on
the purchase price of a Westinghouse
“buffet fry pan”—the refund certificate
in a box of Bisquick. Westinghouse’s
broadcast support includes tv com-
mercials on 205 stations Nov. 8 (elec-
tion night) and on 200 radio staticns,
followed by a radio campaign in 26
major markets during the Nov. 16 and
Nov. 20 weeks; General Mills' activity
encompasses a spot tv “blitz” in the
middle of November that will include
29 different 60-second commercials.

Network for snacks ® Old London
Foods Inc., N. Y., expands its network
television starting Oct. 4 for its Fun
Food snacks and melba toast. From its
former one ABC-TV show participa-
tion (American Bandstand) last year,
this fall the advertiser will be in four
ABC-TV programs: Bear the Clock,
Who Do You Trusi?, Day in Court and
Love Thar Bob. The tv canmipaign is
expected to reach 12 million viewers
cach week and will be backed by a pro-
motion and merchandising drive. Rich-
ard K. Manoff Inc., NY ., is the agency.

BROADCASTING, September 12, 1960
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food chaiﬁs
MUST be right
about
WDAY-TV!

Every important food chain in Fargo uses big
time on WDAY-TV — on a year-round basis!

This does more than confirm the judgment of
the large national advertisers who use WDAY-TV.
Because these big local advertisers don’t have to
depend on ratings, coverage maps or other printed
material that may or may not tell the whole story
of any station’s effectiveness. These local adver-
tisers know their market and its preferences. They

‘just simply can’t be wrong.

PGW has all the facts. Ask your Colonel!

WDAY-TV
FARGO, N. D. ® CHANNEL 6

@ Atflilated with NBC
\"-.l PETERS, GRIFFIN, WOODWARD, Ine.

Exclusive National Representatives

BROADCASTING, Soptombor 12, 1960

= Fairway
| Quoer
Eaiip

T T RO
AN

Jane Johnston speaks for Red Owl on
the Red Owl Theatre on WDAY-TV

Bill Weaver speaks for Super Valu in
their very heavy spot schedule on
WDAY-TV

Carol Olson speaks for Fairway-Super
Feir in the Phil Silvers Show on
- WDAY-TV

sy

Glen Hauson speaks for Piggly Wiggly
on “Bold Venture” on WDAY.TV

=

S i

=

F
-

”
"

p;;"

-

LS

S

g

[7 3 s'_.-'{f
|




A NEW CIGARETTE

Radio-tv campaign
will not up PM budget

Network and spot tv and spot radio
will be cornerstones in the 50-state
build-up this tall tor Commander cig-
arette brand, a new king-size, non-filter
brand made by Philip Morris Inc.

Although Commander’s introduction
will result in little additionat broadcast
spending, PM’s current investment in
hall a dozen network v programs,
and tv-radio spot campaigns in the
top 22 markets, will be utilized from
Sept. 15 to the end of the vear to es-
tablish the new cigarette. More mar-
kets may be added to the spot drives
later in the vear, a company spokes-
man said, but it's felt that the network
program lincup will be suilicient to
blanket the country. Leo Burnett Inc.,
Chicago. was assigned to handle Com-
mander advertising.

CBS-T\ carries all Philip Morris-
sponsored shows: Perry Mason, Raw-
hide, Dobie Gillis, two Douglas Ed-
wards and the News programs and the
new Roure 66 network entry.

Philip Morris, which allocates ap-
proximately 60% of its total ad budget
to broadcast media, was the fitth rank-
ing tobacco company in total tv spend-
ing during 1959, and was the 18th
fargest spender in network tv. Com-
mander’s introduction in  all major
media involves multi-million  dollar
outlays during the remainder of 1960,
During 1959, Philip Morris rolled $4,-
387,270 into spot tv and $8,595,078
nto network tv.

New Announcer ® Highlighted by the
greeting, “Have a Commander
Welcome aboard,” advertising for the
new brand will project the “bright
nautical tone’ set by its name and soft-
pack packaging. Commercials and ads
will also feature the brand’s new manu-
facturing process—high velocity air jets
which create Commanders on a revolv-
ing porous tape and vacuum-cleans the
tobacco by rolling the leaf particles in
the air. Raymond Der, a Broadway
actor, has been signed as announcer for
all Commander commercials. Mr. Der,
who has never appeared in tv com-
mercials before, is said (0 represent a
departure from standard announcing
technmiques with his “unusual style of
delivery.”

Don’t overlook
the ‘extra-urbs’

A new marketing survey on the top
15 sales areas in the U.S. will be dis-
tributed this month to agencies and
clients by CBS Television Spot Sales.

The survey emphasizes the trend 1o
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Way the ball bounces 8 A power-
ful line of advertisers will carry the
sponsorship ball on ABC-TV’s ex-
clusive series of the games of the
new professional American Football
League. At the kickotf luncheon at
New York's Waldorf-Astoria repre-
sentatives of the sponsors went into
a huddle with Joe Foss, league com-
missioner (sccond from left, scated)
and William P. Mullen. vice presi-
dent in charge of sales for ABC-TV
(second from right, seated). Repre-

the suburbs. “Where’s Everybody Go-
ing?” measures the market changes ex-
perienced during the last 10 years. It
was described last week by the repre-
sentation firm as the “first authoritative
study of the pace these changes are
expected to set in the coming five
years.” Analyses of market trends are
based on special forecasts and tabula-
tions of the top 15 markets prepared
by Market Statistics Inc.

The study is available free of charge
on request, CBS Television Spot Sales
further announced.

The study takes the position that on
the basis of the research available cach
market is larger than the usually ac-
cepted “standard metropolitan  area”
and that each market consists of three
distinct  parts—the city, the suburbs
and the “extra-urbs.” These three added
together, the study says represent a
“telemarket.” Changes in marketing
procedures as well as markets them-
selves have coincided closely with the
growth of tv—this because tv can ex-
pand an advertiser’s coverage to take in
a total potential sales area, the study
explains.

senting the advertisers are (! to r,
standing): E.J. Bassett, vice presi-
dent and general manager of Sinclair
Refining; George Reichart, director
of marketing and advertising for
General Cigar Co.; George Laboda,

director of radio-tv for Colgate-
Palmolive; (left, seated) Ted Rose-
nack, executive vice president of
Pabst Brewing Co.; (right, seated)
Frank Kemp, media vice president,
Compton Adv., representing Schick
Safety Razor Co.

TV AND DIAPERS
Young mothers spend

more time with tv set

Advertisers of products or services
used by mothers of young children are
targeted for chief interest in a new tv
audience survey published last week by
Television Advertising Representatives
Inc., New York rep firm for the five
Westinghouse - owned v stations.
Mothers of small children spend 32%
more time throughout the day watch-
ing tv than do other women, according
to TvAR’s second in a series of Audi-
ence Dimension studies conducted by
The Pulse Inc. in each of the TvAR
markets.

Women with children under six de-
vote an average 5 hours |7 minutes
each weekday to tv, while all other
women average 4 hours | minute, the
survey shows. Viewing by mothers of
children under two is practically iden-
tical to that of mothers of the two-to-
five age group.

“In every hour of the morning, af-
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Let’s Talk About
Your Children
For A Change! |

Funny thing about this industry. We all seem to talk about ‘““‘viewers” as

though they didn’t necessarily include our own families — our neighbors — 1
our friends. We're always interested in the mass audience — the impersonal

statistics — the questionable ratings.

Consider your own children for a moment. You’re vitally interested in the
school they attend — the friends they make — the food they eat — the
entertainment they choose. How about their daily diet of TV? Is it the best
the industry can offer — or is it just passable? Is it all “‘cake and candy”
— or is it a balanced diet of fun and EDU-TAINMENT*?

If you program the Encyclopaedia Britannica Film Library you have no
worries — you’re doing the best any parent can do to add vitamins to the
meal. Your children’s audience will grow — your adult critics will approve.

But — if you're just grinding out the slapstick and cartoons, you're pro-
gramming to the tune of the Pied Piper — and your children are in the
parade. Think about that the next time someone from Trans-Lux says
“Isn’t it time you acquired the Encyclopaedia Britannica Film Library?”

*EDU-TAINMENT: a proper balance of education and
entertainment on film made to order for youngsters —
available in approximately 700 shapes, sizes and colors.

625 Madison Ave.:+ New York 22, N.Y.
PlLaza 1-3114-5 - For information contact
RICHARD CARLTON, Vice President
In Charge Of Sales - new York - cHICAGO « HOLLYWOOD

5th in a series
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THE STORYBOARD is Miss Fran’s way of giving recognition to
the junior artists who have sent in literally thousands of drawings.

ISS Fran and her sparkling puppet
M friends offer entertainment and
educational guidance to a devoted and
responsive audience daily. When the
little people of the KWTV 54-County
Community tune to Miss Fran and her
puppet menagerie they find imaginative
encouragement to be courteous, respect-
ful, and considerate . . . qualities which
make desirable citizens today...and
tomorrow! An opinion poll of these
“little people” would no doubt reflect
TV-RADIO MIRROR'S selection of
MISS FRAN FROM STORYLAND as
“'Best Children’s Show Southern States.”

OKLAHOMA CITY
l ; : (R
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ternoon and evening, their viewing is
above the level registered by women
with no young children. They spend
43% more time watching tv from 6
a.m. to 6 p.m. and 24% more at night,”
explains Robert Hoffman, TvAR’s di-
rector of marketing and research. He
adds: “The difference in the level of
Enighttime viewing between the two
groups of women is greater in the early
fevening and late evening than during
prime evening time. Between 6 and 7
p.m., the tune-in among women with
young children is 33% greater than
among other women, and 46% greater
between 11 p.m. and midnight. Com-
pare this with the smaller difference of
21% between 7 and 11 p.m.” The
study also provides information on
specific programs and program types.

Begun in December 1959, the sur-
vey includes individual reports on the
five markets, as well as for the markets
combined. The sample consisted of a
minimum of 1,000 homes in each of
the metropolitan areas and interviews
were conducted with all women in the
family 18 years of age and over. It is
highly probable that the overall picture
presented for these five major markets
is typical of other markets in the coun-
try, TvAR said.

An earlier TvAR study reported on
[the “Age of Viewers,” while the next
report, due in November, will cover
viewing by owners of pets. TvAR rep-
resented stations are: WIZ-TV Balti-
more, KDKA-TV Pittsburgh, WBZ-TV
Boston, KYW-TV Cleveland and KPIX
[(TV) San Francisco.
|

Miss Fran with puppets Bopper and

Droopy, as seen daily, Monday
through Friday, 7:50 to 8:15 AM,

B Also in advertising

|Merger » Holtzman-Kain Adv., Chi-
cago, has acquired the John Marshall
Ziv Organization (public relations firm),
.| that city, and will operate it as a sub-
“| sidiary under the management of John
M. Ziv. At the same time, Ziv’s adver-
tising subsidiary will be discontinued
|and its accounts will be transferred to
[ | Holtzman-Kain. Kenneth W. Hayden,
| vice president and general manager of
[the Ziv firms, becomes creative direc-
tor of H-K in the realignment.

The personality that is Miss Fran

can be measured: An average of Honolulu bound ® Lennen & Newell,

N.Y., in its first move outside the con-
| tinental U.S. opened its fourth branch
oftice on Sept. 1 in Honolulu, Hawaii.
i The new oflice will be under the juris-
| diction of Senior Vice President Mar-
| shall J. Weigel, who is in charge of all
West Coast operations for L&N. The
| Honolulu office will be managed by
Walter C. Lindley, former manager of
Boland Assoc. Ltd., Honolulu agency.

61 letters a day has been her mail

count for the past two years,

BBDO reports ® BBDO is making avail-
able to advertising media  (including
broadcasters) a new  “brainstorming”
session report presenting (07 ways su-
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Riding the specials

In an unusual timebuying
negotiation,  Smith / Greenland
Co., New York advertising agen-
¢y, last week arranged a package
of 20-second and 10-second sta-
tion breaks on WCBS-TV New
York within each CBS-TV spec-
tacular this season. The time
will be used for two agency
clients, Downyflake Foods Inc.
(frozen waffles, pancakes), New
York, and Red L Foods Corp
(shrimp and scallop dinners),
New York, with total cost re-
ported at approximately $150,-
000.

Each client will make use of
about 40 spots within 40 network
specials starring Sid Caesar,
Jackie Gleason, Ingrid Bergman
and Art Linkletter and within
such shows as Playhouse 90, Du-

pont Show of the Month and
others. Downyflake Foods will
utilize the 20-second station

breaks and Red L Foods the 10-
second spots.

Leo Greenland, president of
Smith/ Greenland, noted that the
purchase will “make every dollar
do the work of two. It allows a
small budget advertiser to enjoy
and participate on the cream of
network telecasts.”

permarkets can build their own store
image to attract customers. The ideas
are grouped under such general head-
ings as advertising, customer aids and
services, parking areas, personnel, plan-
ning strategy, promotions, store layout
and lighting. The report is available
from BBDO for $1.00 per copy.

New office ® Weston Assoc. Inc., Man-
chester, N.H., advertising agency, has
announced the opening of a new office
in Woodstock, Vt. Stewart Wark has
been appointed vice president and man-
ager.

New Athens agency ® Williams & Co.
Advertising, 403 N. Lumpkin 8t
Athens, Ga., opened Sept. 1, according
to Claude Williams Jr., president.

West to East ® Advertising Federation
of America, now headguartered at 250
W. S7th St.. New York, will move
Sept. 20 10 new ollices at 655 Madison
Ave.. New York 21, New telephone:
Templeton 8-03285.

New members 8 The board of gov-
ernors of the League of Advertising
Agencies, N. Y., has approved membe:
ship of Joseph Reiss Assoc., N.Y

Roy Bruce Co., Hingham, Mass

(BROADCAST ADVERTISING




SPECIAL REPORT: POLITICS

GREAT DEBATES TO BE DISCUSSIONS |

‘Debate’ misnomer shed as Nixon-Kennedy series veers to panel

The so-called “Great Debates” be-
tween Sen. Kennedy and Vice President
Nixon lost that designation last week.
Representatives of the candidates and
the networks, meeting in Washington
Thursday (Sept. 8), agreed that the title
was 4 misnomer to begin with, and that
the joint appearances would go on the
arr without benefit of name.

In fact, the candidates’ appearances
on the four-network tv-radio simulcasts
will not be considered programs at all,
but rather “interruptions of program-
ming” for a discussion of the issues.
The agreement apparently was moti-
vated by the feeling that a debate must
produce a winner, something these ap-
pearances are not designed—oflicially—
to do, and also that they will not take
classic debate form.

Some of thec physical details also ap-
peared to be agreed upon. CBS will
originate the first debate (Sept. 26),
NBC the second (Oct. 7 or 8 exact date
up to the networks) and ABC the third
(Oct. 13) and fourth {(Oct. 2!). Each
network will furnish its own moderator.

Format ® The form they will take, at
least for the first appearance, was
worked out last week. This is how it
will go:

The first broadcast will originate from
Chicago Sept. 26 (9:30-10:30 p.m., New
York time). CBS will handle this first
program (or non-program), with Don
Hewitt, producer of the Douglas Ed-
wards newscasts, in charge for the net-
work. Mr. Hewitt handled the network
side last week in meeting with J. Leon-

ard Reinsch, Guild, Bascom & Bon-
figli and Executive Producer Bill Wil-
son, representing Sen. Kennedy, and
Ted Rogers, representing Vice Presi-
dent Nixon.

Political party and network represent-
atives are scheduled to met again this
Thursday in Chicago to settle further
details of the Kennedy-Nixon appear-
ances.

The Sept. 26 program will be staged
in the studios of WBBM-TV the CBS
owned station in Chicago. Appearing
on the air will be the two candidates, a
moderator selected by CBS (probably
news commentator Howard K. Smith),
and four newsmen, one each from the
four radio and tv networks whose facili-
ties will carry the joint appearance.

Own Corners ® Messrs. Kennedy and
Nixon will be at scparate lecterns, with
the moderator between them. The four
newsmen, with their backs to the cam-
cras, will face the candidates. Their
faces will be seen only at the start of
the program when they turn around to
acknowledge their introductions. When
they ask questions in the tatter part of
the program they are to represent “the
front row of the audience—asking ques-
tions for the 100 million people scated
behind them at home.”

Also in the studio, aside from the
necessary technicians, will be a time-
keeper (Sig Mickelson, president of
CBS News) and two assistants, Mr.
Reinsch and one aide and Mr. Rogers
and one aide.

Each candidate will have eight min-

utes for an opening statement, and then
the newsmen will alternate in asking
questions. The answering candidate wili
have 2% minutes to reply, and then
the other candidate will have 1%2 min-
utes to comment on that reply. And so
on for the next 34 minutes, after which
each candidate will have 3 or 4 minutes
to sum up.

A clock arrangement controlled by
the timekeeper will be installed in each
candidate’s lectern, but will not be seen
by the home audience. “We’re not
playing Beat the Clock, Mr. Hewitt
commented.

The candidates will arrive at WBBM-
TV one hour before air time to famil-
iarize themselves with the physical ar-
rangements and to pose for photog-
raphers. Press arrangements will be
handled by the news secretaries for the
respective candidates. Newsmen will
not be permitted in the studio during
the show, but may view the proceedings
from another studio.

As of last week ncither ABC or
NBC had revealed its moderators but
the networks agreed that no network
executive would narrate the shows.

FCC asks networks
for election reports

The FCC last week asked the net-
works for interim reports during the
election campaign on clearances by
stations of individual network programs

Yarborough to

Tv and radio audiences were asked
| last week by Sen. Ralph Yarborough
| (D-Tex.) to report to his Freedom

of Information (Watchdog) Subcom-
mittee any instances of unfairness
by broadcasters in presenting polit-
ical broadcasts.
| In the case of “rank injustice and
' unfairness,” he said, “many Ameri-
cans will complain and some will
record evidence of such cases.”
l The Texas Democrat’s appeal
came following Senate action a fort-
night ago in refusing to appropriate
an additional $150,000 to the Waich-
dog Subcommiittee to monitor polit-
| ical  broadecasts  ( BROADCASTING,
Sept. 5).

| S e

\

public: you too can ‘monitor’ radio-tv

The Watchdog Subcommittee, a
unit of the Senate Commerce Com-
mittee’s Communications Subcom-
mittee, was organized and has been
given an appropriation of $35,000
to watch for any favoritism by broad-
casters in presenting political pro-
grams during this year’s election
campaign. The Yarborough unit was
set up after Congress last year ex-
empted news and panel shows from
the equal time provisions of Sec. 315
ol the Communications ‘Act. Con-
gress this year also suspended the
equal time provisions ol the act for
presidential and vice presidential
candidates.

Joe Bailey Humphrey, majority

counsel of the subcommittee, also
has indicated the Senate unit plans
to ask for politically-conscious mem-
bers of both the Democratic and Re-
publican parties to make audio tapes
of political broadcasts they consider
to be partisan in nature and furnish
them to the subcommittee (BROAD-
CASTING, Sept. 5). The subcommit-
tee has been instructed to report its
findings to the Senate early next year.

Sen. Yarborough, in his appeal to
listeners and viewers last week, asked
them “to be the jury in demanding
fair play.” He urged audiences to
“monitor programs across the nation
and report any unfairness to the
committee.”
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AMPEX COLOR

NEW IMPROVEMENTS, NEW EXCLUSIVES

HOW YOUR COLOR CAMERAS
CAN MAKE MORE PROFIT

Color TV’s much heralded ar-
rival still holds promise for
the station equipped with live
color broadcast facilities. But
it also holds startling techni-
cal problems . . . and expense.
Making local live color pay is
a challenge of the first order.
To the engineer, it is just as
much a technical challenge,
too, in having all facilities
right when the second hand in the control room says “go”!

Color Rack

A Videotape® Television Recorder can pay off in both of
these areas. How? By permitting you to sell more color com-
mercials . . . safely recorded on tape.

Plan 1. Record tape commercials back-to-back with live color
telecasting. The time spent in balancing color facilities is
done only once . .. hefore the show. Sell the taped commer-
cials as adjacencies or inserts in your next color show. Profit
is high . .. cost is low.

Plan 2. Schedule one day —or more — to tape the entire
week’s color programming. Regular taping sessions permit
you to put more color programming and commercials on the
air. Reason: more engineering time is spent in profitable pro-
duction — rather than non-chargeable set-up. And you're
sure your programming is flutl-free , . . the tape is right.

NEw AMPEX COLOR New Ampex color vlectronic units
feature major improvements over all earlier clesigns to pro-
vide improved picture quality — greater stability — and
greatly simplified set-up procedures.

IMPFROVEO DIFFERENTIAL PHASE PERFORMANGCE
An Ampex exclusive, the Dilferentinl Phase Compensator,
provides new, positive stability of color values on playback
-antomatically. Color hues hold stoady .. . there’s no shitft-
Ing to green shadows and magenta highlights. Ampex DPC
holds differentinl phase shift within 5 degrees . . . s com-
Pired to 20 degrees or more on any recorder without DI'C.

BETTER COLOR DETAIL Color detail of fabrics and skin
tones have boon significantly inproved, too. Costly Bode fil

Ampex tapes are made and

‘TM AMBEX CORP

VIDEO PRODUCTS DIVISION -

Complete B/W

ters in the color processing cir-
cuits bring better clarity and
color detail by providing sharp
rejection of unwanted carrier
with no ringing. Picture edges
stay sharp and clean.

LONG TERM STABILITY
Improved design of the color
chassis provides added assur-
ance of entire system stability.
New Ampex exclusives in design include thermostatic ovens
for precision frequency sources . .. new encoder with auto-
matic carrier balance ... new stable delay lines replacing
sensitive tank circuits. .. and new clamped demodulator
replacing synchronous detectors.

VR-1000C Console

QuICK, SIMPLE SET-UP New Ampex color equipment
alone affords such simplicity and speed in set-up. Daily set-
up has been simplified to a quick 7-step check-out which can
be completed in 5 minutes or less . . . no specialized sweep
generator required. You are invited lo write for complete
information on color equipment in the new deluxe Videotape
Television Recorder console (VR-1000C) and the new stand-
ard of the uprights (VR-1001A).

FOR ENGINEERS ONLY:

Engiuecrs are human too! One significant improvement in the
new Ampex color chassis is the simplicity of daily set-up. At-
taining this aim is abvavs a design objective, and in this ease
results were wusually oo,

Last summnier at the United States Exhibit in Moscow, an Ampex
teamy demonstrated an Ampex color VTR to an estimated 2%
million Russinns. The tape vecording of the Nixon-Khrushehe
debate was exciting enough but it was followed by about two
months of [2-houv-plus work clays. One of the engineers was a
design engineer from the Ampex Video Laboratorv, With no
time for sightsceing, this man's thoughts turned to work-saving
devices.

Result: Simplicity of daily set-up was dusigued into the new
Ampex color ehassis. A built-in testing network has a vela
system to route signals through various cleetrounice paths. ( With
wmod-demod, withont mod-demotd, tor example.) By using 4
bagte test pofnts and test network selector, a series of Qo
No-Go'™ acljustments can be made quickly. Permunent low-pass
fillters are built in where veeded

AMPEX PROFESSIONAL PRODUCTS COMPANY

K

5 winute daily sebup procedure

AMPEX

End advanlage: 7 stop

played around the world

93¢ Charter Street, Redwood City, Calltornia -
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on which presidential and vice presi-
dential candidates appear.

The agency also asked tv and radio
stations affiliated with ABC, CBS, MBS
and NBC to make prompt reports to the
networks on such clearances so the net-
works can make their reports promptly.

The FCC notice said the reports
from networks are nceded so the com-
mission can compile and analyze clear-
ance information as the campaign
progresses and report to Congress “as
soon as possible” after -the elections.
The Senate Communications Subcom-
mittee requested the reports on station
clearances—at the behest of Sen. A.S.
Mike Monroney (D-Okla.)—during
the Jatter’s hearings in May on a bill
to require the tv networks to furnish
free time to major party presidential-
vice presidential candidates (Broap-
CASTING, May 23).

EQUAL TIME GUIDE

Seven FCC examples
of Sec. 315 in action

First guidelines on Sec. 315’s political
broadcasting provisions as amended in
September 1959—this is the congres-
sional legislation which exempted from
the equal time requirements appear-
ances by candidates on bona fide news
shows and panel and discussion formats
—were issucd by the FCC last week.

The list of examples (there are seven
of them) is the first group of political
rulings since the September 1959
amendments. Previously the Commis-
sion had issued compendia of equal
time rulings twice, in 1958 and in 1954.

The FCC document (FCC 60-1050)
details the changes which have occurred
in the law and in its regulations since
it jssued the 1958 revision. It calls at-
tention also to the passage of SJ Res.
207 which suspends for the 1960 polit-
ical campaign the mandatory equal
time provisions of Sec. 315 as they
apply to the presidential and vice presi-
dential candidates. The commission’s
notice, however, includes no ruling on
this subject as yet.

The text of the examples issued:

Q. A Philadelphia TV station had been present-
ing a weekly program called “Eye on Philadel-
phia."” This program consisted of personalities be-
ing interviewed by a station. representative. Three
candidates for the office of Mayor of Philadelphia,
representing different political parties, appeared
on the program. Would a write-in candidate for
Mayor be entitled to “equal opportunities?

A. No, since it was ascertained that the ap-
pearances of the three mayoralty candidates were
on a hona fide, regularly scheduled news interview
rogram and that such appearances were deter-

ed by the station’s news director on the basis
of newsworthiness. (Telegram to Joseph A. Scha-
fer, November 2, 1959.)
» *

Q. A local weathercaster who was a candidate
for re-election for Representative in the Texas
Legislature was regularly employed by an AM
and TV station in Texas. His weathercasts con-
tained no references to political matters. He was
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identified over the air while a candidate as the
“TX Weatherman.” Would his opponent be en-
titied to ‘‘equal opportunities?”

A. No. The Court of Appeals, Fifth Circuit,
ruléd that the weathercaster's appearance did not
involve anything but a bona fide effort to present
the news; that he was not identified by name but
only as the “TX Weatherman’; that his em-
ployment did not arise out of the election cam-
paign but was a regular job; and that the facts
did not reveal any favoritism on the part of the
stations or any intent to discriminate among
candidates. (Letter to KWTX Broadcasting Co.,
March 16, 1960; Brigham v, FCC, 276 F. 2d 828
(CA.5), Apri! 19, 1960.)

B Ld %

Q. A sheriff who was a candidate for nomina-
tieon for U.S. Representative in Congress con-
ducted a daily program, regularly sscheduied since
1958, on which he reported on the activities of
his office. He terminated each program with a
personal “Thought for the Day.” Would his op-
ponent be entitled to ‘“‘zqual opportunities?’’

A. Yes. In light of the fact that the format
and content of the program were determined by
the sheriff and not by the station, the program
was not of the type intended by Congress to be
exempt from the ‘“‘equal opportunities” require-
ment of Section 315, (Letter to Station WCLG,
April 27, 1960.)

L " *

Q. Certain networks had presented over their
facilities wvarious c¢andidates for the Democratic
nomination for President on the programs “Meet
the Press”, “'Face the Nation” and “‘College News
Conference.” Said programs were regularly sched-
uled and consisted of questions being asked of
prominent individuals by by newsmen and others.
Would a candidate for the same nomination in
a state primary be entitled to ‘“‘equal opportu-
nities?”

A. No. The programs. were regularly scheduled,
bona fide news interviews and were of the type
which Congress intended to exempt from the
“equal opportunities” requirement of Section 315.
(Letter to Andrew J. Easter, April 28, 1960;
letters to Charles V. Falkenberg, May 12 and
June 13, 1960.)

& %

Q. A candidate for the Democratic nomination
for President was interviewed on a network pro-
gram known as “‘Today.” It was shown that this
was a daily program emphasizing news Coverage,
news documentaries and on-the-spot coverage of
news events; that the determination as to the
content and format of the interview and the
candidate’s participation therein was made by the
network in the exercise of its news judgment and
not for the candidate's political advantage; that
the questions asked of the candidate wete deter-
mined by the director of the program; and that
the candidate was selected because of his news-
worthiness and the network's desire to interview
him concerning current problems and events.
Would the candidate’s opponent be entitled to
“equal opportunities?”

A. No, since the appearance of the candidate
was on a program which was exempt from the
“‘equal oportunities’ requirement of Section 315.
(Telegram to Lar Daly, July 6, 1960.)

Q. A candidate for the Democratic nomination
for President appeared on a network variety show.
A claimant for “‘equal opportunities’” showed that
his name had been on the ballots in the Demo-
cratic presidential primary elections in two states;
that the network had shown him in a film on a
program concerned with the various 1960 presi-
dential candidates; and that he was continuing
his efforts as a candidate for the Democratic
nomination. Would the claimant be entitled to
“equal opportunities?”

A. Yes, since the appearance of the first candi-
date was on a program which was not exempt
from the “equal opportunities” requirement of
Section 315 and the claimant had shown that he
was a "egally qualified” candidate for the
nomination for the same office. (Telegram to NBC,
July 6, 1960.) =

Q. A former President expressed his views with
respect to a forthcoming national convention of
his party. A candidate for that party’s nomination
for President called a press conference to com-
ment on said views, which conference was broad-
cast by two networks. Would said candidate’s op-
ponent for the same nomination be entitled to
“equal opportunities?’’

A. No, since the appearance of the first candi-

date was on a program which was exempt from |
the “equal opportunities’” requirement of Section
315. (Telegram to Falkenberg & Falkenberg, July
7, 1960.)

BUYS AND GIFTS i

Networks list party
buying, programming

Political buying at the tv networks
advanced last week, with an unsched- '
uled and temporary flareup caused at
NBC-TV over a Democratic buy on
the Today show.

NBC-TV had accepted an order for
a minimum 15 five-minute segments
(7:55-8 a.m. EST) in Today (7-9 a.m.
EST) while host Dave Garroway was
vacationing. Mr. Garroway objected to
what would be a mid-way interruption
on the east coast telecast but by late
in the week Mr. Garroway had been
satisfied and negotiations were contin-
ued to work out matters to allow for a
“minimum of interruption.”

The network rundown of party pur-
chases and other political programs:

ABC-TV: The Democrats asked to
be relieved of a half-hour time period
(Sept. 29, 10:30-11 p.m.) which was
granted by the network. But another
previously-ordered half hour (Sept. 20,
8:30-9 p.m.) was retained. The Repub-
licans have five-minute segments ordered
on ABC-TV, most in daytime periods
except for one or two scheduled at
night, and the 11 p.m.-midnight elcc-
tion eve time.

ABC-TV has had acceptances for ap-
pearances on its Campaign Roundup
from Messrs. Kennedy and Lodge. The
series, offered for sponsorship but not
yet sold, will start Saturday, Sept. 17
(7:30-8 p.m.) and though the sched-
ule will be mobile, three programs will |
follow, generally on Saturday evenings.
ABC reported there is a possibility Mr.
Johnson will appear on the series, but
has had no word from Mr. Nixon on
the series.

It was also learned unofficially last
week that Mr. Nixon will appear on
ABC-TV’s sustaining College News Con-
ference on Sunday, Oct. 23, at 1:30-2
p-m. EDT. The network was awaiting
word trom Mr. Kennedy on this series. |

CBS-TV: The late election eve time

period on CBS-TV was fixed this way:
the Republicans will take the [0-11
p.m. period and the Democrats have the =
11-midnight committed. The GOP on
CBS-TV also has a half-hour on Oct.
3 (8:30-9 p.m.) and has ordered five-
minute segments (two at night with
several reservations for daytime peri-
ods).

The Democrats have purchased eight
five-minute periods in Class A time on
CBS-TV and have yet to confirm reser-
vations for half-hours on the network. 1

Person to Person is taping a half-
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Believing that spot television can sell
about anything, one of our HR&P
salesmen made a pitch to the manu-
facturer of a commercial fertilizer
used only by farmers and big truck gardeners.

Its agency was dubious. “Only a small part of the TV audi-
ence could possibly be interested,” said the a.e. “We’d have
to sell an awful lot of product to them if we wanted the
investment to pay off.”

Our man allowed as how this was right,
but he still thought spot TV could do it.
What’s more, he had an early evening
news strip available that would be just
the thing for a test. He backed up his
recommendation with some cogent facts about rural electri-
fication, T'V set ownership and viewing habits among farm
families. The short of it was that the client switched some
money from another medium and put it into a spot TV test.

But the long of it was that the follow-
ing year this account expanded to an
impressive list of markets. The year
after that, its principal competitor

.+ also jumped into television — and on
an even bigger scale. We are happy to report that the HR&P
man who started the whole idea was successful in getting
the business for his stations.

WE apmit things like this don’t happen every day, but
neither are they unusual in our shop. That’s one reason
why we put such a premium on creative flair and resource-
fulness in selecting and developing our sales staff. Another
is because — representing one medium only ~ we need put
no artificial limitations on the creation of new business for
spot TV.We can, uniquely, afford tobe creative BOTH ways.

RIGHTER & PARSONS, INC.

ATLANTA - BOSTON : SAN FRANCISCO . LOS ANGELES



hour interview with Sen. Kennedy, his
wife and daughter for broadcast Thurs-
day, Sept. 29 (10-10:30 p.m. EDT),
sponsored by Polaroid. A similar invita-
tion by the show to candidate Nixon
awaits his return to his desk from be-
ing hospitalized. The Kennedy appear-
ance will mark the fifth time Person ro
Person has departed from its two-sub-
ject format. (Half-hour interviews were
telecast last secason with Herbert Hoov-
er, Maurice Chevalier and Archbishop
Martin J. O'Connor fromy the vatican,
and Harry Truman was a 30-minute
subject in 1957). The Person to Person
crew will visit the Kennedy home in
Washington Sunday (Sept. 19) to tape
the program for play 10 days later.
CBS-TV'’s Cuptain  Kangaroo was
trying to get Vice President Nixon and
Sen. Kennedy for a Saturday morning
program but gave up when the Nixon
office declined twice. After Sen. Ken-
nedy accepted, the program had offered
the Nixon invitation a second time,
with no success. J. Leonard Reinsch,
Kennedy communications advisor. was
disturbed, Kangarco producer David
Connell said, that one candidate’s re-
jection could cancel an appearance by
the other, but the Kangaroo staff felt
it would be unfair to present one alone,
even though there was no obligation
to present both. The candidates would
have climaxed a week of Captain
Kangaroo programs on the U.S. gov-
ernment, a plan which continues intact
for the week of Oct. 24 (8:15-9 a.m.,
New York time), Monday-Friday. The
Saturday program is being rewritten.

NBC-TV: The network has about a
dozen other Democratic orders and a
few less from the Republicans for five-
minute program secgments, most of
these adjacent to popular daytime
periods. The Democrats have asked for
a change in a half-hour previously
ordered, this show to be worked in
elsewhere in the schedule, and two
other such shows are under discussion
with the Democrats. The Republican
Party also is negotiating with NBC-TV
for half-hour periods but has yet to
make purchases firm. Not yet resolved
by NBC-TV is the Nov. 7, election

eve || p.m.-midnight hour that both
parties wish to sponsor.
Mr. Nixon appecared yesterday

(Sept. 11, 6:30-7 p.m. EDT) on NBC-
TV’s Meet the Press (repeated by NBC
Radio), and the program, which has
no sponsor, expects to line up Mr.
Kennedy some Sunday in October. The
presidential and vice presidential candi-
dates will have a show apiece, probably
in October, in the previously announced
Saturday series, The Campaign and the
Cundidates (8:30-9:30 p.m., New York
time), sponsored by Longines-Witt-
nauer. The Campaign and the Candi-
dates starts Sept. 17 for an eight-week
run,

Campaign Assoc., agency for the
Repuhlicans, admitted last week it has
yet to start its half-hour show buying
in earnest “but we will.” There has not
been a decision on the extent or start of
spot tv.

D.C. politician files Sec. 315 suit

A former ‘“independent” candidate
for the Democratic nomination for the
presidency last week challenged the
constitutionality of the newly-cnacted
Public Law 677 suspending the equal
time provisions of Scc. 315 for presi-
dential and vice presidential candidates.

Andrew J. Easter of Washington filed
a suit in Federal District Court in Wash-
ington against both houses of Congress,
major party presidential nominees Nix-
on and Kennedy, FCC Chairman Fred-
erick W. Ford, NBC President Robert
E. Kintner, President Samual H. Kaufl-
mann of the Washingion Star and Presi-
dent Roy E. Larsen of Time Inc. (Timne,
Life, Fortune and other magazines),

Mr. Easter charged that Congress
in effect amended the Constitution by
illegal means when it passed the Sec.
315 suspension, a law which he said
bridges the freedom of speech and
freedom of press guarantees of the Con-
stitution. The freedom of the press
guarantee in the Constitution, he said,

“carries with it the obligation to present
the facts.” Especially is this true of
broadcasts of news commentators and
news interviews, he added. Tv-radio,
newspapers and madgazines, he said, used
“discriminatory and unfair practices
in silent unison,” or, as he termed it
clsewhere in his suit, gave him ‘‘the
silent treatment.”

He specifically charged NBC with re-
fusing his April 5 request for equal
time on Meet the Press after presenting
other aspirants for the Democratic
nomination. The FCC supported NBC'’s
refusal April 28, he charged.

The Star, Mr. Easter said, published
sketches of five persons “secking the
Democratic nomination or pretending
not to” in a secries which began April
18, but the newspaper excluded him.

Though the equal time provisions in
the Communications Act do not specif-
ically cover newspapers and magazines,
he said, newspapers and magazines are
given “preferential” postage rates.

58 (SPECIAL REPORT: POLITICS)

B Political sidelights

® John W. Rollins, one of the principals
of the Rollins Broadcasting Co., chain
of radio and tv stations, has been
nominated by Delaware Republicans to
run for governor. Mr. Rollins, who
served as lieutenant governor of Dela-
ware for a four-year term eight years
ago, will run with J. Caleb Boggs, pres-
ent governor, who was nominated for
the Senate seat now held by Democratic
Sen. J. Allen Frear Jr.

The 44-year-old Republican guber-
natorial candidate is associated with his
brother, O. Wayne Rollins, in owner-
ship of WAMS Wilmington, WIJWL
Georgetown, both Delaware;: WEAR-
TV Pensacola, Fla.; WPTZ (TV) Platts-
burgh, N.Y.; WNJR Newark, N.J;
WBEE Harvey, 1ll.; WRAP Norfolk,
Va., and WGEE Indianapolis, Ind.

8 Cy N. Bahakel has withdrawn from
the 6th Virginia congressional race in
which he was running as an independ-
ent. Mr. Bahakel, who has interests in
several southern stations, termed him-
self a “political babe in the woods”
when he discovered that he would need
official Democratic backing to win the
Virginia race. He lacked such backing
on a technicality since the districtls
Democrats closed their convention with-
out naming a candidate. Mr. Bahakel
has interests in WABG-AM-TV Green-
wood, WKOZ Koskiusko, both Missis-
sippi; WLBJ-AM-FM Bowling Green,
Ky.; WKIN Kingsport, Tenn.; WWOD-
AM-FM Lynchburg and WRIS Roa-
noke, both Virginia, and WXEL Wa-
terloo, Iowa.

s WKRC-TV Cincinnati Sept. 17 starts
The Firsi Tuesday, a series of eight
half-hour programs on political party
activity. The opener will deal with
politics in government and the indi-
vidual’s responsibility for its proper
function. The series was prepared by
WCET (TV) Cincinnati, educational
outlet.

s WCHS-AM-TV Charleston, W. Va.,
and the Charleston Gazeite have made
two hour-long programs available to
senatorial and gubernatorial candi-
dates. Senatorial opponents will appear
Oct. 28; gubernatorial, Nov. 3. The
public will send questions to the sta-
tions and newspaper, with a screening
board picking those to be asked on the
air. Neil Boggs, WCHS news director,
is handling the series, which will be
fed to statewide radio and tv hookups.

= WDMYV Pocomoke City, Md., of-
fered free time to Republican and
Democratic candidates for Congress,
according to WDMV general manager,
Curt White.
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THE MEDIA

NBC CRITICIZES A CRITIC

Network asks equal space for rebuttal
of John Crosby’s column on its programs

NBC charged last week that column-
ist John Crosby made a “vindictive and
distorted” and “‘false and damaging” at-
tack on NBC in a column claiming that
the network had ‘“‘sacrificed” quality
programming in a bid for viewers and
that its profits and prestige had shriv-
¢led since the presidency of “visionary”
Sylvester L. (Pat) Weaver Jr.

Mr. Croshy, whose column is carried
and syndicated by the New York Her-
ald Tribune, contended in his Wednes-
day piece that “managementwise , . .
NBC is a mess of colossal proportions”
and “is being run as whimsically as
any huge business ever was.”

He said that under Mr. Weaver NBC
was “tops in prestige, in morale, n
ideas and just possibly in moncy mak-
ing.” But since then, he said, it has
slipped to last in ratings and its profits
have dropped from $18 million to $19
million under Mr. Weaver to between
$2 million and $5 million last year
“under these hard-headed practical men
like” Board Chairman Robert W, Sar-

nofl and President Robert E. Kintner.
“These are educated gucsses,” he wrote.
The actual figures, he said, are “a secret
between David Sarnoff and God.” He
suggested that “NBC may even be Jos-
ing money.”

NBC’s reply was in a letter sent by
Messrs. Robert Sarnoff and Kintner to
Robert H. White 2nd, president and
cditor of the Herald Tribune. They said
they would “not undertake to correct
[Mr. Crosby’s] misleading observations
on the operational and management
aspects of broadcasting, since he is unin-
formed in those fields and is not com-
petent to deal with them. “Nor,” they
added, “do we question his right as a
reviewer to criticize programs, despite
his dislike of television.”

But Mr. Crosby could have read
“in the July 20 issue of his own news-
paper,” they wrote, that NBC’s profits
were at an all-time high during the first
half of this year. And NBC not only en-
joyed “ncar-record profits in 1959,
they continued, but “the indications are

Outstanding Values

in Radio-TV Properties

60

A powerful full-time radio station in a SOUTH
major market, hub of a rich industrial

and agricultural area. Excellent assets. 3250 000
Liberal terms available. 9

A highly profitable Gulf Coast daytimer

in outstanding growth market. Stable SOUTH
economy, with diversified industry and $

agriculture. 29% down; balance in 5 150,

years.

Full time facility in a medium market. SOUTH

Gross compares favorably with price.
Excellent owner-operator opportunity.
$20,000 down; term are negotiable.

BLACKBURN « Comp;my, Inc.

RADIO » TV « NEWSPAPER BROKERS
NEGOTIATIONS » FINANCING » APPRAISALS

WASHINGTON, D. C.

James W. Blackburn
Jock ¥, Harvey
Josoph M. Sitrick
Woashington Building
STorling 3-4341

MIDWEST

H. W. Cassill

Williom B, Ryan

333 N. Michigon Ave.
Chicago, fllinois
Flnonclol 6-6460

ATLANTA
Clifford B, Moriheil
Stonley Whitaker
Robert M. Baird
Heoley Building
JAckson 5-1576

*15,000

WEST COAST

Colin M, Selph
Colif. Bonk Bidg.
944! Wilshire Bivd.
Beverly Hitis, Calif.

CRestview 4-2770 /

|

that NBC will carn an all-time high in |
profits for the year 1960, with the |
fourth quarter of this year surpassing
the previous record fourth quarter of
1959.”

The lefter continued: “In view of Mr.
Crosby’s professed devotion to re-
sponsibility in programming, his at-
tack on NBC is a striking example of
his bias, since he gives no recognition to
NBC’s accomplishments in news and |
public affairs programs, where it has
established a leading position; nor to its
presentation of entertainment programs |
of outstanding merit; nor to its develop-

il

ment of color television . . . |

The Herald Tribune printed the
Sarnoff-Kintner letter in its Letters to
the Editor column Friday (Sept. 9),
without comment.

“In the interest of fairness, we are |
sure that the Herald Tribune and the
member newspapers syndicating Mr.
Crosby’s column will want to print this
letter in an appropriate position so that
their readers may not be misled.”

Changing hands

ANNOUNCED = The following sales of
station interests were announced last
week subject to FCC approval:

m WTMT Louisville, Ky.: Sold by
Jefferson Broadcasting Co. (Ear! F.
Hash, president) to Norman and Sher-
man Broadcasting Co. for approximate-
ly $425,000. Purchasers are George
Norman and Robert Sherman, Western
broadcasting management consultants.
WTMT is a 500 w. daytimer on 620 kc.
Transaction was handled by Paul H.
Chapman Co.

= WHHM Memphis, Tenn.: Sold by
Tom W. Shipp to Mercury Broadcast-
ing Inc. for approximately $250,000.
President of Mercury Broadcasting is
William H. Grumbles, former vice
president of RKO General (see Fates
and Fortunes, page 102). WHHM is
on 1340 kc. with 250 watts. Sale was
handled by the Paul H. Chapman Co.

APPROVED ® The following transfers

of station interests were among those
approved by the FCC last week (for
other commission activities see FOR
THE RECORD, page 108).

# KTVE (TV) El Dorado, Ark. (Mon-
roe, La.): 80% sold by William H.
Simons, widower of former FCC Com-
missioner Frieda B. Hennock, to Vet-
erans Broadcasting Co. (WVET-AM-
TV Rochester, N.Y.) for $347,000
plus $50,000 compensation over five
years, plus agreement to have licensee
repay $134,000 personal loan to Mr.
Simons. Mr. Simons bought ch. 10,
NBC-affiliated station for $1.1 (AT

BROADCASTING, September 12, 1960

S - T

& e W



Some people might be destined for
greater things in life if they didn’t
let their hobbies interfere with their
work. Such a person is the former
promotion manager of KVOY Yuma,
Ariz., whose name is, of all things,
Snow.

Lawrence J. Snow’s hobby, or one
of them, is holdups. Others include
burglary, forgery and the like, as
police records in a half-dozen states
attest. But when Mr. Snow can tear
himself away from these pursuits his
typewriter can be almost as persua-
sive as his pistol.

Take the mimeographed sales
letter he recently circulated to sta-
tion managers throughout the coun-
try from an address most people
would find inconvenient—the Gar-
rard County Jail in Lancaster, Ky.

“Dear Sir:” (wrote the undis-
mayed Mr. Snow) “There are cer-
tain advantages to operating a busi-
ness from a jail cell. . . . Who . . .
could toss this sales letter away with-
out at least finding out what I'm
selling?”

Mr. Snow was selling a station
traffic system he devised during the
year and a half he spent as promo-
tion manager of KVOY, which, he
satd, enabled his boss to drop his
traffic manager from the payroll and
turn the work over to his promotion
manager, who also wrote all station
copy. Admitting modestly that his
system “‘is not the world’s most
original,” Mr. Snow said that, never-
theless, it saved KVOY money and
is so simple that “an intelligent ape
could set it up for you.” His bro-
chure, said Mr. Snow, cost $10 and
if the station manager is not satisfied
with it he gets his money hack. “You
can't lose—since you certainly know
where to find me.”

That the letter hrought results
from stations is verified by Garrard
County Prosecuting Attorney Gilbert
Wilson, who said Mr. Snow was ar-
rested there Aug. | on suspicion of

Deavuing, July 11). Sale includes
48.9% sold to Veterans in July.

8 WBOF Virginia Beach; WYFT (FN)
Norfolk, both Virginia: Sold hy a group
headed by Leo Hoarty to Metro-WBOF
Inc, for $260,000 ($40,000 for fm).
Metro-WBOF Inc. is owned by Temple
W. Seay, Washington, D.C,, attorney.

® WACH Chicopee, Mass.: Sold by
John 8. Begley and associates o Com-
monweanlth  Broadensting  Co.  for

BROADCASTING, Soptombor 12, 1940

Promotion man reveals hidden persuader

being an accomplice. in a burglary
and for carrying a concealed weap-
on. (He has since been transferred
to Madison County Jail, Richmond,
Ky., where he was wanted on a more
serious charge, attempted armed
robbery of a motel.)

“He borrowed the jail’s type-
writer, took it back to his cell and
wrote those letters,” Mr. Wilson said,
“and lots of money started coming
in.” When Mr. Snow was transferred
to Richmond, he bought all his fel-
low prisoners a farewell dinner,
showed them his promotions scrap-
book and told them he made “plenty
of money,” Mr. Wilson said, adding
that the jail is holding a stack of
other checks that have arrived since
he left. Kentucky authorities since
have found that Mr. Snow served
two penitentiary terms in California
and one in New Mexico for robbery,
burglary and forgery and is wanted
by law enforcement agencies in
Oklahoma, Arizona and lowa on
similar charges.

KVOY Mauanager Leo A. Newsome
Jr. last week acknowledged that Mr.
Snow’s traffic system enabled him to
drop his traffic manager from the
payroli. He said the 26-year-old
promotion manager had been a
“good and capable” employe and
was well-liked in the community and
that he never caused any trouble. He
just failed to show up for work last
July 18.

He said he knew Mr. Snow was a
parolee but wanted to give him a
chance after hearing his story that
he was convicted because he hap-
pened to be with others who actually
committed a robhery. He said Mr.
Snow got his high school diploma in
prison, then taught other prisoners
and that his scraphook ot his cttorts
in freelance writing was “impres-
sive.” Mr. Newsome added:

“Now 1 guess every paroled con-
vict in the country will be coming
to me looking for a job.

$250.000. Principal Commonwealth
stockholders are Lazar Emanuel, New
York attorney: Blair Walliser, ex
MBS vice president, and Paul Smal-
len, New York advertising man, Same
group  has  substantial  interests  in
WEOK Poughkeepsie, N.Y

& WCBC Anderson, Ind.: Sold by Civic
Broadeasting Corp. 0 Radio WBOW
Inc. (J. W. O'Conner, president) for
$185.000. Radico WBOW s licensee of
WBOW Terre Haute, Ind., wlile Mr

STATIONS

FOR SALE

| EASTERN

New York State daytimer doing close
to $100,000—area holds great po-
tentiol, a realistic buy ot $110,-
000.00. Terms avail.

Full-timer needs a go-getting owner.

Potential is excellent in. market of

275,000 people. Retail sales $350,-

000,000.00. Forbes Magozine states

this city one of top ten cities for

""Best Performance’ in percent gain-

ing business over preceeding yvear in

U.S. Price $135,000 with $30,000
down and time to be agreed on.

WASHINGTON, D.C.

1737 DE SALES ST., N.w.

EXECUTIVE 3-3456

RAY V. HAMILTON

JOHN D. STEBBINS

| MIDWEST

5000 watt fulltimer in one of the

larger midwest markets. Priced at

$125,000, with negotiable terms.

Station has potential well beyond its

current price.

1000 watt fulltimer in midwestern

city of some 70,000. Price of $132,-

000 is negotiable. Station suffers
from absentee ownership.

CHICAGO

1714 TRIBUNE TOWER

DELAWARE 7-2754

RICHARD A. SHAHEEN

| SOUTHWEST

NEW MEXICO

In the Land of Enchantment we have
a couple of attractive properties, one
an AM-FM combination in a real fine
market, AM is fulltime; ond a full-
time 250.-watt AM in another excel-
lent market. Combination deal is
$125,000 on good terms and the
other is $90,000, terms.

COLORADO
We offer a daytimer in 0 major mar-
ket, station has unbelievable cover-
age and is a money maker. Can be
had for $140,000, good tcrms.
Fulltime regional, single market, real
estate worth $50,000 quick assets in
excess of $40,000, fulltimec, making
substantial profits, $215,000, $100,-
000 down, good terms on balance.
DALLAS
1511 BRYAN ST.
RIVERSIDE 8-1175
DEWITT JUDGE’ LANDIS

WEST

Fulltime radio station grossing in ex-

cess of $100,000.00 annually and

breaking even under absentee ownes-

ship. Priced for fast sale at total of

$120,000.00 with possibility of term
payout.

SAN FRANCISCO

111 SUTTER ST.

EXBROOK 2-5671

JOHN F. HARDESTY

HAMILTON-LANDIS & ASSOC., tNC.

NATIONWIDE BROKERS
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O’Connor has interest in WPFA Pen-
sacola, Fla., WCVS Springfield, IIl.,
and KLEE Ottumwa, Jowa. Commis-
sioner Robert T. Bartley dissented.

B WZFM (FM) Jacksonville, Fla.:
Sold by Irving Glick to Carmen Macri
for cancellation of $110,000 note to
company which Mr. Macri also owns.
Mr. Macri operates WZOK Jackson-
ville.

Radio-tv lead drive

for Olympic team fund

Even if the U.S. Olympic team isn't
a smashing success, the mass media
drive for funds to get them to Rome
has set a new record.

So reported Erwin Wasey, Ruthrauff
& Ryan, which served as volunteer ad-
vertising agency and spearheaded the
campaign among radio-tv stations, news-
papers and magazines, for the U.S.
Olympic Committee. EWR&R reported
Thursday that mass media donated a
record-breaking $300,000 in measur-
able time and space. A total of 511 va-
rious media responded to the agency’s
appeal, not including spot commercials,
special programs and other events re-
ported but unofficial.

EWR&R projected circulation of each
medium to an estimated 143 million
for tv, 97 million for radio, 31 million
for magazines and 5.3 million for news-
papers. It reported that 297 radio and
tv stations used scripts, recorded mes-
sages and spot films, and that 48 mag-
azines and 166 newspapers ordered one
Oor more mats.

The U.S. Olympic Committee sought
$1.5 million for training, transporting
and accommodating the 400-plus dele-
gation of athletes and officials to Rome.
The public was asked to contribute a
dollar or more to the fund in return for
a specially printed souvenir postcard
from the summer games.

The mass media campaign doubtless
stimulated hundreds of individual and
corporate contributions, according to J.
Lyman Bingham, committee’s executive
director. He also lauded EWR&R'’s role
in preparing and placing the campaign.
Joseph Furth, agency vice president,
headed up the agency account team.

CBS, NBC, Nielsen

resolve rate hassle

Renewal of the CBS and NBC con-
tracts for Nielsen television ratings serv-
ice (CLOSED CirculT, Sept. 5) was an-
nounced by A.C, Nielsen Co. last week.
ABC already had renewed its contract,
but negotiations with NBC and CBS
had been snagged over differences on
rates.

Nielsen also announced ncw agency,

Tentative

Jan. 1, 1961, has been set as

tentative starting date for Re-
public Broadcasting System, a
fifth radio network which plans
to provide 24-hour-a-day pro-
gramming without charge to affili-
ates (CLosep Circult, Sept. 5), j
Dave Cornelius, organizer of the
network, said Wednesday (Sept.
7) at a news conference in Holly- ]
wood, where RBS will headquar- [
ter. Solicitation of stations will be- ||
gin next month, he said, with
plans of lining up a sufficient
number of affiliates to deliver two
million listeners or more for RBS
programming at the outset.

advertiser and station orders bringingH
total subscribers to the Nielsen radio
and television index services to 386;
said 300 advance orders have been re- !
ceived for its radio and tv coverage |
studies, scheduled for delivery next}
summer, and reported that Maxon,

Chryslér and Life were the first agency, |
advertiser and publisher subscribers,

respectively, to sign up for the new §
Nielsen Media Service, which will §
measure magazine audiences and thexi
combined audiences reached by adver-

tisers using major magazines in con-:‘
junction with television.

Chicago city council,
tv extend news ‘test’

Chicago broadcasters last week 4
gained another step in their demands
for news access to local city councilz
proceedings—but still remained on 1
“probation.”

Management and news representa-
tives of the four commercial tv stations
testified before the council’s rules com-
mittee and won the promise of unre-
stricted film coverage—on a trial basis
until Dec. 31. The rules group’s recom-
mendation is considered tantamount to
council approval.

This past summer the stations had
agreed to carry the complete two-hour
council meetings on video tape, rotat-
ing the fortnightly assignments among ¢
themselves. This was the council alter- |
native to unrestricted coverage for |
strictly newscast purposes.

A OO0 el e B g Y
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Councilmen generally seemed grati- &
5

fied with that arrangement, although the !
broadcasters complained that it was tan- -
tamount to a ‘‘strings-attached” pro-

posal. But viewers apparently took a ¢

dim view of the full council telecasts,
according to station testimony before
the committee last week.

William Garry, WBBM-TV news and
public affairs director, told the rules
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WTHI-TV
the

Number One

single station
market

, in

- America!

WTHI-TV is a
single station market
of 217,400 TV

homes.

An advertising

dollar on WTHI-TV
delivers more TV homes
than many dollars in a
multiple station

market.

TERRE HAUTE,
INDIANA

Represented by THE BOLLING CO,
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group, “we could have run a western
in there [instead of the council meet-
ings] and done a lot better. It was a
pretty low rating (Nielsen).” Robert Le-
mon, station manager of WNBQ (TV),
said, . . . the programs did not really
create the maximum kind of interest.”

RAB meets to profile
radio salesmen

Radio Advertising Bureau’s first in
a series of eight regional management
conferences opens today (Sept. 12) for
a two-day stand at Starved Rock Lodge,
Utica, IIl. Here, as in the remaining
conferences (see DATEBOOK, page 14),
station executives will get their first
look at a profile of the average U.S.
radio salesman, everything from his
educational background to the day of
the week he closes most of his time
sales, which is one of 120 subjects to
be covered at each of the two-day meet-
ings scheduled during the next five
weeks.

RAB’s profile of radio salesmen,
based upon a nationwide survey of ra-
dio stations, reveals more than 72%
of the salesmen are college-educated,
90% are married and 69% of those
have at least two children. He has 6.6
years of radio experience before arriv-
ing at his present job, and, according
to the survey, he closes the highest
percentage of his sales on Fridays. It’s
a young man’s game, RAB says, with
more than 86% of the salesmen be-
tween the ages of 18 and 45.

Bureau executives slated to attend
this year’s conferences include: Kevin
B. Sweeney, president; Warren Boo-
rom and Miles David, vice presidents;
Patrick E. Rheaume, manager, mem-
ber service; Robert H. Alter, manager,
sales administration: Maurice E. Fid-
ler, division manager, and Dale R.
Woods, Keith Andre, William R. Lack-
er and Arthur E. Jost, regional man-
agers.

Bl Media reports

Opens in Philly ® Metropolitan Broad-
casting Corp., New York, last week an-
nounced the establishment of a new
Phitadelphia office in which Benedict
Gimbel Jr., vice president of Metropoli-
tan, will maintain his headquarters, Ad-
dress: The Philadelphia Saving Fund
Society Bldg.,, 12 S. 12th St., Philadel-
phia 7. Telephone: Walnut 5-2828.

Opera winners ® Five winners in the
third annual competition of the Ameri-
can Opera Auditions have left for
Europe where they will make operatic
debuts in Milan and Florence, Italy,
this fall. American Opera Auditions is
a national non-profit organization fi-
nanced in the main by the Taft Broad-
casting Co. of Cincinnati,

Unprepared

Following a fire in northern
Nevada which caused some $200
million worth of damage and
brought an emergency blackout
in the Reno area, KBUB Sparks-
Reno, a daytimer which had
stayed on the air around the
clock on auxiliary power, broad-
cast an editorial pointing out the
moral of the holocaust. Edward
J. Jansen, owner and general
manager, noted the similarity be-
tween the effects of the fire and
those that could be expected from
an atomic explosion. Most peo-
ple had ignored Civil Defense
announcements on radio and tv
warning them to keep a supply
of food, water, gasoline, dry ice
and other family necessities in
case of atomic disaster and so
they were unprepared when a
disaster struck, he said.

KBUB served as the only full-
time contact between state and
local governments and the peo-
ple, broadcasting emergency an-
nouncements when the area was
caught without water or electri-
city, the station reports; KOH
Reno was on the air until mid-
night the night of the fire, Aug.
21. The station also mentioned
that some radio dealers kept open
all night to handle the rush on
radios by citizens who wished to
be kept informed of progress in
handling the emergency.

New honors ® KNUZ Houston re-

ceived the Texas Associated Press News
Broadcasters Award for best continuous
news coverage in the state. KNUZ also
recently won the National AP award
for its coverage of the 1959 Amoco
Virginia disaster. Before that it won the
Alfred P. Sloan award for consistent
public service programming. Al Crouch
is news director of KNUZ.

Rate cut ® WGR-TV Buffalo has issued
a new rate card describing its rates for
use of video tape facilities. The rate
per half-hour of studio use has been
reduced from the $200 of the card is-
sued one year ago to $50. The card
also establishes a new off-the-air rate
of $25 for five minutes or less.

Spots widen ® Spot Time Sales Inc,
N.Y., opened additional branch offices
Sept. 1 in California and Illinois. Ad-
dresses are: 821 Market St., San Fran-
cisco 3, Clint Sherwood, manager, tele-
phone: Garfield 1-6789 and 30 N. La-
Salle St., Chicago, Don Sanders, man-
ager, telephone: Franklin 2-6447.
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Pulse warns clients
on misuse of its data

Subscribers of the research service
bffered by The Pulse Inc, New York,

have received letters from its director, |

Dr. Sydney Roslow, warning against
violations in subscribers’ advertising and
promotion of Pulse research “Where
continued violations occur,” Dr. Roslow
said, “the company would be placed in
the position of (a) being unable to
authenticate copy claims made by our
isubcribers, and (b) refusing to service a
jsubscriber with our report in the fu-
ture.”

“We have found several instances of
incorrect usage and violations of our
publication privileges,” Dr. Roslow
wrote. Reminding subscribers that full
|disclosure of Pulse research to potential
customers is proper, he pointed out that
publication or promotional advertising
in which call letters of competing sta-
tions are identified is not proper, adding
that call letters must be masked to pre-
vent identification.

Among the difficulties encountered by
The Pulse, according to Dr. Roslow, are
mistakes in the averaging of projection
of Pulse data, improper identification
of dates and areas surveyed, causing
confusion with other surveys, and enthu-
siastic salesmen who leave unmasked
station literature in advertising agencies.

New Rahall station

WQTY Arlington (Jacksonville,)
t Fla., signed on Aug. 31 on 1220 kc
with 250 w daytime. The station is
operated by Rahall Broadcasting Inc.
Sam G. Rahall, president, with his
| brothers, N. Joe Rahall and Farris Ra-
| hall, also own WLCY Tampa-St. Pe-
tersburg, Fla.; WKAP Allentown, Pa.;
WNAR Norristown, Pa.,, and WWNR
Beckley, W. Va. The new station’s pro-
gram policies will be patterned after
those of the other stations, Mr. Ra-
hall announced, and will feature a Top
50 format. Sam Newey is resident sales
manager; Murph McHenry is program
coordinator.

KSKI plans debut

The resort center of Sun Valley,
Idaho, will have radio service starting
Sept. 15. KSKI will operate on (340
kc with 1 kw. The format will consist
of “popular middle-of-the-road-type
music” with news on the hour and on
the half hour, according to Bert God-
frey. general manager. Some classical
music and jazz will also be fcatured.
Bill Innes is program director; John
Harrison, news director; Stan Miller,
chief enginecer and Jean Kooreman
women’s director.
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- TOM WELSTEAD

AM RADIO SALES
OR A.C. NIELSEN

'WILL PROVE IT!

- WCKY

And prove it they will! All it takes is the
" latest Nielsen, a rate card and your comp-
tometer. Feed the figures into that machine
and the tape will show you that WCKY reaches a
staggering number of radio homes in the Tri-State
Cincinnati area — and reaches them at a cost so un-
believably low it’ll take your breath away. Talk to
Tom Welstead'in New York; talk to AM Radio Sales
everywhere else; talk to the buyer in the next office;
they’ll show you —and prove it so it sticks — that
in the Greater Cincinnati area WCKY is some buy!

WCKY:RADIO
50,000 WATTS
CINCINNATI
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RECORD WORKLOAD FACES FCC

Problems and backlog spell vacation hangover for commissioners

The full, seven members of the FCC
returned to Washington last week after
their month-long August summer vaca-
tion to face one of the toughest prob-
lem agendas before the communica-
tions agency in the last decade.

It isn’t the difficult problems of each
case that have the commissioners
slightly aghast—it is the sheer number
of complex controversial items that
face them. In fact, the situation forced
the commission to sit for two days last
week—the very first full meeting of
the new scason.

Among the burning issues:

® Pay television. Pending before the
FCC is the first and only application
for permission to institute toll tv. This
was liled by RKO General for Hart-
ford, Conn. The proposed three-year
demonstration of pay-for-see tv over
RKO General’'s WHCT (TV) in Hart-
ford will be run in conjunction with
Zenith Radio Co., proponent of the
Phonevision system.

The nub of the commissions prob-

lem is how to handle the application
RKO General asked for a full hearing
before the FCC en blanc; opponents,
notably the theatre-owner backed Joint
Committee Against Pay Tv, and its
Connecticut adjunct, has asked for a
routine, complete evidentiary hearing
before an examiner. At issue is RKO
General’s belief that action can be se-
cured within months if its suggestion

is followed. It fears that a routine
hearing might last for years.
® Television  allocations.  Turned

down officially and formally by the
Office of Civilian & Defense Mobiliza-
tion was the FCC's hope of swapping
present uhf tv channels for some of the
military’s vhf space—with the idea that
a contiguous tv band in the vhf could
be established. OCDM said the move
was too expensive and would affect the
military posture of the United States.

Now the FCC must face up to the
problem—what to do about uhf. At
present the commission is moving along
what it calls an “interim” solution. It

Problems and

FCC Chairman Frederick W,
Ford didn’t want to make any public
statement on where he thought the
commission was going with some of
the intensely difficult problems he-
fore it (“That’'s something for all
seven commissioners to determine,”
he stated last week (o BROADCAST-
ING), but he did not mind making
some observations on a few of the
problems facing his agency:

B Pay tv is onc of the “knottiest
and most difticult” problems facing
the FCC, he said.

® Onc of the best answers (o the
ithf-vhf problem, he pointed out, was
the all-channel receiver. This would
ensurc an audience for uhf stations
even if they are intermixed with vhi
outlets. The commission asked Con-
gress for legislation to require this,
| but the bill died at the completion of
the 86th Congress last month.
® Again on allocations: “What I'm
| afraid of 1s that tv is going 1o end
{ up like am, jampacked with stations
to the detriment of good coverage. It
may be—and this is what I fear—
that tv will eventually become a
straight vhf service, but with uhf
coverage.”
3 On the establishment of

the

observations

FCC's G-2 division: “Mark my
words, if the Compliance and Com-
plaints Division works out as it was
sct up to work, broadcasters will de-
mand its continuance as a protection
against the marginal-type operator.
The division was not set up to heckle
hroadcasters.”
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has proposed to drop in vhf channels
in a dozen problem areas in order to
ensure at least three network outlets
in each market, all on comparable vhf
frequencies. These would be at less
than minimum mileage separations co-
channel.

First steps are underway to establish
a uhf demonstration program in New
York City. The FCC received $2 mil-
lion from Congress for this purpose
and plans are in the making for the
experiment.

= New program forms. This revision
of that part of the renewal form which
calls for information on programming
has been under study for the last year.
The basic approach has been to re-
work the questions so that the data re-
sulting would give a clearer picture
of station programming than do the
present questions—particularly in the
radio field.

One of the major blocks to com-
pleting this work was a significant de-
bate among the commissioners thern-
selves and the industry on how far the
FCC may legally go in looking at pro-
gramming. This was finally resolved
early in the summer when the com-
mission issued a policy statement on
its interest in programming.

This held that although the commis-
sion is debarred from censoring and
from inquiring generally into specific
programs, it does have the responsi-
bility of looking over the general pro-
gram pattern of its licensees. It also
maintained that it has the right to in-
quire what the broadcaster has done
to determine the needs of his com-
munity and how he has attempted to
meet them.

s Rule changes required by amend-
ments to the Communications Act.
Aside from a number of procedural
changes which must be made (pre-grant
protest formula, loosening of separa-
tion between staff and commissioners),
the commission must also sct up regula-
tions covering its intent on payola, quiz
rigging, sponsorship identification and
the newly granted authority to impose
fines on broadcasters.

Each one of these amendments must
be interwoven into the present pattern
of regulations. In some cases. hearings
undoubtedly will be held in order to
advise the commission of the scope of
proposed regulations. This is certainly
true of the payola provisions of the con-
gressional amendments. These actually
affeet not only licensees but also pro-
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gram producers and motion picture pro-
ducers not under the jurisdiction of the
FCC.

® License renewals. For the first time
in its 26-year history the commission
has an estimated 600 stations operating
under old licenses while their applica-
tions tor renewals are held up. Most ol
them involve allegations of payola in
some form or other. Generally speaking
the commission is understood 10 be
rcady o renew the licenses of those sta-
tions where the payola was not wilfull
or of a major degree. The remaining
cases involve sponsorship identification
problems, technical problems and pro-

cedural complications.

® Ex parie cases. The commission has
set aside its grants in the Miami ch. 10
and Boston ch. 5 cases, but it still is
faced with a number of other tv cases
in which charges have been made that
partics approached commissioners off
the record. These include St. Louis ch.
2, Miami ch. 7, Jacksonville ch. 12
and Orlando ch. 9.

lke to salute radio-tv

NAB member stations, along with
Canadian Assn. of Broadcasters mem-
bers, will join Inter-American Assn. of

WASYT. Lucky Channel 13 . ..
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is the ONLY area TV
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Broadcasters in spreading a salute to
broadcasters by President Eisenhower
on Oct. 4, Continental Broadcasting
Day.

Clair R. McCollough, Steinman Sta-
tions, chairman of the NAB Policy
Committee, said the President’s mes-
sage “will be of great interest in view !
of international efforts to halt totali- |
tarian influences in Cuba and the Do-
minican  Republic. The President’s
comments should make every broad-
caster proud of his profession and de-
sirous of disseminating this message.”

NAB is making taped recordings of |
the message available for Continental |
Broadcasting Day. Herbert E. Evans,
president of Peoples Broadcasting
Corp., is NAB representative on IAAB. |

Fresno proposal draws

congressmen’'s views |

Comments on the FCC’s proposed
rulemaking to assign ch. 12 from Fres-
no, Calif., to Santa Maria, Lompoc- |

el

Santa Maria, San Luis Obispo or Santa |

Barbara, all California, totaled nearly
300 by the Sept. 6 deadline.

A last-minute filing by Rep. Charles
M. Teague (R-Calif.) stated that he
was “vitally interested” in the rulemak-
ing and proposed that ch. 12 should re-
main in Visalia or Fresno as an educa-
tional allocation. “I have doubts,” he
stated, “of assigning additional vhf
channels to San Luis Obispo, Lompoc-
Santa Maria, or Santa Barbara” since
the area is small and has “difficulty”
supporting its present facilities.

Another congressman, Rep. Charles
S. Gubser (R-Calif.), also expressed
interest in the rulemaking, saying that
he felt that the San Joaquin Valley
(Visalia-Fresno) should be an all-uhf
market, but that the area should not be
deprived of educational allocations. He
further stated that a vhf channel would

best serve the area for educational pur- |

poses.

KERO-TV Bakersfield, Calif., which
operates on ch. 10, stated that the com-
mission proposal to delete ch. 10 from
that city should be rejected. The station

stated that the successful all-uhf opera- |

tion in Fresno would not be adversely
affected by continued operation of ch.

10 in Bakersfield. The commission has
proposed making Bakersfield an all-uhf
operation.

Other comments were filed by KBAK-
TV Bakersficld; KMJ-TV Fresno;
KSBY-TV San Luis Obispo and KFSD-
TV San Diego. ABC issued a statement
in support of the commission’s proposal
to make Bakersfield as well as Fresno
an all-uhf market.

Fresno was made an all-uhf market
in July when the commission finalized
rulemaking and ordered ch. 13 deleted
from that city.
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...when you buy the Shreveport market.

Like every other business, television stations must build
their own reputations to gain the respect and loyalty

of their customers and the industry. Six years ago KSLA-TV
started operations as Shreveport’s first and only

television station. Today it is still the No. 1 preference

of viewers and advertisers alike.

We like to feel that this is possible because of

our strict adherence to good station practices . . . consistent,
yet imaginative, programming ...and loyalty

to national and local advertisers who can depend on KSLA-TV
to fulfill its ebligations to both advertisers and viewers.

This consistency PLUS dynamic ratings (and we have ‘em)
add up to KSLA-TV. Your Harrington, Righter & Parsons man
has the complete story. Why not give him a call?

shreveport, la.




‘CHRONICLE’'S’ NEW STRATEGY

Bay Area battle with NBC-TV prompts
bid for network’s D.C. tv facilities

The tangled affairs of NBC and
RKO General Inc. were given a new
yank last week when the San Fran-
cisco Chronicle, licensee of KRON-TV
there, filed a formal application for
the facilities of NBC’s ch. 4 WRC-TV
Washington, D.C.

The West Coast newspaper-broad-
caster has been feuding with the net-
work ever since NBC arranged to buy
KTVU (TV) in San Francisco. KRON-
TV is the present NBC afliliate in the
Bay area.

Since NBC has agreed to sell its
Washington stations (WRC-AM-FM
are also included in the sale) to RKO
General, the Chronicle said in last
week’s application, this means it is
“no longer interested in continuing a
tv service in that community.”

The Chronicle said that the publicly-
cxpressed desire of the existing owner
of the Washington outlets to leave the
community should entitle its applica-
tion to serious consideration.

The Chronicle application for Wash-
ington stated that the publishing com-
pany was interested in developing a
source of additional programs for its
San Francisco station in the event it
loses its NBC affiliation there.

Under FCC regulations, an applicant
for an existing facility is entitled to be
treated as if both his application and
the renewal license application of the
current broadcaster are brand new.

Bid for Philadelphia ® The attack on
NBC’s Washington stations is not the
only embroilment in which the net-
work finds itself. Last May Philco Corp.
applied for the ch. 3 facility now held
by NBC's WRCV-TV in Philadelphia.
This station also is involved in the
NBC-RKO General swap.

The Chronicle has asked the FCC to
consolidate into one hearing all of the
NBC and RKO General transactions.
It also has filed a civil antitrust suit
against NBC, RKO General and
KTVU.

The station swap agreement between
NBC and RKO General involves the
network’s Philadelphia outlets, WRCV-
AM-TV, 10 be exchanged for RKO
General's WNAC-AM-TV and WRKO
(FM) Boston. In addition NBC has
agreed to sel! to RKO General the net-
work’s Washington stations for $11.5
million and has signed an agreement to
purchase KTVU for $7.5 million.

The complex ownership shuffle
stemmed from the antitrust consent
decree signed by NBC last fall. This
required the network to sell its Philadel-
phia properties and to clear any addi-

70 (GOVERNMENT)

tional purchases with the Dept. of Jus-
tice. The decree grew out of a govern-
ment antitrust suit brought in 1956
after Westinghouse exchanged its Phil-
adelphia stations for NBC’s Cleveland
outlets. Westinghouse received also $3
million from NBC. There were allega-
tions that NBC pressured Westinghouse
into agreeing to the exchanges under
threat of yanking NBC affiliations from
Westinghouse stations.

Westinghouse tried to intervenc in
the present NBC-RKO General ex-
change, but was denied this by the
Philadelphia federal court. Westing-
house stands to lose its NBC affiliation
in Boston if NBC acquires an outlet
there.

The  Philadelphia-Boston-Washing-
ton-San Francisco transactions have
also caught the eye of Rep. Emanuel
Celler (D-N.Y.), chairman of the
House Antitrust Committee. He told
the FCC that he expected it to look
carefully into the case.

KOLN-TV Lincoln
gets new satellite

A champion of small-scale tv, the
Electron Corp., has sold its construc-
tion permit for KGIN-TV Grand
Island, Neb., to Cornhusker Tv Corp.
for $2,500. Electron Corp. is a subsidi-
ary of Ling-Temco Electronics.

Cornhusker, owned by John E. Fet-
zer, will use KGIN-TV (275w on ch.
11) as a satellite for its station in
Lincoln, Neb., KOLN-TV. Mr. Fetzer

A like bid

Another application for an ex-
isting tv facility was filed with the
FCC last week. Southside Vir-
ginia Telecasting Corp., filed for
ch. 8 Petersburg, Va. This is
now occupied by WXEX-TV
Richmond-Petersburg, Va.

The firm is the same as the one
which contested for the original
ch. 8 grant in 1955, In that case,
Thomas G. Tinsley's Portsmouth
Television Corp. won the grant.

Southside is 62.94% owned by
Louis H. Peterson, owner of
WSSV Petersburg (and of WNOR
Norfolk and of 21% of WLVA-
AM-TV Lynchburg, Va.). It
asked that its application be set
for hearing with the license re-
newal of WXEX-TV.

also has interests in WKZO-AM-TV
Kalamazoo, WWTV (TV) Cadillac

and WJEF-AM-FM Grand Rapids, all}

Michigan.

Electron Corp. manufactures
markets low-priced closed circuit tv
cameras, educational tv and tv broad-
cast systems and tv translator systems.
The company is also the permittee of a
tv station in Douglas, Ariz., and has
applications on file with the FCC for

tv stations in Reno, Nev., and Mis-

soula, Mont., all low-power vhf.

Miami ch. 10 action
allows Wilson to build

L. B. Wilson Inc., the new grantee
for ch. 10 in Miami, received a green
light from the FCC last week to start
building.

The commission granted a request by
the Wilson firm for temporary authority
to construct a tv station (WLBW-TV)
on ch. 10 with 316 kw visual power
and antenna height of 520 ft.

The FCC also waived the mileage
separation rules and permitted WL.BW-
TV to construct its antenna site nine-
tenths of a mile less than the required
220 miles co-channel separation be-
tween the Miami station’s antenna site
and that proposed by several Largo,
Fla., ch. 10 applicants. '

In its action the commission em-
phasized that the authorization is for
construction only. When the station is
built, a further authorization is re-
quired before operation may begin.

At the same time the FCC denied
an objection by the Assn. of Maximum
Service Telecasters to the L. B. Wilson
request for mileage separation waiver
and denied a request by National Air-
lines to withhold action on the L. B.
Wilson request for temporary authority
because of the pendency of National’s
legal petitions. National, which was or-
dered to take its ch. 10 station off the
air by Sept. 15 (later extended to Sept.
30), has asked the FCC to reconsider
its original July 14 grant to L. B. Wil-
son. It also has filed an appeal in the
U.S. Court of Appeals in Washington
against the commission’s actions and has
asked for a stay there.

Stay Denied m Earlier in the week the
FCC announced it had issued instruc-
tions to turn down both National Air-
lines’ and the Boston Herald-Traveler’s
requests for stays of the July 14 deci-
sion.

In its July 14 order, the FCC re-
voked its 1957 grant of ch. 10 to Na-
tional Airlines and found all applicants
disqualified except L. B. Wilson. It
granted the Miami vhf channel to Wil-
son, but stated that it would only au-
thorize a four months license initially.

The commission at that time also re-
scinded its 1957 grant of Boston’s ch. 5
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An RKO General Station

ROBERT E. EASTMAN & €O, INC.
Nat'l Radio Rop
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JOE VAN

Not since the “Housewives
Protective League” has any one
person or one préggram dedicated

gitself so. completeiy to the
~esinnentodh ot

listener of a

Housewn‘e

“Yan" Wogon rh-qh'"

Detroit area is a little pleo

the Mrs. of the house woul
without. And with good reason'
Joe's got ‘em coming and going.

. One day he’s promoting the

Joe Van “Step-Saver” contest
and giving away expensive

- perfume like he's Madame

- Schaperelli . . . the next, he's got

N Them_;hdck!ing over one of his
.. neighbot’s running battles with:
-~ the milk man. Folks just can’t

listen without being receptive.
And that's ‘when our Mr. Van
~ puts the message across.

- Easily, one of Detroit’s most
accomplished salesmen . . .

‘and the June Pulse . . . he's 1he
-‘No.' 1 boy in the area. -

MONDAY - SATURDAY.
10 a.m. - 1:30 p.m,

50,000 Watts e 800 KC

Essex Broadcasters , Inc.
GUARDIAN BLDG. Detroit 26, Michigan




Sales Management’s Survey of Buying
Power says: “The presence of armed
forces frequently constitutes a hidden
plus; their average income, while well
below the national average, frequently
is largely available for discretionary
spending.”

Twenty-five major naval commands
(compriging the world’s largest naval
installations), plus 7 important army
and air force commands, located in the
Norfolk-Newport News metro area
create a hidden plus we estimate con-
servatively at $200 MILLION annually.
For example, a civilian would have to

 earn $8,408 to equal navy .pay.of.$3,'7'0§,ﬂ ]

plus allowances, income tax differential,
retirement plan, health services, and
other ', fringe benefits—including
$5 country club dues, and
10c theater tickets!

i) Thus the more than $150 mil-

lionpaid to service people living in
Tidewater equals about $350 million of
civilian payroll. In other words, here is a
hidden plus of $200 million not reported
in the SM Survey of Buying Power, or
elsewhere. And we have notincluded here
the fleet based navy payroll of $123,199,-
602 in (1959), much of which is spent in’
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- Tidewater.

Also please note that retail sales figures
as reported in SM Survey of Buying

Power and elsewhere do not in-
clude sales in Tide- % water’s
many commissar- ies, post
exchanges, ships’ s stores,
and serviceclubs./ |

Tidewater is a L’.‘ tremendous

market . . . greatest con-
centration of people n
the entire Southeast . . . more

-

than 820,000
report) in half
Atlanta or

is a better way to :
it, for WTAR-TV

‘(new census
the area of metro
{ Miami! Tidewtar

spell it, and sell
is the most power-

ful advertising medium in the market—.

No. 1 in every audience survey ever
made here!

VTS e\ [= ) e 1.V NORFOLK, VIRGINIA

Represented by The Original Station Representative

CHANNEL 3




SAN

DIEGO
CALIFORNIA

"The Ring .of Truth"

1l

FURNITURE-HOUSEHOLD- APPLIANCE
STORE SALES

in San Diego County reached $86,566,000%*
last year — a total that placed San Diego

11th among the nation’'s 200 leading counties.

Top salesmen for products and services
of all kinds are San Diego’s
two daily newspapers:

@he $an Piego Hnion
LVENING TRIBUNE

* COPYRIGHT 1960 S5ALES MANAGEMENT "*SURVEY OF BUYING POWER’?

9 Copley N

15 HOMETOWN DAILY NEWSPAPERS CCYERING SAN DIEGO,
CALIFORNIA — GREATER LOS ANGELES — SPRINGFIELD,
ILLINOIS = AND NORTHERN ILLINOIS. SERVED BY THE COPLEY
WASHINGTON BUREAU AND THE COPLEY NEWS SERVICE.
REPRESENTED NATIONALLY BY WEST-HOLLIDAY CO., INC.
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to the Herald-Traveler, but ordered a |

reopening of the original hearing.
In explaining its action last week in
the Miam: ch. 10 case, the FCC said

that it “deems it essential to the public i
interest to permit L. B. Wilson Inc. to )

commence construction immediately
and complete it as soon as possible so
that in the event Public Service [the
National Airlines’ tv subsidiary] does

not prevail in its pleadings, continuity |

of tv service to the Miami area on ch.
10 will not be interrupted.”

Is House Oversight

unit on its way out?

The House Legislative Oversight Sub-
committee may not be reactivated in
the 87th Congress next year, the New
York Times reported last week. Rep.
Oren Harris (D-Ark.) was quoted as
saying next year will be “a new situa-
tion” and that he has no comments now
on whether he’ll ask that the unit, part
of his House Commerce Committee, be
revived.

House Speaker Sam Rayburn (D-
Tex.) said he hadn’t discussed the over-
sight unit’s future with Rep. Harris,
but that he would be guided by the lat-
ter’s judgement. Speaker Rayburn first
announced formation of the subcom-
mittee in 1956.

The Times quoted “authoritative
sources” as saying the subcommittee’s
investigations of the FCC and other
agencies have been practically con-
cluded and that two investigators have
been dropped from the staff of about 30
persons for lack of funds.

Subcommittee spokesmen have said
the unit has no active investigations
under way concerning the FCC, but the
group is underwriting an evaluation of
broadcast ratings services by a three-
man committee under the aegis of the
American Statistical Assn. (BROAD-
CASTING, April 4). No results from this
study have yet been announced.

Two new tv's granted;
cp proposed for third

Grants of construction permits for
new tv stations in Flagstaff, Ariz., and
Salina, Kan., have been made by the
FCC.

Saunders Broadcasting Co., applicant
in Flagstaff, was awarded ch. 13 with
1.78 kw power. The firm is owned by
Charles J. Saunders, who also owns
KCLS Flagstaff and publishes the
weekly Flagstaff Gazette,

The Salina grant was to Prairie
States Broadcasting Co. for ch. 34. The
station will operate with 6.92 visual
power. Prairie States is owned by M.L.
and T.L. Gleason, principal stockhold-
ers of KAWL York, Neb.

In another tv action, Hearing Exam-
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TEXARKANA Texas=Arkansas

Reaching more homes in a
33 county area than ever before:

IR . Able fo receive . .97,800

L . s, Net weekly
Dominating Bt oudience ..... 71,000

the Audience  PEEEEERE
in Metropolitan
TEXARKANA

62.1%

SHARE OF AUDIENCE

Eoacn, 1980, & 1o 000 Mr-piah ' Primury AB( with
Unduplicated Programming
over a wide 4-State Area:

’ Dominant KCMC-TV is now the only ABC
primary affiliate between Little Rock and
Dallas, and between Tulsa and New Orleans

the 4-State Corner
of the Southwest
with .

Maximym Power
Channel 6

TEXARKANA,Texas-Arka nsas

WALTER M. WINDSOR, General Manager

Southwest—Clyde Melville Co.

Repr?senfed VENARD, RINTOUI. & M((ONNELI-, I"c- Southeast-—James S. Ayers Co,

Nationally By
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iner Annie Neal Huntting issued an in-
itial decision which proposes a grani
of cp to Kentuckiana Tv Inc. for ch.
51 in Louisville, Ky. The competing
application of United Electronics Lab-
oratorics Inc. for the same facility was
dismissed without prejudice following
an agreement between Kentuckiana
and United.

Under the agreement, Werth L. Rec-
tor, president of United, will become a
1212 % stockholder in Kentuckiana. Mr.
Recior is sole owner of United. Ken-
tuckiana Tv Inc. is a group headed by
George E. Egger, president.

Sen. Morse: ‘| have

only begun to fight’

Sen. Wayne Morse (D-Ore.) said he
will ask for a congressional investiga-
tion next year of “monopolistic prac-
tices” in chain acquisitions of news-
papers and radio and tv stations.

“I have only begun to fight,” he said,
after charging such monopoly exists in
the methods of acquisition of newspaper
and broadcast properties used by the
Samuel [. Newhouse organization,
which owns WSYR-AM-FM-TV Syra-
cuse, WAPI-AM-FM-TV Birmingham;
WTPA (TV) Harrisburg, Pa.; 50% of
KOIN-AM-FM-TV  Portland. Ore..
22.71% of KTVI (TV) St. Louis, and
which publishes a number of ncwspa-
pers.

Sen. Morse said the Newhouse or-
ganization recently bought 40% of
stock in the Springfield (Mass.) Repub-
lican and 1s attempting to “wcaken” the
newspaper’s pension plan for employes.
He called this an anti-labor practice
and said Newhouse also is engaged in
similar practices in Oregon.

“Democracy will be greatly wecak-
encd,” he said, “if the pcople of this
country start to be brainwashed by a
monopolistically-controlled press, radio
and television business.”

AFTRA Chicago writes

its congressman

The Chicago chapter of American
Federation of Tv & Radio Artists has
asked Congress to require the FCC to
hold public hearings where broadcast
license rencwals have been protested.
The chapter said local and network
broadcasters in Chicago have cancelled
locally produced programs, thus termi-

nating serviccs of AFTRA members
there.

AFTRA  made similar charges
against  NBC's  Chicago  stations,

WMAQ and WNBQ (TV), Oct. 2,
1958, in a petition to the FCC asking
that the stations’ license rencwal appli-
cations be denied. The FCC turned
down the petition and renewed the
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station licenses Dec. 22, 1959.

The union made its views known in
a request to Rept. Roland V. Libonati
(D-11l.) who forwarded it to Rep. Peter
F. Mack Jr. (D-1ll.), a member of the
House Commerce Committee, which
has jurisdiction over the FCC.

The AFTRA chapter also on Aug.
12 asked Sen. Everett M. Dirksen (R-
[11.), Senate minority leader, to help
defeat that part of a minimum wage
bill (the bill died in Senate-House con-
ference) affecting employes of tv and
radio stations in cities of 100,000 popu-
lation or less. The bill proposed exemp-
tions to such stations only where over-
time pay is involved. The AFTRA
message, however, indicated the union
feels the proposed exemptions applied
to the regular 40-hour week. The
AFTRA group said there are hundreds
of stations just outside large cities such
as Chicago, which claim coverage of
the larger citics.

FCC relents on 50

of blocked renewals

The FCC last week opened the dam
on a reservoir of an estimated 600 li-
cense renewal applications which have
been held up for the last six months—
and approved renewals of almost 50 li-
censes.

The group covers stations all over
the country and includes eight tv sta-
tions. It was included in the announce-
ment of routine license renewals of
stations in Maryland, Virginia, West
Virginia and the District of Columbia,
all of whose licenses expire Sept. 30.

The backlog of station renewals ap-
plications, considered the highest in
FCC history, stemmed primarily from
the payola scandals as well as such
other problems as stations’ failure to re-
ply or to respond fully to the question-
naire on the same subject; on purported
technical violations and other “housc-
keeping” matters (Crosep CiIrculT,
June 13).

There’s general understanding that
the commission has lifted its restrictive
hand for most of those applicants whose
renewals were frozen because of the

imposition of the Commission’s *‘‘get
tough” policy.
The following stations, which had

been operating under a temporary cx-
tcnsion of their old licenses, were re-
newed:

WHP-AM-FM-TV Harrisburg, Pa.;
WDEA Ellsworth, Maine; WBNX New
York, N. Y.; WPEL Montrose, Pa.;
WFMZ (FM) Allentown, Pa.; WAGM-
AM-TV Presque Isle, Maine; WKNE

Keene, N.H.; KFTV Paris, Texas;
WHYN Springfield, Mass.; KFDA
Amarillo, Tex.;

WLEM Emporium, Pa.; KDFC

(FM) San Francisco, Calif.; WPRQ
Providence, R.I.; WSMN Nashua,
N.H; WLOA-FM, Braddock, Pa;
WNAE Warren, Pa.; WCAX Burling.
ton, Vt; WINR Binghamton, N. Y.
WGBR  Goldsboro, N.C.; WLBR
Lebanon, Pa.; KONE Reno, Nev. |

KVOS-TV  Bellingham,  Wash,|
WCHN Norwich, N.Y.; WKST New
Castle, Pa.; WGCB Red Lion, Pa
KOLO Reno, Nev.; WPME Punxsutaw-
ney, Pa.; WVNIJ Newark, N.J.; WNC
(FM) New York, NY.; KCUL Fo
Worth, Tex.; WWLP (TV) Springfield,
Mass.; WRLP (TV) Greenfield, Massi
WWOR-TV Worcester, Mass.

WGAW Gardner, Mass.; WJDA!
Quincy, Mass.; WHMP Northampton;
Mass.; WERS (FM) Boston, Mass.|
WHSR-FM Winchester, Mass.; WABIi
AM-TV Bangor, Maine; WPOR Port
land, Maine; WFMU (FM) Eas
Orange, N.J. |

WCBA Corning, N.Y.; WICU-TV
Erie, Pa.;* WQED (TV),* WQEX (TV]
Pittsburgh, Pa.

*WDFM (FM) State College, Pal
KOFY San Mateo, Calif.; WRIHE
Providence, R.I.; KIEV Glendale|
Calif.

FTC announces more.
pavola consent orders

Federal Trade Commission approva.
of consent orders forbidding furthel
payola practices by Carlton Recorc/
Corp. and Carlton Record Distributing
Corp., New York, and Hugo & Luig
Products Inc., New York, was anj
nounced last week. |

The FTC in approving the consenJ
orders adopted initial decisions by twi
examiners based on orders agreed to b
the Carlton firms, which manufactur
and sell records to independent dis
tributors, and Hugo & Luigi, whick
produces master recordings for sale tc
record manufacturers for reproduction!
The H&L decision was amended slights
ly by the FTC.

All the concerns were charged WII.E’
paying tv and radio disc jockeys t
broadcast the firms’ records and th
Carlton firms were charged with mak
ing payments to other station person:
ncl, The consent agreemcents are no
considered admissions by the firms tha'i
they have vioclated the law.

The FTC also announced that ang
other record distributor, Interstate Elec)
tric Co., New Orleans, has denied '
agency’s charge made June 27 that i
practiced payola. Interstate said it pard
ticipated in “‘generally accepted and en®
nrely proper. promotions and advertisd
ing activities” which were “not intendedl
to” and did not obtain exposure “ir’
the manner alleged” and that they dic¢
not mislead and deceive the public.
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WIAR-TV SCORES NEWS BEAT
AT NEWPORT JAZZ FESTIVAL

On TV news programs throughout the nation, a startied
nation watched the explosive riot at the Newport Jazz
Festival last July — thanks to a crack camera crew of
WJAR-TV. WJAR-TV filmed this major news event, and
supplied NBC, CBS, TELENEWS and other New England
stations with film, At the same time, WJAR RADIO fed
NBC's ''"Monitor", Major scoops like this are another
reason why the Peabody-Award-winning News Depart-
ment of WJAR-TV dominates the Providence market!

WJAR-TV CHANNEL 10 « PROVIDENCE

Represented by
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This mark identifies miodern, dependable Steel, Look for it on consumer products.




Whether it jumps to make a discovery
that’s out of this world, orsits down quietly
to spend a century or {wo on atomic re-
search, steel is the only material that has
the strength and vigor to keep up with the

reach of modern man’s mind.

New Stainless Steels developed by United
States Steel withstand the vibration and
friction of unearthly speeds. New USS
Steel Forgings shape atomic reactors and
nuclear power systems. Look around.
You'll see steel in so many places—build

lllg Strellgth 5 USS is a registered trademark




ART
LINKLETTER’S
HOUSEPARTY

To millions of listeners, the liveliest Art is
Linkletter. His zany stunts, surprises and
conversations with kids (who say the darn-
dest things) make Houseparty a bright spot
in the day for housewives. And as for sales,
nobody livens them up like Art Linkletter.
In all radio, Art Linkletter is the kind of
company you keep

ONLY
ON CBS
RADIO
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WARNER POST-48 FILMS SOLD
AFM fails to block sale of 122 features

Warner Bros. transferred 122 post-
’48 feature films to Seven Arts Produc-
tions, Toronto, last Tuesday (Sept. 6)
following a U.S. District Court ruling,
which denied an American Federation
of Musicians’ petition for an injunction
to halt the sale.

An agreement between Warner Bros.
and Creative Telefilm & Artists, To-
ronto, which has changed its name to
Seven Arts Productions, had stipulated
that Warner would be paid $11 million
for the tv rights, plus a 50% participa-
tion in profits after all costs and distri-
bution fees were recovered. The clos-
ing for the transaction originally had
been set for Sept. I but was held up
when the AFM sought the injunction.
The unton claimed that Warners and
other major studios were bound to a
contract under which they had to ob-
tain consent from the federation betore
they coud sell films in which musicians
performed.

U.S. District Court Judge William B.
Herlands, in denying AFM’s applica-
tion, upheld Warner’s contention that
the contract between the motion picture
company and AFM had ended in 1958
when studio musicians chose the Mu-

| sicians Guild of America as their bar-

gaining agent.

A Warner attorney confirmed that
the transfer of the 122 films had been
completed on Tuesday. Seven Arts
Productions, meanwhile, has scheduled
a news conference in New York today
(Sept. 12) to give details of the trans-
action and to reveal plans for distribu-
tion of the films to tv.

Appeal m AFM immediately appealed
the decision and warned that it will
“continue 1o file suits against any major
motion picture producer that ignores its
contractual pledge to the federation.”
The union maintained that despite
Judge Herlands’ ruling, contracts be-
tween AFM and the movie makers in
cffect until early 1958 when the AFM
members went out on strike require
AFM'’s consent to any tv use of theatric-
al pictures made before that time.

Musicians Guild of America an-
nounced that it 100 will go into court
seeking injunctions to stop any of the
major studios with which it has con-
tracts (that went into effect two years
ago when MGA won bargaining rights
at these studios from AFM) from sell-
ing their post-'48 theatrical films to tv.
MGA will also ask for a court order
requiring the motion picture producers
to negotiate with it for reuse payments

| for the musicians who participated in

the original scoring of the pictures.

Cecil Read, guild president, reiterat
ed MGA’s position that the musician
who worked on these films “have cer
tain legal and/or equitable properts
rights in and to all sound track on thy
post-'48s and that MGA, as collectiv
bargaining representative for studio muf,
sicians, is entitled to go to court to en§
force the tv restrictive clause.

“It is the intention of the guild t¢
take whatever legal action is necessar
to protect the rights of the musician
and 1o require all reuse payments to b
made to the actual musicians whd
scored these pictures, instead of to thy
AFM trust fund, as has been the casi
in all pre-'48 films and some post-'4}
films already sold to television unde:
AFM policies and contracts.”

AFM President Herman Kenin ha
stated that all reuse fees AFM cok
lects from the sale of 1948-58 picture:|
to tv will be distributed on a pro rau
basis to the men who played for the
sound tracks and not diverted to thef,
trust funds.

Studios involved are Allied Artists§,
Columbia, Disney, MGM, Paramount
20th Century-Fox, Universal-Interna
tional and Warner Bros. In an NLRE ]
clection held Wednesday-Thursda)‘ﬂ
(Sept. 7-8) in Hollywood, AFM wa:
secking to regain the right to act a
collective bargaining representative foi
the studio musicians it lost to MGA
two years ago. Some 1,400 musician:
were eligible to vote in the two-day
election. (See AT DEADLINE.)

-

Can’'t hire, then train
help, animators agreef

Faced with a shortage of trained an-
imators to work on tv programs anc
commercials, more than a dozen Holly-¥'
wood animation studios are contribut: ¥’
ing $405 apiece (salary of an insiruc
tor) to establish five evening courses ir’
animation at the U. of Southern Cali-
fornia. Other studios now being con-¥'
tacted by an organizing committee are
expected to bring the total studios par-
ticipating to at least 20, a spokesmac
said. The money will go to provide
teaching materials needed for the classes
and, if there is anything left over,
scholarships for talented students may
be established.

Instructors will be working members
of the profession. Lester Novros, ownel
of Graphic Films Corp., who was with!|
Disney before he started his own busi-,

-

-
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ess in 1941, will teach filmic expres-
on, an introductory course, Mondays,
-8:40 p.m. Art Babbitt, director of
pimation and co-owner of Quartet
lilms, another Disney alumnus, will
sach an animation class, Tuesdays, 7-
:40 p.m. Paul Julian, co-owner of
tuartet Films, who started in animation
7ith Warner Bros., will teach a class in
inematic design, Wednesdays, 7-8:40
.m.
Leo Salkin, writer-director for For-
nat Films, will teach the course in ele-
pents of production, Thursdays, 7-9:40
.m. Ray H. Thursby, now with Anicam
nd for many years a cameraman with
’acific Productions, Disney, Industrial
iilms and the Army, will teach prob-
'ms in cameras, Fridays, 7-9:40 p.m.

Classes will start Sept. 19. Each
ourse will run for 16 weeks, ending
‘an. 27. Tuition is $32 per unit. Filmic
:xpression and cinematic design are two
inits each.

Animation studios which have con-
iributed or pledged the $405, an arbi-
rary figure based on the salary of an
nstructor, are: Cascade Pictures of
California, Churchill-Wexler Produc-
lions, Film Fair, Fine Arts Productions,
Format Films, Graphic Films, Hanna-
@arbera Productions, Pantomime Pic-
tures, Ray Patin Productions, Playhouse
Pictures, Quartet Films, Swift-Chaplin
Productions, Tv Spots and Jay Ward
Productions.

Big changes in NBC's

Saturday a.m. lineup

NBC-TV’s Saturday meorning lineup
iof children’s shows has undergone a
ishake-up resulting in three major
schedule changes effective in October.
Four varied programs, including two
new colorcast scries, are set for the
young audience.

Starting at 10 a.m. (all times EDT)
on Oct. | will be The Shari Lewis
|Show, a color series that replaces
Howdy Doody Show, which will be
isponsored by National Biscuit Co.
| through Kenyen & Eckhardt. King
\ Leonardo and His Short Subjects, a new
| color cartoon series about a gentle lion
| who rules over the mythical kingdom
of Bongo Congo, will follow at 10:30
am, starting Oct. 15. It replaces
Ruff and Reddy Show and will be spon-
I sored by General Mills through Dancer-
Fitzgerald-Sample. Fury, starting its
sixth season on NBC-TV, continues in
Lits current 11 a.m. time period under
sponsorship of Milecs Labs, through
Wade Advertising, and National Bis-
cuit (K&E).

The Lone Ranger, a long-time radio-
! v western series that was on CBS-TV
last season, moves over to NBC-TV
Oct. | in the 11:30 a.m. spot. It will
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replace Circus Boy and will be spon-
sored by General Mills (D-F-§8), and,
starting in January, by Beech Nut Life
Savers through Young & Rubicam.
True Story and Detective's Diary, both
sponsored by Sterling Drug via D-F-S,
will continue in their current 12 noon
and 12:30 p.m. periods respectively.

MGA scales rise

An estimated 35% increase in the
scales of phonograph-recording musi-
cians are contained in the new four-year
contract signed by Musicians Guild of
America with Essex Productions Inc.
(Frank Sinatra firm), Verve Records
Inc., Contemporary Records Inc. and
Disney Records effective immediately.
The pact provides for a basic rate of
$67.50 for three-hour recording session
($16 increase over old AFM rate) with
yearly increases up to $75. Overtime
and re-use rates also increase as do
scales for arrangers, orchestrators,
copyists and librarians.

B Film sales

“Warner Bros. Features” (UAA)

Sold to KRIS-TV Corpus Christi;
WINK-TV Fort Myers, Fla,; KMBC-
TV Kansas City; KCRA-TV Sacra-
mento; KPLR-TV St. Louis, and
WHYN-TV Springfield, Mass.

“Warner Bros. Cartoons” (UAA)

Renewed by KGBT-TV Harlingen,
Tex.; KDUB-TV Lubbock; WKRG-TV
Mobite, and WSBT-TV South Bend,
Ind. Sold to WKRC-TV Cincinnati;
KQTV (TV) Fort Dodge, lowa; KTVO
(TV) Ottumwa, Iowa; WPSD-TV Pa-
ducah, Ky., and WICS (TV) Spring-
field, Il

“The Play of the Week” (NTA)

Sold to WHEN-TV Syracuse. N.Y.;
WTOL-TV Toledo; WTVR (TV) Rich-
mond, Va., and WRCV-TV Philadel-
phia.

“Tightrope” (Screen Gems)
Reruns sold to WNEW-TV New

York; KTTV (TV) Los Angeles;
WCCO-TV Minneapolis; WTTG (TV)
Washington; KOOL-TV Phoenix;

WKRG-TV Mobile, Ala;; WBRC-TV
Birmingham, Ala., and KALB-TV
Alexandria, La.

“Boxoffice” (UAA)
(first listing)

Sold to KTVK (TV) Phoenix and
KLRJ-TV Las Vegas.

Background: This package contains
post-’48 features such as “The Bare-
foot Contessa,” “King and Four
Queens,” and “Baby Face WNelson.”
Other UAA features sales include
“United Artists Features” sold 1o
WNBC-TV New York and KTES-TV
Nacogdoches, Tex. “Warner Bros. Fea-

BACKGROUND

Edward R. Murrow presides over
a major innovation in news pro-
grams. Every Sunday he and erack
CBS News correspondents abroad
examine the week's most signifi-
cant news in a 25-minute interna-
tional “conference call.”” The ob-
jective: to impart fresh insight into
the meaning of the news. In ali
radio, Edward R. Murrow is the
kind of company you keep . . .

ONLY
ON GBS
RADIO




A worldwide movement to help
free nations battlc against com-
munism is operating out of one of
the most complete tv plants in the
nation.

Moral Re-Armament, with new
tv facilitics completed this summer
at  Mackinac Island in northern
Michigan, is setting up an extensive
video production schedule and plans
to distribute films to stations in thc
U.S. and other countrics.

The program was mapped out in
rough form over the Labor Day
weekend as volunteer executives
and talent from New York, Holly-
wood and foreign nations met at
the group’s American headquarters.
A sccond world center is maintained
at Caux, Switzerland.

A new film produced at Macki-
nac, The Crowning Experience, will
be made available to tv stations on
a public service basis. Its theatrical

.
&
:
el

l MRA’s new studia at Mackinac Island, Mich.

A tv campaign for Moral Re-Armament

debut is scheduled Oct. 15 at War-
ner's Times Square theatre, New
York. The fitm, depicting the life
of Mary McLeod Bethune, Negro
educator, stars Muriel Smith.

MRA has representatives in the
Congo where the lessons of democ-
racy are being taught. In addition,
promincnt persons from many Afri-
can nations have been receiving in-
doctrination in the democratic way
of life at Mackinac Island and
Caux. This is just one phase of
MRA's work.

On The Offensive = Howard S.
Meighan, president of Videotape
Productions of New York, has been
serving MRA as an industry con-
sultant to this endowed, volunteer
project which has the support of
democratic thought leaders in many
nations. Andrew Inglis, manager of
closed circuit television and film
recording of the marketing depart-

ment of RCA, is another industry
advisor.

Using ideological methods,
MRA’s goal is to put free nations on
the offensive in the worldwide battle
against communism. The Mackinac |
project was built last winter by
volunteer workers from 23 coun- l
tries. The first MRA major film |
production was titled Hoffnung,
meaning “hope.” It has been shown
on tv stations in the U.S. and 12
other nations on a public service
basis.

The tv studio at Mackinac covers
82,500 square feet. It can produce
all types of films ranging from news
clips to full-length color features.
The main studio is 80x120 feet,
flanked by a smaller 20x50 studio
and rehearsal facilities. Film labora-
tory, editing and dubbing equipment
and all other needed facilities are
provided plus an 800-seat theatre.
The klieg lighting system is claimed
to be the world’s Jargest.

James Hardiman, publicity di-
rector of Screen Gems, predicted
MRA will turn out ‘the finest pic-
tures ever shown. They will be great
in entertainment value and profes-
sional standards, but more im-
portant they will carry a message
of hope for the world.”

Dr. Frank N. D. Buchman, man-
aging director of Scottish Televi-
sion, described MRA’s new tv fa-
cilities and the MRA project as “the
ideological master stroke of the
century.” He added, “Nothing could
be more timely than the opening of
this studio now. It comes when
civilization is facing chaos and gives
a full and effective answer to it. The
programs from this studio will put
the free nations on the offensive
and effectively wrest the initiative
from Khrushchev.”

= -f i

tures” to WTVT (TV) Tampa, Fla;
WMAL-TV Washington, D.C.; KXGO-
TV Fargo, N.D., and KXIB-TV Valley
City, N.D. "RKO Features” to WHNB-
TV Hartford, Conn.; “Movieland Fea-
tures” to WMAR-TV  Baltimore;
WMAL-TV Washington and KTVE
(TV) El Dorado, Ark. “UAA Features”
were sold to WNBC-TV New York and
WSAZ-TV Huntington, W.Va.

“1960 Olympics” (CBS Films Interna-
tional Salcs)

Television rights sold to ch. 13,
Buenos Aires, Brazil, and to thec Aus-
tralian Broadcasting Commission.

“Superman” (Flamingo Films)
Sold to WPIX (TV) New York;
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WGN-TV Chicago; WXYZ-TV Detroit;
WSB-TV Atlanta; WPST-TV Miami;
KMGO-TV Fargo, N.D.; WNDU-TV
South Bend; WITI-TV Milwaukee, and
KOB-TV Albuquerque.

“Highway Patrol” (International Televi-
sion Programs)

Sold to new, planned German com-
mercial television operation, scheduled
to go on the air in early 1961.

“Case of the Dangerous Robin” (Ziv-
UA)

Sold to WTVY (TV) Dothan, Ala.;
WSPA-TV Ashevillc-Greenville -Spar-
tanburg; KFYR-TV Bismarck, KUMYV-
TV Williston, WMOT (TV) Minot,
KDIX-TV Dickinson, all North Dakota;
WBRZ (TV) Baton Rouge, and WEHT

(TV)} Evansville, Ind. Also sold to Gay
Johnson's Wyoming Automotive Service
Co. for KFBC-TV Cheyenne; Capitol
Chevrolet, WCOV-TV Montgomery,
Ala., and to Brown & Williamson for
WBZ-TV Boston, KDKA-TV Pitts-
burgh; WBAL-TV Baltimore; KYW-
TV Cleveland, and WDAF-TV Kansas
City.
Now in 142 markets.

“Popeye Cartoons” (UAA)

Renewed by WTEN (TV) Albany, &
N.Y.; WNEM-TV Bay City, Mich.;
WCIA (TV) Champaign, Ill.; KGBT-TV
Harlingen, Tex.; KDUB-TV Lubbock,
Tex.; WKRG-TV Mobile, Ala.; WEEK-
TV Peoria, 1, and WTVT (TV)
Tampa, Fla. !
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How much
does it cost

NOT TO GO TO COLLEGE?

Everybody deplores the high
cost of going to college.

But the rapid and exciting sci-
entific developments of recent
years make one thing obvious. It
is vitally important that Amer-
ica’s young people be well edu- F‘T Ty
cated to meet the challenge of Moo [ !
the future. ' ) ~ s

For quite some time, American
business has been aware that the
high cost of going to college is not
nearly as high for the nation as
the cost of not going to college.
The cost of not going to college
could be a critical weakening of
democracy itself. The nation can-
not afford that price!

To help promising students and
privately-financed liberal arts
colleges, we and many other com-
panies give financial aid in vari-
ous ways. Standard Qil, for ex-
ample, has made funds available
which provide for 34 graduate
fellowships and undergraduate
scholarships in seience and engi-
neering. The educational institu-
tions select those who receive the
awards. Four-year scholarships
awarded through the National
Merit Scholarship Corporation
also are included in the program.
Supplementary grauts are made
to schools chosen by the Merit
Scholarship winners.

In addition, Standard Oil has
made funds available from which
$175,000 is paid vearly, through
the State Associatiousof Colleges,
to aid privately-tinanced liberal
arts colleges in the Midwest and
Rocky Mountain areas.

At Standard Qil. where so nuch
of our planning concerns the fu-
ture, we believe there are few
things more vital to America’s
security than a well-educated
public. And we think that indus-
try should back up such beliefs
with substantial aid to colleges
and students.

What Mokes A Company A Good Citizen?

Jamos A, Nuachterloin, 22, n wonifor nt Indinnn’s Valpneafno Univerait . in typleal n =

of the youug Atmericann who hold neholarships uw'l‘lrllml by Auu-rh‘nyll b\lll]llll‘ilﬁ For one thing—the \\'ll_V~I'. looks

Majordug in hintory wad goversmuont, ho i oditor-lu-chiof of the atudent newns ahead, for the good of l.‘“ In

mpor, the Torch. (T'op) Nuiv, modorn huldingn ke tho inprossive ehapel above vears to come, Awmevica will gain

ar0 rlulng on Lhe eamjsiis of thin 100-yonr-old wolversity. atrength and security through the
combined oftorts ot business and

colloges today in making higher
oducation available to more
people.

STANDARD OIL COMPANY  irsian or srocREsS

{INDIANA) THROUGH RESEARCEL
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A DAVID IN A FIELD OF GOLIATHS

Rotondo, production aid firm, prospers despite tv changes

[’s the annual jitters and misgivings
season in lelevision, the wegks of sus-
pense between plans and production.
In New York, where production and
crafts people keep readjusting to tech-
nical developments and the West Coast
program pull, there’s a private produc-
tion supplier who has thrived through
it all. But this September he's shaking
his head and wondering where tape and
the West Coast are going to leave him.

He's the founder of the P.J. Rotondo
Construction Co., a modern David in
a field of network Goliaths. Mr. Ro-
tondo started some 50 years ago in the
theatre, grew with television and now
competes with networks on supplying
physical production
services. His com-
pany approaches a
$2 million yearly
volume.

Sunny Side = Mr.
Rotondo’s gloom
fails, however, to
rub off on his men.
The exccutive vice
president of P.J.
Rotondo Construc-
tion is as sanguine
as the founder is
uncertain. Aram
Bohjalian concedes
that live program
orders have dimin-
ished the past few
seasons. But com-
mercial work has
compensated to the
point where it rep-
resents 70% of a
total volume in tv
that has never
stopped growing.
Mr. Bohjalian looks
for no platcau so long as new adver-
tisers throng to join the established
ones in a field that is still young. As
for tape, where Mr. Rotondo foresees
possible trouble, Mr. Bohjalian sees
positive benefits. Tape is tending to
turn program work from scasonal spurts
into a 12-month operation, although it
will take years to reach that optimum,
he thinks. Mecanwhile, Rotondo is busy
and making money in both the live-tape
and film areas.

Rotondo is not the only private New
York firm competing with networks in
production service. It is, however
virtually alone among jndependents in
offering a complete production pack-
age. design to effects.

The others in the field, ABC, CBS
and NBC, all own production establish-
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ments several times the size of Roton-
do. All are working for a cut of what
must have been a $15 million pie last
year, give or take some millions. It is a
congenial competition and each sup-
plies the other on items not duplicated
in the different shops (odd properties,
plastic molds, gear, etc.).

Not all networks care to discuss the
subject in detail, but Ervin Anderson,
manager of CBS design and production
operations, will admit to a $5 million
annual volume. E. Carlton Winckler is
head of this operation, which employs
from 250-350 people from low point to
peak season. NBC, with last year’s
bulky schedule of specials added to

Artful clutter ® One of a series of authentic interiors Rotondo rounded up for
Philadelphia Siory, a 90-minute special last season on NBC-TV.

regular program and commercial jobs,
probably showed a very considerable
volume, although Bernard 1. Paulson,
director of design, art and scenic pro-
duction, would rather not say what.
Frederick Schumann’s production serv-
ices department at ABC keeps 80-100
people busy on network shows, com-
mercials and occasionally pilots. Net-
works stock properties and costumes
and have on staff the studio technical
personnel, lighting, wardrobe, makeup
people and other specialists nceded on
a set.

Out of the East ® Rotondo devotes
little or no space to props and costumes
but still requires 40,000 square feet of
working room in two buildings that are
situated by New York’s Fast River on
93rd and 94th Sts.

In bidding against the network, Ro-
tondo trades on its comparative size.
It is completely specialized, unburdened
by complex organization and bulky
overhead. Although the company re-
tains some stage and convention work,
its main stake is in tv, and it has to
make money from this specialty to
survive. Rotondo can get a job out over-
night.

The complete production package
covers scenic design, construction and
paint, props and prop men. costumes,
graphic arts, mechanical effects and dis-
play. There are 75 on staff the year
around and twice that many at midpoint
in the September-June season. Four
trucks and a station
wagon ply between
the Rotondo plant
and network tape
and film studios
around town.

Commercials
nowadays are the
backbone of the
business, account-
ing for 70% of
orders and growing
‘““by leaps and
bounds,” Mr. Boh-
jalian says. (The
executive Vvice pres-
ident joined the
firm five years ago
after half a dozen
years with Benton
& Bowles, New
York, where he
was a tv producer.)
During a slow
week for Rotondo
last month, work
was in progress for
these tv clients,
split roughly 70/30% between tape
and film: White Owl, Beechnut, Swiss
Watch, Dow, Blue Bonnet, Consoli-
dated Edison, Carter Products, Post
Cereals, Maxwell House, Instant Max-
well House, Remington Rand, Sealtest,
Dupont, Philco Ipana, Bufferin and
Bromo Seltzer.

A couple of network daytime soap
operas and the weekly I've Got a Secret
sustain program activity between spe-
cials such as Equitable’s American Heri-
tage and DuPont Show of the Month,
the alternate-week Armstrong Circle
Theaire and others. Rotondo will be
bidding for live and tape shows still not
selected in this season’s bill of specials,
as well as whatever regular program-
ming it can land. The reduction of spe-
cials this year below last year’s record
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proportions is working to sharpen the
sales effort.

Networks are reticent to name their
stake in the scenic supply business, but
obviously 1t is important to them, al-
though proportionately small on the big
ledger. There have been other inde-
pendents bucking them besides Rotondo
in the New York field, and they have
fallen by the wayside in the short history
of television. Rotondo has endured and
expanded. Its willingness to go all the
way on the production package prob-
ably is one reason for this.

The founder may get the blues in
August, But Mr. Bohjalian thinks the
firm ts in the business to stay.

B Program notes

Strictly service m CBS-TV contributed
its services and facilities for a special
half-hour closed-circuit program car-
ried to thousands of volunteer workers
for the United Community Funds and
Councils of America last Wednesday
(Sept. 7). The taped program, which
featured appearances by President
Eisenhower and leading figures from
business, labor and entertainment, dis-
cussed the forthcoming nationwide
campaign. The program originated from
WTOP-TV Washington, D.C., and was
fed 10 CBS-TV affiliates throughout the

country. Volunteer workers viewed the
telecast in the studios of afliliated sta-
tions.

Multi-station hoedown ® A new coun-
try-western tv show, called Mississippi
Valley Jamboree, will be offered to sta-
tions in late October. The program fea-
tures country and hillbilly stars and au-
dience participation, originates live in
St. Louis from 0 p.m. to midnight
CST. The producers announced that
over a dozen stations covering a five-
state area have signed tor the show so
far. Sponsorship is sold in half-hour
segments. For further information write
Gateway Broadcasting Co., 11600 Tes-
son Ferry Rd., St. Louis.

Sub-launch report ® A depth report on
the U.S. Navy's Polaris, a hydrogen-
headed ballistic missile that uses atomic-
powered submarines as the launching
site, is set to open the 1960-6! CBS
Reports series Sept. 29. The film is
titled “The Year of the Polaris,” wiil fill
the 9:30-10:30 p.m. period and will
feature Edward R. Murrow uas the re-
porter. The episode is considered an
offshoot of the much heralded “Biog-
raphy of a Missile” shown in the past
season's series. For this program, Mr.
Murrow and others connected with the
production had been involved with the

Polaris project over a year and a half.
Fred W. Friendly is executive producer
and Palmer Williams director of pro-
duction of the series which will be seen
twice-a-month in the new season

Dry subject ® A series of three radio
documentaries on the problem of ob-
taining water in Arizona is being pro-
duced for broadcast on the Voice of
America by KPHO Phoenix. The pro-
grams will be of special interest to the
people of arid areas of the world such
as Egypt, India and the Sudan. The pro-
grams will first be broadcast on KPHO,
then in English around the world with
subsequent translations for those areas
with climate similar to that of southern
Arizona. Larry Burroughs. KPHO pro-
gram director, is in charge of the series.

Yankee talk show ® A new weekly
discussion series prepared by the public
affairs department of the Yankee Net-
work, entitled American Issues, started
on WNAC Boston and all Yankee Net-
work stations fast week. It will continue
for 18 weeks. One year in preparation
and produced by the Tufis Civic Educa-
tion Center of Tufts U. in cooperation
with  Lowell Institute Cooperative
Broadcasting Council at WGBH, the
programs will bring together outstand-
ing local and national figures for de-

Now—EASTERN’S Flying Freighters offer

DELIVERY

New York—Miami—San Juan
New York—Atlanta—New Orleans—Mobile—Houston
Chicago— Atlanta—Miami—San Juan
® Reserved space on every Freighter flight.
® Pressurized and temperature-controlled.

® Flights daily except Saturday and Sunday nights.
® Pickup and delivery service available.

In addition, Eastern offers freight space on over 400 duily passenger
flights—including DC 8-B Jets and Prop-Jet Eleciras—fo 128 cities |
in the United States, Canada, Bermuda, Puerte Rico and Mexico.

For Information and Freight Reservations, call your
Freight Forwarder, Cargo Agent or Eastern Air Lines.

EASTERN/AIR LINES
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hates on topics such as “Will American
local government survive?”’, a two-part
probe that will launch the series.

Middle East sales ® International Ra-
dio & Television Programs, N.Y., has
been appointed European and middle
cast sales representative for Ofhicial
Films Inc., N.Y. International Radio
and Television Programs Inc. maintains
an oftice at 25 W. 45th St,, New York,
N.Y., and will appoint agents abroad.

half ® TelePrompTer
Corp.,, N.Y., announced September
1 that gross revenues in the six
months ended June 30 reached $2,631.-
071, highest figure for any similar
period in the company’s history. This
represents an increase of 37% over the
$1,910,194 reported for the same
period a year ago. Net income for the
period was $107,821, equal to 18¢ a
share on 599,794 shares outstanding at
June 30 compared with net carnings of
$132,135, or 37¢ per share on 356,591
shares outstanding at mid-year 1959.
First half earnings were reduced through
purchases of catv systems and develop-
ment of Key-TV, a pay tv system
{ BROADCASTING, Aug. 29).

Record first

NCAA rally ® ABC-TV will present
Football Kickoff—1960 on Sept. 14

(Wed. 7:30-8:30 p.m. EDT) as a special
program-salute to the network’s cover-
age of National Collegiate Athletic
Assn.’'s football games starting Sept. 17.
College football stars of the past and
present will appear as well as singers
Merv Griflin and Louise O’Brien, with
John Dualy as host-m.c. The tv rally is
produced by Fred Heider and directed
by Jack Sameth.

What's right ® Amy Vanderbilt, eti-
quette expert, has been signed by Vic-
tor & Richards, N.Y., to write and
record 130 35-45-second program cap-
sules for radio syndication. The series
entitled, The Right Thing To Do deals
with everyday problems in social be-
havior.

Philosophy course = WPON Pontiac,
Mich., in cooperation with Michigan
State U.-Oakland, plans to start a 12-
week university-level radio course titled
The Philosophies of Life. Half-hour
programs ¢ach Saturday 10-10:30 a.m.
from Oct. | through Dec. 17 will be
augmented by at least three discussion
sessions on the MSUOQO campus. Dr.
William Kluback, MSUO professor of
philosophy, will serve as instructor.
Registration cost per person is $1,
which covers a course outline, supple-

mentary reading list abstracts and ex-
cerpts and a certificate of completion,
all of which will be mailed to the air-
course student. WPON says the series
is an experimental project designed to
determine the desire for such instruc-
tion in the Pontiac area.

Acquires rights ® Banner Films, N.Y.,
has acquired distribution rights to The
Debbie Drake Show. The show, which
offers 130 15-minute episodes, features
planned exercises, beauty tips and
health hints demonstrated by Miss
Drake.

Service unit ® C.F. Productions, N.Y,
has been formed to handle sales and
service details of the MBS syndicated
program, Living Should Be Fun. The
firm, to be located at 1 Park Ave., will
be headed up by Dave Nathan. Tele-
phone: Lexington 2-3544.

A testimonial ® The Hollywood AFL
Film Council, composed of unions and
guilds representing more than 24,000
employes of the motion picture produc-
tion industry, has endorsed the drive
of the American Federation of Mu-
sicians to secure representation rights
at the major film studios in a resolution
that states “the interests of the mu-
sicians in the major studios will be best

Gertting the story is one thing.
Getting it back home is another.
John Rich, NBC correspondeni
who has covered the Congo situa-
tion for the past two months,
sent an informal report buack 10
New York headguarters last week
telling how he and his colleagues
on other networks moved siories
aut of Leopoldville. His reporit is
reproduced below. Mr. Ricl’s cus-
tomary beat is Berlin, to which
he'll return after a stopover in
the U.S. for a special program on
the Congo.

“After the Belgians left, radio cir-
cuits out of Leo were pretly impos-
sible. There was nobody at the
transmitters who knew how 1o
change frequencies. So we crossed
the river twice a day to do our
spots from Radio Brazzaville, a
powerful station in the former
French Congo. (We made so many
trips across the 2%2-mile-wide Con-
go that we started buying commuta-
{ tion tickets—1 1 rides for the price
| of 10.) Brazz Radio had a line al-
! most constantly to Post Telephone

& Telegraphe in Paris. We'd just
‘ walk in and, if there was no engi-
neer there, switch on the mike our-

Things the journalism professor forgot to teach

selves and call Paris for New York
and London. Sometimes one of us
would ride gain for the others. What
we did would curl a shop steward’s
hair!

“One complicating factor was
that the ferry was closed down much
of the time. Because of the cur-

Togetherness ®m NBC’s John Rich
(1), CBS’ Winston Burdett (center)
and BBC’s Neal Bruce prepare their
broadcasts as they ride the ferry
across the Congo from Leopoldville
to Brazzaville. Picture was taken by
Joe Falletta, CBS cameraman.

rents, and the danger of being swept
over the rapids in case of a break-
down at night (the Congo runs over
miles of incredibly rough rapids just
a few miles below Leopoldville) all
service across the river stops at
6 p.m. (In the Congo, on the equa-
tor, it gets light at 6 a.m. and dark
at 6 p.m.) Besides navigational ha-
zards, the ferry also was shut down
from time to time at the whim of
the confused Leopoldville authori-
ties.

“As a lifesaver at many times
when a story held us up too late
to get the scheduled ferry to make
a broadcast, we’d hire a Rapide, a
tiny launch that, for a pretty price
and a tip to the skipper, would take
us skimming among the islands of
floating hyacinth across to the other
side. If circuits held us up beyond
6 p.m., there was one final chance
to get back. Air Brousse (meaning
bush), a bushpilot charter line,
would occasionally fly after dark to
one of the two Leopoldville air-
ports.

“As with most big stories that
break in remote areas, getting the
story was easy, but getiing it out was
tough.”
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RCA Special Effects!

Products of your local sponsors can be given that “distinctive’” appeal with intri-
guing traveling matte effects. Using RCA Special Effects equipment, exciting slide
or film backdrops can easily be inserted into commercials. You can place an
animated figure into a moving background or add “‘atmosphere” details that
give results, very simply. The system will accept signals from several sources to
produce a variety of effects.

In addition to traveling matte backgrounds, RCA can provide modules for 154
special eflects, including wipes, split sereens, block, wedge, circular and multiple
frequency patterns. Any ten eflects may be preselected—simply plug ten modules
into the control panel. You get the right etlect to add that extra sell to your pro-
grams and commercials every time!

Your RCA Special Bilects will sell itself to
advertisers and give your station o competitive
edge. See your RCA Representative. Or write
to RCA. Broadcast and Television Equipment,

Dept. LB-22, Building 16-1, Camden, N. J \
for descriptive booklet. In Canada: RCA oo

VICTOR Compuany lLinuted, Montreal .

RCA Broadcast and Tolovislon Equipment ¢« Camdon, N. J. A
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In Roanoke in ‘60
the Selling Signal
is SEVEN...

Many people, much wampum,
in Roanoke. Heap big voice is
WDBJ-TV, serving over 400,000 TV
tepees in Virginia, N. Carolina
and W. Va.

Roancke not get-rich-quick
market, but plenty steady. Grow-
ing, too! That's why smart ad chiefs
are going western . . . Western
Virginia, where they'll sell like
sixty on seven.

In Roanoke, seven is WDBJ-TV.
Maximum power, highest tower.
Superior programming for braves,
squaws and offspring.

ASK YOUR PGW COLONEL
FOR CURRENT AVAILABILITIES

WOBJ

Roanoke, Virginia

CHANNEL

¥ -E-Y‘S:r.EMS-»COMF"ONENTS—AIR NAVIGATION AIDS —INSTRUMENTS

o0

‘1b’ Manufacturing Comparny

AMCI. ..

o Omnidirectional TV
Transmitting Antennas

® Directional TV
Transmitting Antennas

® Tower-mounted TV
Transmitting Antennas

@ Standby TV
Transmitting Antennas

® Diplexers
® (Coaxial Switches

... have been proven
In service.

Write for information
and catalog.

ALFORD

299 ATLANTIC AVE., BOSTON, MASS.
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served by a union affiliated with the
AFL-CIO with its great economic bar-
gaining power throughout the United
States.” Musicians Guild of America,
currently representing the motion pic-
ture musicians, is an independent union,
outside the AFL-CIO fold. The Film
Council also called on all musicians to
join in the campaign against ‘‘runa-
way” foreign production of films by
American film producers.

MGA votes ® Musicians Guild of Amer-
ica members have approved the con-
tract negotiated with the Alliance of
Television Film Producers by a vote of
206 to 12. Ratification of the contract
came Monday, Aug. 22 after a previous
membership meeting had failed to pro-

duce a quorum (BROADCASTING, Aug.
22).

Play that thing ® NBC-TV has com-
pleted taping a segment of Project
Twenty called “The Ragtime Revolu-
tion.” Producer-director Donald B.
Hyatt said this marks a departure from
past programs in the series in that 75%
of the show is live, with film clips and
newsreels making up the remainder of
this history of the musical era. Hoagy
Carmichael is starred; Purex sponsors
the series. Among other programs fo)
the coming scason on Project Twent
are “The Will Rogers Story” and sev-
eral dramatic properties to be pro-
duced by Robert Alan Aurthur,

Contract okayed ® Contract covering
actors in tv entertainment films nego-
tiated between the Screen Actors Guild
and the Alliance of Television Film
Producers and the Assn. of Motion Pic-
ture Producers (BROADCASTING, July 4,
Aug. 8) has been overwhelmingly ap-
proved by SAG membership. A mail
referendum produced 5,362 votes in
favor of the contract to 207 opposed.
New York members of SAG approved
the contract by a 971-to-147 majority,
despite the opposition of the New York
branch council of SAG, which sent all
New York members a letter condemning
the pact as “unsatisfactory when taken
in its entirety.”

Sell Hope ® California National Pro-
ductions which has just acquired tele-
vision distribution rights to two Bob
Hope movies, “Road To Rio” and “My
Favorite Brunette,” has sold the prop-
erties to the five CBS-TV owned and
operated stations. They are WCBS-TV
New York; WBBM-TV Chicago;
KMOX-TV St. Louis; KNXT (TV) Los
Angeles, and WCAU-TV Philadelphia.

'Panama’ series ® NBC-TV will begin
Central American location filming in
color next February on a new action
and adventure series, Panama, which is
set for prime evening colorcasting in the
1961-62 season. Created by NBC'’s pro-
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| cathode ray

tubes
monitor the act

_. ..without dropping the “ball”

Juggling camera shots with nary a fumble calls for experi
ence, quick reaction and the reliable quality of Sylvania
Cathode Ray Tubes in your video nonitoring equipment.

Sylvania C.R.T’s feature high resolution, sharp, brilljant
pictures—let you see the scene just as the camera picks it
up. What’s more, Sylvania C. R.Ts resist the toll of time,
retain youthful electrical and phosphor characteristics for
extended uselul service . . .
tube operation.

offer lower costs per hour of

SY VAL

Your Sylvania Industrial Tube Distributor has Cathode
Ray types from 8" to 24" for video monitors over 168
Cathode Ray types for industrial requirements. Call him
for prompt service on all Sylvania Tubes for Broadcasting
—C.R.T’s, large and small power tubes, mercury vapor
rectifiers, image orthicons, vidicons. See how fast he gets
into the act. Ask him, too, for your copy of the Sylvania
Industrial Tubes Booklet. Or, write Electronic Tubes
Division, Sylvania Electric Products Inc., Dept. 129, 1100
Main Street. Bullalo. New York.
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gram development department, under
supervision of Preston Wood, the series
will involve three continuing characters
cast as soldiers of fortune and expa-
triates who are unable to return to their
native countries and have joined forces
in Panama through their common love
of adventure,

RPI signers ® Radio Press International
announces eight new subscribers to its
voice news service. They are: KXEN
St. Louis, Mo.; KWKH Shreveport,
La.; KTHS Little Rock, Ark.; CFRB
Toronto, Canada; WFEA Manchester,
N.H.; WFGM Fitchburg, Mass.; WOTT
Watertown, N.Y., and WQTE Monroe,
Mich.

‘Ark’ to tv ® “Noah’s Ark,” a Darryl
Zanuck film, will be offered as a United
Artists Assoc. tv special. The 1% -hour
feature was directed by Michael Curtiz.

Uncle Sam’s Show ® Mutual Broadcast-
ing System will feature a new Army Re-
cruiting-sponsored radio series—Topic
of Conversation—each Saturday from
Sept. 17 through Dec. 10 at 12:35 p.m.
The 25-minute discussion series is pro-
duced and directed by Lt. Stephen
Freidheim with the support and cooper-
ation of the National Guidance and
Youth Organizations, the National
Chamber of Commerce, Seventeen
magazine and the National Education
Assn. The programs will be unrehearsed
discussions of the problems, accom-
plishments, views and ideas of today’s
young Americans. It will be available
for local programming after Dec. 10.

Capsule radio ® Creative Services Inc.
(capsule radio series), Chicago, an-
nounces sale of following properties to
these stations: Guidance Message in the
Stars to KUZN West Monroe, La., and

Dottie Frye, Your Dear Friend to
WYVE Wytheville, Va., both for 26
weeks; Senator Claghorn to WPFB

Middleton, Ohio, and Moody Speakin’
and Al Helfer’'s Sports Show to WTIC
Hartford, Conn., both for 13 weeks.

European “Father” ® Plans have been
completed to film several segments of
NBC-TV’s Bachelor Father in Europe
The company, including John For-
sythe, Noreen Corcoran and Samee
Tong, will head overseas in September
accompanied by producer Everett Free-
man. Bachelor Father is regularly spon-
sored by American Tobacco Co. and
American Home Products Corp.

Northeast adds football ® Northcast
Radio Network and Syracuse U. have
concluded a deal for the broadcast of
all games-on the 1960 Syracuse football
schedule. The university team was
rated number one in the nation last
year. Ellis (Woody) Erdman, president
of Northeast, reports that the games

will be aired by affiliates in more than
20 cities in New York and
sylvania, Negotiations are underway,
he states, to add two more Pennsyl-
vania affiliates plus a New York City
outlet. All games will be aired on Sat-

Penn-

urday afternoon with the exception of |

a Friday night (Nov. 18) game in Mi-
ami. This is the second year of the
Syracuse U.-Northeast sport associa-
tion.

Partnership expands ® Hal Roach Jr.
and Carrol Case, partners in the tv
series, Racket Squad and Public De-
fender, have formed Showcase Enter-

prizes with offices at Hal Roach Stu- |

dios, Culver City. The firm plans to
develop and produce tv film series and
feature motion pictures.

Awards for directors ® Awards for
outstanding directorial achievement in
live television will be made for the first
time at the annual awards dinner and
dance of the Directors Guild of Ameri-
ca in the Beverly Hilton Hotel, Beverly
Hills, on Feb. 4, 1961. This will be in
addition to the presentation of awards
for outstanding directorial achievement
for motion pictures released in 1960,
according to Frank Capra, DGA presi-
dent. Screen Directors Guild and Radio-
Tv Directors Guild merged earlier this
year and changed their combined name
to Directors Guild of America. All
2,200 members of the combined guilds
will cast ballots for the awards for the
first time this year.

Broadcasters plan
lawyers’ tv guide

To head off the Los Angeles County
Bar Assn.’s proposed ban on tv ap-

pearances of attorneys, the three tv |

networks and Los Angeles independent
stations have agreed to a guide or set

of principles which will regulate ap- |

pearances of attorneys portraying at-
torneys on tv courtroom programs.
Specific wording of the rules is being
worked out.

Each producer using attorneys as
actors will be expected to sign the rules
which have been coordinated through
the special committee set up to investi-
gate the situation by the State Bar Assn.
of California (BROADCASTING, Aug. 1).
Concensus is that the guide, in its final
form, will be acceptable to the State
Bar Assn., the only group which act-
ually can discipline California attorneys.

There have been arguments for and
against the Los Angeles County Bar
Assn. recomniendation that lawyers be
prohibited from appearing on tv court-
room programs. Those favoring the ban
declare tv appearance is self-advertising.
Those opposing assert the profession is
shown more favorably when portrayed
by an attorney.
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Make every precious sound ar'pd (vel ig ]
precious se¢ond co‘kmt th t 1& B (" |
MAcm-:Nzhz Instant-Recorder

‘\_/

INSTANT PLA\Y\BACK‘;‘,.Natiqul Live
Quality Reproddc\tion. Z\}mu your ™
announcers can deliver perfert o
announcements every ¥Wme. Reco)td -qt_
leisure, erase if fluffed, “re-record -
until perfect ... without pre:s‘s:u'e or
tension . .. put on the air as perfécf

announcements at the push of a button.

THE MODEL 1CPR IS A COMPLETE RECORDER AND SINGLE-CHANNEL PLAYBACK UNIT
Instant Automatic Erasure of

Any Length Segment —

Interlocked Against Accidental Erasure
Completely Transistorized

Superior Fidelity

Advanced Design

Rugged Construction

« Simple Maintenance

Call us...we’ll demonstrate.

The MACKENZIE MAGAZINE
Makes the Difforence!

Patented metal construction.
Wil not warp, will not bind . .
fonger head life . . . longer <
tapo life. Magazines avallable
factory ioaded for any desired
segments from 2 seconds to
five minutes.

SEND THE COUPON!

{7 1I'd like a demonstration of the 1CPR Recorder.

[] I'd like a demonstration of the SCPB Repeater.

Goufiders (7 Please mail 1CPR Recorder Information.
[ Please mail 5CPB Repeater information.
A Perfect Companion! For the wltimale in Name.
flexibility and foolproof eperation use the 1CPR Titte
with the 5CPB Fiwe-Channel Selective Progrant
Repeater. Covntless combinations of your very R Company
own sounds . . . instantly cued . . . instantly a 9‘ Address — -
1 . . )
available at your fingertips. New sound hovizons ; Q’ city. state. e —
o limdted only by your imaginationd w =
: @MACKENZIE ELECTRONICS, INC
= ! 3
1CPR Recorder and Playback. .. $485 > J ;
= .. 1025 N. McCadden Place, Hollywood 38, Callf.,, HOllywood 3-518
<
7.0.8. Los Angolos. Lease and Lease Purchase Plans Avallable Norman J. Ostdy, Genoral Manager
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RADIO NEWS HAS OWN SEX APPEAL

CBS Chicago finds am news operation thrives without tv's help

How well can radio news get along
hy itself at a major network radio-tv
station operation after a divorce from
its glamour-laden television spouse?

Very well, both in audience pull and
sales success, according to CBS Chi-
cago which offers as proof its own case
history CBS' WBBM-AM-TV split its
radio and tv news department last Janu-
ary and told cach to go its own way. In-
herent in the decision was the belief
that radio fares best on its own through
the qualities of immediacy and flexi-
bility.

In the gencral divorcement of CBS-
Chicago operations, E.H. Shomo, CBS
Radio vice president and general man-
ager of WBBM, appointed Ben Larson
news director, with responsibility for re-
shaping the radio newsroom. The pri-
mary objectives: immediacy, originality
and thoroughness in all newscasts and
analyses and no resort to rip-and-read
practices. Today, according to Mr.
Shomo, the divorce has proved agree-
able for WBBM radio in terms of audi-
ence pull and sales results.

Today, Mr. Larson heads up the larg-
est radio news room in the Chicago area
(and perhaps the nation), with facilities
of two radio news and three full news
wires, a special regional hookup, sports
and weather wires, and Chicago area
network, plus a modern monitoring sys-
tem for police and fire calls. The staff
includes |2 writers and special events
director (Hugh Hill}, plus secretary and
engineers on assignment—or about three

The plotting board ® Ben Larson,
WBBM news director (r), outlines as-
signments for newsman Norman Syse

(center) and Robert Meyer, 6 radio
engineer. Mr. Meyer is holding one of
many WBBM portable tape recorders
used for on-the-spot interviews and
reports.
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times as many personnel as that of
WBBM-TV’s news operation. The
physical split took place last Februrary,
with the newly-created radio setup
moving from first fleor CBS-Chicago
headquarters to the second floor radio
programming area.

Muscle ®= The strength of WBBM'’s
radio news operation lies in men, facil-
ities and what Mr. Larson calls “com-
munication—getting the message home
to the listener and letting him know
you’re communicating with him.” But
the story also is one of departmentali-
zation or, more properly, specializing
along magazine or newspaper lines.

The idea originally was conceived a
few years ago by William Garry, then
head of the combined news operation
at CBS-Chicago and now WBBM-TV
news and public affairs chief. With the
formation of a radio-only news opera-
ton, it has finally reached fruition on
the local, regional, national and inter-
national levels.

What effect has the split had on
WBBM-TV news operations? Virtually
none, according to Mr. Garry. “It
hasn’t hurt us at all. We kept our
original facilities and ‘we haven’t been
pinched for personncl,” he reports.
WBBM-TV has retained its same three
camera crews, assignment desk, edi-
tors and key reporters (like top-notch
Mike Neigoff), though it lost a few
writers in the transition. With the di-
vorcement, Mr. Garry points out, his
department took on public affairs func-
tions, a whole dimension by itself,
while maintaining a quality news oper-
ation.

The radio staff includes specialists on
military and other foreign news (Erv
Lewis and Wilfred Wolfran), sports
(Joe Diehl and Robert Pettet) and others
conversant with business, science, medi-
cine, politics, etc. Cumulative experience
of the staff (which includes Gerald
Ashe, Mel Bloom, John Calloway, Rich-
ard Etter, George Friedman, Stanhope
Gould, Norman Syse, Patricia Barton)
runs over 60 years at WBBM alone and
considerally more overall.

Armed with specialists and perhaps
the most complete wire room in the
city, WBBM also claims a monitoring
system with nine separate channels to
cover police and fire transmissions and
call-backs (including suburban), plus
broadcasts of all competing local radio
stations. WBBM is concentrating more
heavily on tape recordings. Last March
it aired 252 compared with 37 a year
ago under the combined operation—
about seven times as many. Newsmen

carry equipment with them on regular
news beats as well as special assign-
ments.

One newsman serves as a fulltime
tape editor, thus expediting coverage,
and each newscast has a proof reader.
Two fulltime reporters help supplement
coverage of the Chicago City News
Bureau. Mr. Larscon, onetime top col-
lege debater and previously with WOW-
AM-TV Omaha before joining WBBM
in 1956, would like to see more of his
staff deliver actual air newscasts, but
acknowledges this is a future project.

To show how it’s stepped up its cov-
erage (from 15.2% of total air time in
February to 19.7% in May 1960),
WBBM radio cites these statistics:

® Most radio stations air 11-20 news-
casts daily—WBBM carries 39, with 31
of them locally-written.

® Most schedule 11 newscasts on

Sunday—WBBM has 19, and 12 of
them are locally-written.
® Most radio stations broadcast

fewer than two 15-minute newscasts
per day; 28% of them, none at all—
WBBM carrics four per day, plus four
10-minute shows.

® The average U.S. radio station de-
votes three hours daily to news—

WBBM averages four.

® 709, of all locally-produced radio
news programs in the U.S. are spon-
sored; at WBBM, 77% are fully-spon-
sored and 97% sponsored or partici-
pating.

Mr. Larson says: “The concept of

WBBM’s eavesdropper ® Erv Lewis,
a newsroom veteran, tunes in one of
the many channels that can be picked
up on this monitoring device. The sys-
tem was installed to cover Chicago
police and fire department calls. Com-
peting stations’ newscasts can be
monitored by dialing.
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combined radio-tv newsrooms certainly
has the advantage of economy. But we
had long felt that a staff devoted ex-
clusively to radio coverage and radio
deadlines, to that special style of writ-
ing, would be superior. The constant
search for the audio approach to a
story (rather than being concerned
with both audio and video) could not
help but put forth the type of newscasts
that WBBM demands.”

Physically, the radio news depart-
ment was moved closer to radio studios
to provide faster service to on-the-air
personnel and speed up broadcasting
of bulletins. A sports office was set up,
removed from the general news area,
with separate sports wire and Western
Union sports ticker. A soundproof tele-
type room was built for wire machines
and the station improved lighting con-
ditions, installed a tape playback ma-
chine, and set up a message center for
news editors and air personnel.

Editorial Research, Too ® With the
split came two other innovations in the
newsroom: it also handles research for
radio editorials voiced by Mr. Shomo
and has instituted a system calling on
WBBM radios 300 employes for
emergency news coverage (every man
a reporter).

As the radio-only approach gains
momentum, WBBM is placing greater
emphasis on area news {editors are

Shomo on news

E.H. Shomo, CBS Radic vice
president and general manager of
WBBM Chicago, has strong feel-
ings about newscasting. “Good
newscasts must ‘be written to
order,” he said. “Listeners to this
station deserve and get fast, ac-

curate coverage written and
broadcast to make the latest
happenings understandable and

informative.”

On local coverage, Mr. Shomo
said that station newsmen *are
trained experts in analyzing and
understanding the problems of
the area” and are “arming listen-
ers with the facts of everyday
events” and insuring that “they
are better equipped to play their
role in the community and
regional development. To give
listeners this information is our
goal.”

hired partly for their midwestern back-
ground) and in-depth treatment for the
longer newscasts.

Income from news shows is rising—
along with costs—but WBBM feels it's
well worth it, in terms of scoops, faster

operation and more listenable news-
casts. Mr. Larson is convinced that
radio will command a still larger listen-
er interest, adding: “A good share of
that interest will be attributable to the
speed and dependability of the infor-
mation provided by radio news depart-
ments."”

Music Makers’ image
building business

Radio station ID music should reflect
the “personality” of its surrounding
listening area, says Mitch Leigh, presi-
dent and creative head of the com-
mercial music production firm of Music
Makers Inc., New York. The company
has opened a separate division to
specialize in this image-making tech-
nique.

To tailor a station's identification
theme to the personality of the area,
Music Makers sends a representative of
the creative staff to the designated ter-
ritory to get the feeling of the *“local
milieu.” WHDH Boston was among its
first customers to acquire such a musical
personality, which is expressed there in
19 spots ranging from five seconds to
two minutes and eight seconds in length.
Music Makers’ expansion program will
continue with a move to the Music Mak-
ers Bldg. at 6-8 W. 57th St. today
(Sept 12).

WRGB

puts your
MESSAGE

WHERE
THE SALE

BEGINS

Sales begin long
before sales are
made, and WRGB
is there at
the outset in the
homes (= and on
the minds of the
people QEpGywho
can translate your

message into sales.

Sales begin here, too, because
more and more manufacturers
are discovering the test-market-
ability of this Northeastern New
York and Western New England
audience. The thousands of engi-
neers, skilled workers, farmers
and their families who live here
represent a wide cross section of
preferences and tastes. And, the
metropolitan, suburban and rural
nature of this market further
gives you an excellent sampling
of modern America's living
habits. But, what really makes
sales begin here is that WRGB is
the number 1 voice and picture
in this area. Let WRGB place
vour message where sales begin.
Contact vour NBC Spot Sales
representative.

WRGEB

CHANNEL
A GENERAL ELECTRIC STATION
ALBANY o SCHENECTADY o TROY
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Your product’s cxposure

on KOIN-TV is the magical
prelude to a purchase in
Portland, Oregon, and 32
surrounding Oregon and
Washington counties.
KOIN-TV’s power of
persuasion is earned by years
of carefully-planned
program service, tatlored

to community needs and
preferences. Check Niclsen

for proof*,

KOIN-TV

PERSUADES
PEUPLE

PORTI_AND

* Highest ratings and widest coverage. ..
7 of eyery 10 homes in Portiand and 32
surrounding counties.

KOIN-TY » Channel 6, Portland, Oregeon
One of America's Great tnfluence Stations
Represented Nationally by CBS.TY Spot Sales
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Receiver production
matching 1959 pace

Despite vacation shutdowns during
the month, with concomitant sharp
drops in tv and radio set production,
tv retail sales of tv receivers zoomed
by 20,000 sets over the preceding
month, Electronic Industries Assn. re-
ported last week.

Both production and sales of tv and
radio receivers for the seven months
of this year remained above the same
period last year.

Tv production through July this year
rcached 3,231,898—of which 259,468
contained uhf tuners. Total radio pro-
duction for the first seven months
reached 9,414,879.

Tv sales for January-July were 3,-
050,385; radio sales, 4,451,721.

Production and sales figures for the
first seven months of this year follows:

Tv
Peried Production Sales
Jan.-July 1960 3,231,898 3,050,385
Jan.-July 1959 3,133,075 2,634,532
Radio
Jan.-July 1960 9,414,879° 4,451,721°°
Jan.-July 1960 7,936,621 3,685,708

Includes 3.651,101 auto radios and 492.-
242 fm radios.
** Excludes auto radios.

Jerrold merger

The merger of Jerrold Electronics
Corp., Philadelphia, and Harmon-Kar-
don Inc., Westbhury, N.Y., was an-
nounced Sept. 2. The agreement be-
tween the two firms, which will retain
the Jerrold name, provides for exchange
of 1.8 shares of Harmon-Kardon stock
for 1 share of Jerrold stock. The transac-
tion, which is considered to amount
to $3 million, brings together high-
fidelity specialist, Harmon-Kardon com-
pany, with $3.5 million sales at last
fiscal report June 30, and a principal
manufacturer of community antenna
systems, Jerrold, which reported $8.5
million sales at end of its fiscal year
last February. Jerrold disposed of nine
owned catv systems last month, selling
them to H&B American Corp. for $5
million (BROADCASTING, Aug. 15).

B Technical topics

Team work ® RCA has issued a bro-
chure describing the role small busi-
nesses play ‘“on the RCA team” in its
handling of industrial and defense con-

- tracts. The 26-page pamphlet is fully

illustrated with photographs and draw-
ings and describes representative small
businesses of the 8,800 with which the
corporation deals. “A company with as
diversified a production program as
RCA must have the help of suppliers

lo operate efficiently,” the brochure
states. 1t covers the broad activities of
the corporation and lists the specific
contributions of the smaller companies.
It also outlines RCA'’s policy “of in-
tegrating small business firms into the
nation’s industrial and defense effort.”

Merger ® Blonder-Tongue Labs Inc,
Newark, N.J., has acquired controlling
interest in Benco Television Assoc.
Ltd., Toronto. The Canadian company
is said to be that country’s oldest and
largest in the community and master
antenna fields and also markets a vari-
ety of other industrial electronic prod-
ucts. Blonder-Tongue is a prominent
U.S. producer of equipment for com-
munity and master aptenna installa-
tions as well as antenna boosters, uhf
converters and am/fm radios. Benco
will continue to operate under Cana-
dian management with Canadian per-
sonnel, it was announced. The new or-
ganization intends to move into the
closed-circuit and pay-tv fields, it said
Blonder-Tongue is active in the Strato-
vision etv system and Benco has par-
ticipated in the Etobicoke pay-tv ex-
periment, the company reported.

Relay link ® Electronic Systems, a di-
vision of Mechanical Products Inc., is
offering a new low-cost microwave re-
lay link with a baseband width of 5 mc
and power output of 0.1 watts, which
operates in the 10,500 to 13,200 mc
range for point-to-point fm transmis-
sion of tv signals, one-way voice com-
munications channels and data chan-
nels. It features portability, compact
size and costs $4,490 for the complete
system. The transmitter and receiver
for the new link are self-contained in
individual units weighing 31 and 32
pounds; there is no need for separate
control units or power supply. A de-
tailed brochure is available from Elec-
tronic Systems, 1422 River St., Jack-
son, Mich.

Tight and tangle-free ® Minnesota
Mining & Mfg. Co., St. Paul, Minn..
has developed a plastic clip that slips
smoothly between the flanges of tape
reels to hold loose ends securely in
place. The Scotch-brand tape clip is
about the size of a thimble, made of
polystyrene plastic with all edges tap-
ered and smooth to prevent scratching.
Clips retail 10 for 35 cents and will
“keep magnetic tapes tight and tangle-
free,” according to 3M. Clips are pro-
duced in only cne width and will fit
standard quarter-inch recording tape on
any size reels.

Crosstalk ® Browning Labs., Laconia,
N.H., announces a new multiplex mon-
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“Even the G-E packaging is
'way ahead,” comments Lee
Wallenhaupt (right), Man-
ager TV.Studio Engineer-
ing, to Phil Hedrick, Vice
President for Operations.
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Saﬁ/ PHIL HEDRICK and LEE WALLENHAUPT, Station WSJS-TV, Winston-Salem, N.C. :
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“General Electric’'s New GL-7629 Camera Tube
Gets Good Pictures Where Others Fail!”

«
Most sensitive tube for low-light-level remotes
we've ever used! For the first time, our home
audience is seeing quality pictures of church
services, school little-theatre plays,
bowling contests, other indoor events we could
not telecast before.

programs,

“"And there’s more to the story. The new GL-
7629 doesn't develop “stickiness’—image reten-
tion—even when focused on lighted objects for
long periods of time. General Electric seems to
have licked this common tube fault.

“An easy camera tube to install, too. Set-up
time is less than with any other tube we've used.

Helps us when local news is breaking fast. Put
us down as sold ali the way on GL-7629 per-
formance, and convinced that this tube represents
first-class value!”

* * *

For black-and-white indoor remotes—for color
where high-level studio lighting isn’t available—
you simply can’t equal the super-sensitive GL-
7629. Also available: standard GL-5820 camera
tube, and new field-mesh GL-7293. Phone your
G-E tube distributor! Distributor Sales, Elec-
tronic Compounents Division, General Electric
Company, Owensboro, Kentucky.

7>rogress Is Our Most Important Product

GENERAL ELECTRIC

342-408




itor (509) designed to provide all mea-
surements necessary to guarantee multi-
plex signals. It will be equally useful
when FCC mutiplex stereo specifica-
tions are announced, according to Gar-
diner G. Greene, president of Brown-
ing. The 509 is available on a lease
basis. It is described as checking rf
input level; measuring sub-channel level
and beep tone level; checking sub-car-
rier frequency; measuring percent mod-
ulation of main channel, modulation of
sub-carrier, signal-to-noise ratio of main
channel and sub-channel, main to sub-
channel cross-talk and both sub-chan-
nel to main and sub-channel to sub-
channel cross-talk.

NASA contracts ® Contracts for space
research and development for first six
months of this year amounted to $134
million, National Aeronautics & Space
Administration announced Sept. 3.
Among contracts listed: Air Inc Re-
search Corp., Washington, D.C., $144,-
214, reliability study of Project Saturn
(24-hour communications orbit); Mass-
achusetts Institute of Technology, Lex-
ington, Mass., $150,000, research pro-
gram on long distance communications
via earth satellites and earth-to-space-
probe communications; RCA, Prince-
ton, N.J., $302,324, design, develop,
fabricate, test and deliver laboratory
model of electrostatic tv satellite cam-
era; Dage Television, Thompson-Ramo-
Woolridge Inc., Michigan City, Ind,,
$185,886, closed circuit tv system; Gen-
eral Electric Co., Syracuse, N.Y., $30,-
590, tv system for sighting and control
test for orbital astronomical observa-
tory.

New fm tuner ® Eric Engineering,
Santa Monica, Calif., announces avail-
ability of its new Medel 2457 fm tuner.
Features of the unit include: sensitivity
1.5 micro volts for 20 db of quieting;
flat response from 20-20,000 cps; built
in antenna and a multiplex outlet. Size:
127x77x3%"”. Weight: 9 pounds. Cost:
$84.95 (west coast) and $89.95 (east

coast). Additional information can be
obtained by writing to Eric Engineering,
1823 Colorado Ave., Santa Monica,
Calif.

Signal fading ® An instrument to
measure the rate of radio signal fading
has been developed by the Central Ra-
dio Propagation Lab., National Bureau
of Standards. The device records the
number of times per second that a radio
signal envelope crosses the average sig-
nal level with a positive slope. It re-
cords fading rates down to almost zero
cycles per second and as high as 300
per second.

Tape advance ™ Ampex Magnetic
Tape Products has announced a new
mastering tape designed specifically to
meet the needs of the recording indus-
try for a tape with the lowest possible
background noise and best frequency
response for more faithful reproduc-
tion. Ampex engineers claim this is
the quietest tape commercially avail-
able with a“wider dynamic range (4 to
6 decibels) and a lower print-through
(6 to 8 decibels) than tapes heretofore
available.

ltsy bitsy radio ® A six-transistor radio,
claimed to be the smallest made in the
U.S., is in production at General Elec-
tric’s radio receiver department in Syra-
cuse, N.Y. Exactly the size of a pack
of king-size cigarettes, the radio is said
to weigh only 10%2 ounces including
battery. With carrying case, earphone
and battery, the diminutive set will re-
tail at $39.95 and will be available this
fall.

Sneak preview ¥ A television camera
and monitor fitted into a make-up table
has been created by Sol Cornberg, presi-
dent of Space Communications Corp.
of New York. The new unit, called
Space Tele-Make-up Console affords
anyone appearing on television a pre-
view of themselves on screen at make-
up time. The console is six feet high
and 4 feet wide, contains an adjustable
Ling Spectator camera and Ling 8-inch

DRAMA-MYSTERY
PROGRAMS
AVAILABLE

$10 %

For Details
Write, Wire, Phone:

Phone: PLAZA 7-0695
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Now that radie networks
drama program series, you can cash in on our

RADIU truly great network style itranseribed half-hour
dromatic radio shows for daytime or evening
scheduling.

Choose one series or all and you have an im-
mediate top-rating success.
loyal listeners who buy the products of their favorite
programs.

Half-hour series program titles include: The Clock,
Famous Jury Trials, The Avenger, The Sealed Book,
Medical File, The Hidden Truth, Sherlock Holmes, and
Stand By For Crime.

Pioneer Radio Program Producers Since 1938
45 WEST 45th ST.,, NEW YORK 36, N.Y,

have withdrawn all

Don’t disappoint your

Order Your Program Series Nowl

CHARLES MICHELSON, INC.

New vtr editor

Telescript CPS Inc., New York,
last week announced the devel-
opment of a new electronic video
tape editing device, which is said
to speed up the editing process.

Peter Jackson, engineering vice
president for Telescript, said the
device, called Tape-Editor is a
two-unit transistorized machine,
which eliminates the need for mic-
roscopes, chemical preparations
and the “time-consuming’ search
for the edit pulse. The device sells
for $1,200 and already has been
sold to NBC Chicago, NBC New
York and the Videotape Record-
ing Center, Hollywood, according
to a company spokesman.

monitor. Also included are a bank of
lights, on-off switch, double convenience
outlet and a formica tabel top. Com-
plete stationary model is priced at $1,-
550; the complete portable, $1,650.

Film resistors 8 Corning Electronic
Components, a department of Corning
Glass Works, has produced a line of
low-cost film resistors in half-watt and
one-watt sizes. Available now in engi-
neering quantities, they will be in mass
production by mid-October, Corning an-
nounced. It said its thrust into the low-
cost resistor market was made possible
by new automatic machinery that can
turn out huge quantities. The price of
the one-watt C-32 will be 6.1 cents and
the half-watt C-20 will sell for 5.9 cents.

New NEC award ® The National Elec-
tronics Conference will present a new
$500 award during its 16th annual con-
ference-exhibition in Chicago QOct. 10-
12. The award will be presented to
the author of the “best tutorial” paper
delivered at its 1959 conterence and
supplements a similar one for the best
original paper at the same meeting.
The tutorial award will be given for
“selection, organization and evaluation
of material, plus scholastic level and
clarity of presentation. Still another
honor: The NEC Award ot Merit, plus
$750, to the author of a “particularly
influential paper” given during any
prior conference. NEC also announced
the addition of Marquette U. of Mil-
waukee as a participant in the annual
conference-exhibition. to be held this
fall in Chicago's Hotel Sherman. It
will join nine other participants, in-
cluding E1A and SMPTE.

BBC camera ®. British Broadcasting
Corp. engineers in collaboration with
the Taylor, Taylor & Hobson Div. of
Rank Precision Industries Ltd., have
produced a prototype of a new tv cam-
era, which is described as an “internal
zoom” camera. Instead of the usual
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selection of fixed focus lenses mounted
on a turret in front of the camera, the
British model has a zoom lens inside
the camera lying alongside the elec-
tronic components. The single lens unit
covers the normal range of camera
view angles and apertures. The cam-
era’s compact construction provides
better protection against lens damage
and makes il unnecessary to carry a
complete range of separate fixed focus
lenses. Electronic components are the
same as those used in the Marconi
Mark III image orthicon camera.

Portable tape unit ® RCA has intro-
duced a 25-pound portable tape re-
corder designaied the RCA M1-35120.
The compact unit measures 812 by 1412
by 16 inches and is styled with a char-
coal gray, wear-resistant, grained fabric
covering. The recorder, which is de-
signed for sustained operation wherever
high-quality, semi-professional tape re-
cordings are required, provides speeds
of 7%, 3% and 17 inches per second,
and operates from a |17-volt, 60-cycle
power source. The seven-inch reel holds
1,200 feet of standard quarter-inch
magnetic tape. Both sides of the tape
can be used by turning the reel over.
Price: $179.50.

Power supplies ® Foto-Video Elec-
tronics Inc., Cedar Grove, N.J., an-
nounces avatlability of two new all-
transistor power supply products: The
P-30-36, 30 Ampere, 0-36 Volt Regu-
lated Power Supply uses silicon recti-
fiers and an all-transistorized regulator
—12% inches high. 15 inches deep and
19 inches wide for rack mounting, with
panel mounted controls that include
4-range output voltage switch, vernier
voltage control, circuit breaker for over-
load protection and power switch, volt-
meter, ammeter and pilot light. The V-
410, All Transistor Power Supply in-
cludes a semiconductor rectifier-filter,
an all-transistorized regulator, and may
be ordered fully equipped for conver-
sion t0 a V-4/0-MON or a V-410-
CAM. Load current is 200 ma. to 1.5 a.
Output voltage is 275 to 285 v. DC.
Its size is 5% inches high for 19-inch
rack mounting.

Emerson receives option ® Emerson
Radio & Phonograph Corp., Jersey
City, N.J., has received an option for
purchase of approximately 540,000 out
of the 1.000,000 shares of Granco
Products Inc., Kew Gardens, N.Y. Un-
der the terms of the agreement, subject
to Granco stockholders’ approval, Em-
erson will provide certain financial and
sales assistance to the radio set manu-
facturer.

Data plant ® RCA has begun construc-
tion for a $4 million electronic data
processing cquipment  manufacturing
plant on a 100-acre plot in Palm
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Beach Gardens, Fla., a new city being
created secme five miles north of Palm
Beach. The complex of one-story build-
ings, in which several hundred employes
will supplement RCA’s office, engi-
neering and manufacturing facilities in
Camden, N.J.,, is expected to be in
operation by next January. The plant
will produce the RCA 301 electronic
computer system.

Three-quarter mark ® Emerson Radio
& Phonograph Corp. & Subsidiaries,
Jersey City, N.J,, report a consolidated
net profit- for the 39-week period ended
July 30 of $2,920,450 before federal
income taxes, and $1,483,182 after,
equal to 70 cents per share on the
2,118,582 shares outstanding. For the
like period ended Aug. 1, 1959, net
profit after provision for federal in-
come taxes amounted to $1,466,548,
equal to 69 cents per sharc on the same
number of shares.

Music’s free
way up there

America’s music licensing organiza-
tions make no bones about the celestial
music they’re sure they have in their
libraries.

Both ASCAP and BMI wrote the Na-
tional Aeronautics & Space Adminis-
tration offering their complete lists with-
out charge.

The licensing organizations were
moved to offer America’s top pieces for
transmission between Earth and Echo I
when they read that scientists recording
music for test broadcasts had switched
to public domain music when they were
warned copyright infringement might be
involved.

On Aug. 14 “American the Beauti-
ful,” was transmitted between Holmdel,
N.J., and Goldstone, Calif. On the same
day an instrumental recording was sent
from the Naval Research Lab at Stump
Neck, Md., to Holmdel, bouncing it off
the balloon.

Zenith expansion

Plans for construction of a new man-

ufacturing plant in Paris, 1l., were re- |

porled fast weck by Zenith Radio Corp.
for its wholly-owned subsidiary, Cen-
tral Electronics Inc. The indication is
that the company is finding it ditticult
to keep up with consumer demand for
certain products,

The Paris plant represents the fourth
step in Zenith's $7.5 million expansion

THE REMARKABLE
SONY RADIO
WIRELESS
MICROPHONE

The convenience and variety of uses for
this remarkable instrument are almost
beyond the imagination, The Sony CR-4
mike and radio transmitter can be
slipped into a coat pocket for completely
wireless on-the-street interviewing,
studio audience interviewing or on-the-
spot broadcasting from awkward places.
It gives complete freedom to active
singers, dancers, comedians, performers
with electric instruments and actors,
eliminating the need for cumbersome
mike booms and entangling wires.

Microphone, transmitter, receiver and
carrying case, $250. For information or
literature, write: Superscope, Inc., Dept.
3, Sun Valley, California.

program authorized by its board of di-
rectors last year. Other steps included |
the purchase of a factory and addition |
to a present building, both in Chicago. |
and the acquisition by Zenith Radio Re-
search Corp. of a building in Menlo
Park, Calit.

e ——
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A

Quality
Collection
of the Best

Equipment for Broadcasters...

The New Gates Catalog of

Broadcasting, Communications and
Electronic Equipment.

The new 236 page Gates Catalog
is a handy reference manual of all
breadcast and communications
equipment that is available from
Gates.

Let it assist you in your new equip-
ment planning.

WRITE FOR YOUR CATALOG TODAY ON YOUR LETTERHEAD!

GATES RADIO BB
LMY~ company oo

Subsidiary of Harris-Intertype Corporation
QUINCY,ILLINOIS

“INSURED AGAINST EVERYTHING.”
YES’ Check on the chance that some-
body "out there” will accuse you of
LIBEL
SLANDER
INVASION OF PRIVACY
PIRACY, VIOLATION OF
COPYRIGHT.

For these and related hazards
you need our EXCESS POLICY to
hotd your foss upon any claim to
whatever figure you choose to
carry yourself — INSURANCE to
cover the excess.

WE ORIGINATED THIS \

SPECIAL COVER
AND IT 1S USED NATION-WIDE
and is SATISFACTORY ‘
AND INEXPENSIVE.

Write for details and rates.

EMPLOYERS
REINSURANCE
CORPORATION

21 WEST-TENTH STREET
KANSAS CITY, MO.

“New York,
107 Williom 175 W,
118 Jackson

Son Francisco

Chicogo
100 Bush
St
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TO BE OR NOT TO BE?

Pros and cons of second Canadian network

National coverage for television pro-
grams on the Canadian Broadcasting
Corp. will have preference over opera-
tions of a second tv network, Dr.
Andrew Stewart, chairman of the Board
of Broadcast Governors, intimated at
the public hearings for laying ground
rules for a second network at Ottawa
on Sept. 1-2.

After hearing briefs and questioning
officials of the CBC, the recently formed
Independent Television Organization,
and a potential applicant for a second
network company, Dr. Stewart assured
the CBC that it will continue to have
access to all private television areas in
the country for its national service.

Al Ouimet, president of the govern-
ment-owned CBC, which at present has
the only Canadian tv network, felt that
a private tv network could not economi-

| cally duplicate CBC. He wants the pri-

vate network to be defined as one which
would only distribute taped programs
among its afhliates or would use a
specific amount of microwave time a
week to feed programs to afliliated sta-
tions.

R.B. Misener, CFCF-TV Montreal,
and president of the Independent Tele-
vision Organization composed of second
stations licensed this year in eight Cana-
dian markets, pointed out that a second
network should be controlled by the
stations owning it. Under proposed
BBG rules, tv stations would be limited
to owning only 49% of the total shares
in a private network company. Mr.
Misener felt that the newly-licensed sta-
tions should be given time to go into
operation before a second network is
formed, and suggested no private net-
work company be licensed until next
summer. He felt that a second micro-
wave network at present would be tech-
nically and economically impossible.

Spencer W. Caldwell, film and equip-
ment distributor at Toronto, and an un-
successful applicant for Toronto’s sec-
ond tv station license last March, ap-
peared before the BBG with plans to
form a private network company. He
insisted such a network would be profit-
able and that there would be a number
of applicants for the license when the
board opens its hearing in November.
He submitted figures which showed that
a4 microwave coast-to-coast one hour
network program would cost $1,025,
while a similar taped program for eight
stations air-expressed to individual sta-
tions would cost $2,075. Caldwell stated
that such a network would comprise 20
to 30 stations, not the present eight, as

more second tv stations are licensed
throughout Canada.

Graham Spry, representing the Cana-
dian Broadcasting League, told the BBG
that a private network company should
be a public trust and not be controlled
by any one station or group of stations.
Mr. Spry led a battle for nationaliza-
tion of Canadian radio in 1929, before
the present status of the Canadian
broadcasting of government-owned and
independent stations was established.

Dr. Stewart, BBG chairman, made it
clear that independent tv stations now
affiliated with CBC would not be al-
lowed to break off their CBC relation-
ship in favor of a private network as
long as they remain the only station in
their area. But should another area sta-
tion wish to pick up CBC programs, the
affiliated station could apply to the BBG
for severance. Under existing regula
tions BBG can demand that any sta-
tion be affiliated with CBC, but cannot
force any station to join a private net-
work.

BBG is expected to announce final
regulations for a private network com-
pany before mid-September.

Agency change

Norman, Craig & Kummel, New
York, announced last week that the
agency has acquired a “major interest”
in a Canadian agency to be known as
Burley, Norman, Craig & Kummel,
Toronto. The acquisition resulted from
negotiations with Henri, Burley & Mec-
Donald Ltd., which had been affiliated
with Henri, Hurst & McDonald Inc.,
Chicago.

The Canadian agency will handle

—

Balance sheet

Canadian advertising agencies
in 1959 increased their total bill-
ings by 7.33% for a total of
$250,937,939, according to pre-
liminary figures of the Dominion
Burecau of Statistics, Ottawa.
Agencies had a gross revenue of
$41,233,095, with a net revenue
before income tax deductions of
$2,943,139, about 8'2 % higher
than in 1958, The preliminary
figures do not include a break-
down on billings by media. There
were 4,275 employes last year
with a payroll of $26,141,058,
compared with 4,197 employes
and a payroll of $23,826,156 in
1958.
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‘ Dow Chemical's Handi-Wrap and
Zefran, the Jamaica Tourist Bureau and
Maiden Form brassieres for NC&K in
Canada. Norman B. Norman, president

I of NC&K, pointed out that the agency
I already has an office in Kingston,
Jamaica, to handle Caribbean and
Latin America business and plans to

establish a branch in London.

. Canadian tv set sales
down, radio sales up

Sales of both radio and television sets
continue te drop in Canada, according
to figures for the January-July period
released by the Electrenic Industries
Assn. of Canada. During the first seven
months of 1960 radio receiver sales
totaled 262,916 units as against 300,-
043 in the same period last ycar. Tele-
vision receiver sales in 1960 amounted
to 150,064 units as against 191,447 in
the first seven months of 1959.

Battery portable radio receivers and
receivers incorporating fm reception
were the only major categories show-
ing increases over last year. Sales of
both am and fm sets in the January-
July period totaled 15,432 as against
9,445 last year. Portable receiver sales
amounted to 53,713 sets compared with
43,697 in the 1959 period.

The BGG plans
a very busy day

Six television and 15 radio satellite
station applications will be heard by
the Board of Broadcast Governors al
its Sept. 26 meeting in the Railway
Committee Room of the Canadian
Parliament Buildings at Ottawa. Five
radio stations are requesting power in-
creases and a number of new stations
are being applied for.

CKGM Montreal, Que., is applying
for an fm station with 14 kw on 98.5
mg,

Cunadian Broadcasting Corp. has an
application in for a French language
Lv station at Ste. Anne de la Pocatiere,
Que. on ch, 6 with 5.2 kw videco, 2.6
kw sudio and an antenna 1,226 feet
ahove average terrain,

Power increases are being requested
by CKCY Sault Ste. Marie, Ont,, from
250 on 1400 ke to 10 kw day and §
Kw night on 920 kec; CKEC New Glas-
gow, N.S.. from 1 kw day and 250
night 1o 5 kw on 1320 kc: CKCR
Kitchener, Ont., from 250 w 1o 10 kw
lny und 5 kw night on 1490 k¢: CKOM
Suskatoon, Susk., froni § kw on 1420
ke 10 10 kw on 1250 k¢; CKX-TV
Urandon, Mun., on ch. § from 19.3
kw video and 9.65 kw audio 10 §3.9
kw video and 26.5 kw audio and
chunge of antenna sile; CHLN Three
Rivers, Que., from § kw 1o 10 kw day
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and 5 kw night on 550 ke.

More Changes ® CJOB-FM Winni-
peg, Man,, is requesting change of
frequency from 103.1 mc to 97.5 mc
with 250 power and separate pro-
gramming from CJOB.

New tv satellite stations are being
applied for by: J.C. Dufresne at Fox
River, Que., on ch. 7 with 5 w to re-
transmit programs of CHAU-TV Carle-
ton, Que.; Lumby and District Tv Syn-
dicate at Lumby, B.C., on ch. 5 with 5
w to retransmit CHBC-TV Xelowna,
B.C.; CHAT-TV Medicine Hat, Alta.
for satellite at Pivot, Alta., on ch. 3
with 3.75 kw video and 1.85 kw audio;
CHSIJ-TV St. John, N.B., for satellite
at Cameron Mountain, N.B., on ch. 13
with 46 kw video and 23 kw audio
power; CKBI-TV Prince Albert, Sask.,
for two satellites to serve North Battle-
ford, Sask., area with 5 w power on
ch. 4; Lower St. Lawrence Radio Inc.,
at Edmundston, N.B., for satellite on
ch. 3 with 100 w video and 57 w audio
power to retransmit programs of CJBR-
TV Rimouski, Que.

Canadian Broadcasting Corp. is re-
questing licenses for 15 low power
radio relay stations throughout Canada
with 40 w. Department of National
Defence, Ottawa, Ont., is requesting
threc radio stations on 1340 k¢ with §
w at ‘Bird, Man.; Great Whale River,
Que.; and Winisk, Ont.

VOA contract

The U.S. Information Agency has
awarded an architectural amd engincer-
ing design contract to Page Communi-
cations Engineers Inc., Washington, for
the Voice of America’'s powerful mid-
African relay radio station outside
Monrovia, Liberia.

The station will have six 250-kw and
two S0-kw transmitters. It will give the
Voice effective radio coverage of Africa
and supplemental coverage ol parts of
Central Europe and the Middle East as
well as serving as an around-the-world
relay station for programs originating in
VOA's Washington headquarters, ac-
cording 10 USIA.

Total estimated cost of the new short-
wave relay station, including the value
ol c¢cquipment available from other

projects, is $12,627.000. Henry Loomis. |

director of VOA, said contracts for

construction of the eight transnytters |

are abouwt to be let,

Canadian fall survey |

Fall survey tor the Bureau of Broad
cast Measurement, Toromto, Ont., in
dustry co-operative rescarch organmiziv
tion, 15 being held tor all Canadinn ra: [
dio and television stutions Nov, (4-20
Puncan Grant, BBM  executive vice
president, points out that survey is a
woeek later than last year because of the

~““from one huckster

]

to another’

Poul E. Mills, Executive Vice President
of Juy End Barn (formerly with West-
inghouse ond Storer), welcomes Broad-
,cas'ers to Jug End for Sales Seminoars
and Business Conventions.

Jug End Barn, your vyear-
round convention center in the
Berkshires, site of the National
Hotel Sales Management Asso-
[ciation—two national awards,
now has a new Chief Sales
Engineer . . . Paul E. Mills, a
30-year Radio and TV veteran,
winner of 52 national awards
during his association with
broadcasting, invites all Broad-
casters and Media men to make
Jug End their Business Meet-
Ing and Sales Seminar Head-
quarters. Full resort facilities
. . . ideal for work and fun . ..
1600 acres to roam . . . golf
course . . . swimming, skiing,
horseback riding and the entire
script of facilities you demand.
Call or write direct to Paul E.
Mills, Exee. Vice President, for
the full pitch on Sales Semi-
nars and Convention Meetings
at the Barn.

JUG END BARN

Great Borrington 34, Mass,
Tel. 434

JUG END BARN . _ .

THE BROADCASTERS

OWN CONVENTION

HEADQUARTERS
IN THE

- BERKSHIRES




BRISTOL—
JOHNSON CITY—
KINGSPORT

Sales Hub for «
8 Billion-Plus Market
Dominated by

WCYB-TV

The Tri-Cities sales camplex is Tennes-
see’s most active market areq. Retail
sales per household range from $6,025
fo  $9,434.32,400-55,800 above state
average—swelled by dollars pouring into
this sales center for a $1.2 billion* in-
come market.

Antenna 2,219 ft. gbove average sur-
rounding terrain on 4,360 ft. mountain,
low band channel (5) and an integrated
antenna create @ 37-county tv viewing
area sold only by WCYB-TV. Within this

market, WCYB-TV delivers twice as
many average quarter-hour “homes
reached . reaches 132,000 tv fami-

lies, 59°% more net weekly circulation
thon the only other competitive station
(ARB, 3/60).

Get all the facts on this rich southern
market served ““on a platter” call HEAD-
LEY-REED or . . .

WCYB-TV

Channel 5  Bristol, Va.-Tenn.

NBC

"'SRDS Consumer Market Data, July ‘60
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U.S. elections in the first week of
November.

In announcing the dates, he asked
Canadian stations not to program spe-
cial shows, contests or give-aways dur-
ing and prior to the survey week, so
that the survey can represent normal
audience conditions.

Agency merger

Ronalds Adv. Agency Ltd. and E.-W.
Reynolds Ltd., advertising agencies with
offices at Toronto and Montreal have
merged. The new firm—Ronalds-Rey-
nolds & Co. Ltd.—will have billings of
about $10 million, making it one of the
larger Canadian advertising agencies.
Both agencies have handled a fair
amount of both radio and television ac-
counts, Ronalds mainly from the Mon-
treal office, Reynolds mainly from To-

| ronto.

Russell C. Ronalds, chairman of
Ronalds Adv. Agency, is senior consult-
ant of the new company. Warren Rey-
nolds has been named president, with
Frank deB. Walker, president of Ron-
alds, as executive vice-president and
managing director. Ray Avery, execu-
tive vice-president of Ronalds, and for-
mer radio-tv director of its Toronto of-
fice, is senior vice-president of the new
firm and manager of the Toronto opera-
tion. N. Stuart Walton, executive vice-
president of Reynolds, is vice-president,
creative services.

Visitors from abroad

A group of 17 tv and radio ad-
ministrative and programming special-
ists from stations in Africa, Europe,
the Far East, the Near East and South
America were scheduled to arrive in
Washington last week for a four-month
exchange program sponsored by the
U.S. State Dept. to acquaint its mem-
bers with the U.S. people and with tv
and radio operations in this country.

They’ll get orientation in Washington
from Sept. 8-22, attend a special tele-
communications seminar at Syracuse
U. from Sept. 28-Oct. 28 and each
member of the group will visit two U.S.
stations for threc-week periods from
Oct. 31 to Dec. 10. The annual pro-
gram, the State Dept.’s seventh con-
secutive one, ends Jan. 6.

Debate requests

Director George V. Allen of U.S.
Information Agency, reported that
USIA has received requests from
European, Asian and Latin American
governments for video tapes of the
Nixon-Kennedy debates and news con-
ferences. Arrangements are being
worked out with representatives of the
candidates for distribution of the tapes
to tv operations abroad. Eurovision
would handle transmission in Europe.

CBC tv application

Canadian Broadcasting Corp. has
filed application for a television station
at Coleman, Alta., not Camrose, Alta.,
as reported earlier. This is one of six
tv station applicauons CBC has made
to the Board of Broadcast Governors.
The applications will probably be heard
during the late September meeting of
the BBG at Ottawa. CBC expects to
have the stations on the air by late 1961
if the BBG and the Dept. of Transport
approve the applications.

CBC is investigating 14 other areas
throughout Canada where television
coverage might be extended.

ll Abroad in brief

Monarch switches 8 Ford Motor Co.
of Canada, Toronto, has appointed J.
Walter Thompson Co., Toronto, to
handle the account for Monarch cars,
formerly handled by Cockfield, Brown
& Co. Ltd., Toronto. J. Walter Thomp-
son Co. now handles the Ford, Mon-
arch and Falcon accounts. The Lincoln
account has also been moved from
Cockfield, Brown & Co. to Vickers &
Benson Ltd., Toronto, which also han-
dles the Meteor and Mercury accounts.
Company is also expected to handle
the Comet account. The Comet replaces
the Frontenac, a wholly-Canadian prod-
uct, this fall. Cockfield, Brown & Co.
will continue to handle Ford’s institu-
tional advertising, and advertising for
its British and German cars and the
Ford tractor line.

Educational radio-tv aid ® Ford Foun-
dation, N.Y., has announced grants
to assist various foreign development
programs. They include a $474,500
grant to the government of India for an
educational tv experiment in the Delhi
school system and a $210,000 grant
to the Nigerian Broadcasting Corp. for
an educational radio project for second-
ary schools and teacher-training insti-
tutions. The Indian project is a four-
year program of etv in the higher sec-
ondary schools of Delhi and New Delhi,
conducted cooperatively by All India
Radio, Dept. of Public Instruction of
Delhi State and the National Institute
of Audio-Visual Education. In Nigeria,
the project stresses instruction in the
English language and in civic and so-
cial problems of a newly independent
country.

Anglican church on tv ® Anglican
Church of Canada, with headquarters
at Toronto, Ont., decided at the an-
nual meetings of its General Synod at
Hamilton, Ont., to spend $105,000 on
television and radio programs in 1961.
The present budget is for $4,500. This
is the first major tv project undertaken
by the Anglican Church.

BROADCASTING, September 12, 1960



FATES & FORTUNES

'Broadcast Advertising

MR. HURLEY

MR. ROVER

Richard H. Hurley and Harold V.
Rover, account supervisors at Compton
Adv., N.Y., named vps. Mr. Hurley,
who joined Compton in 1949 as assist-
ant timebuyer, was made timebuyer in
1950; assistant head timebuyer in 1952,
and account executive in 1959, Mr.
Rover joined Compton in 1952 as re-
search assistant. He became assistant
account executive in 1955, was made
account executive in 1957 and account
supervisor this year.

Robert W. Allrich, account executive
at Keyes, Madden & Jones, Chicago,
elected vp.

John H. Pinto, previously vp and
creative director at Grant Adv., N.Y,
joins Gordon Best Co., Chicago, as vp
and plans board chairman with responsi-
bility for supervision of creative serv-
ices in new N.Y. office.

L. J. Sauers, vp for marketing at
Amcrican Home Products Corp., N.Y.,
named executive vp and general man-
ager. J. B. Shortlidge, formerly gencral
sales manager, becomes vp for sales.

Robert E. Blackburn, formerly crea-
tive director at Clinton E. Frank, Chij-
cago, to Wade Adv., that city, in similar
capacity.

Frank Menner, formerly of Colgate-

S. Brooke White,
William W, Swuitt and
Daniel C. Ellis, copy
supervisors  at Lennen
& Newell, N.Y., named
vps. Mr. White, who
joined agency in Feb-
ruary, [957. works on
P lorillovd  account.
Previously, he had been
with copy departments
ol McCann-Erickson, N. W. Avyer
and BBDO. Mr. Ellis, who is also
copy supervisor on P. Lorillard,
wips with Kudner prior o joining
L & N in J958. Mr. Suit, formerly
vp and creative ditector at Fuoller &
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3 new vps at Lennon & Newell i

Mr. WiuTe

Palmolive, N.Y., joins Ogilvy, Benson &
Mather, that city, as administrative co-
ordinator of media department. Paul
Bures joins agency as senior broadcast
buyer. He formerly was with J. Walter
Thompson.

Raymond C. (Bud) Davis appointed
broadcast supervisor for Los Angeles
and San Francisco broadcast operations
for Foote, Cone & Belding, Los Angeles.
He formerly was radio-tv producer with
Fuller & Smith & Ross, that city.

Bennett W. Cooper, previously ac-
count executive at North Adv. and
formerly at Edward H. Weiss & Co.,
both Chicago, to Clinton E. Frank,
that city, in similar capacity.

Robert Twiddy named account ex-
ecutive on Shell Oil at Kenyon & Eck-
hardt, N.Y.

ey

John N. Calley, di-
rector of new pro-
gram development at
Ted Bates. N.Y.,
elected vp. He joined
agency in 1958 and
was appointed assist-
ant vp last year. Prior
to joining Bates, Mr,
Calley was head of
N.Y. ottice of Henry Jalte enterpriscs.
and manager of program sales at NBC.

A

MR, CALLEY

David B. Williams joins pr stail
of Ketchum, MacLleod & Grove as
chiet writer in agency’s New York of-
fice.

Albert Collins appointed sales pro-
motion manager in marketing div. of
H.J. Heinz Co., succeeding L.A.
Collier.

A. Vernon Bowen, formerly with

- |

Me. SurrT Mr. ELLis

Smith & Ross, Cleveland, and prior
to that creative supervisor at Maxon
Adv., Detroit, came to L & N in
November. 1958, He s associnted
with Best Foods-Corn Products Co.
accounts.

Bauer Kit

1 Kw TRANSMITTER

*From an Engineers’ Viewpoint

The*“Bauer Kit"Model 707 istheonly
1000,/250 watt AM transmitter with
Silicon Rectifiers in all power sup-
plies, a Variable Vacuum Capacitor
and a Constant Voltage Transformer.
Your assurance of maximum rel:-
ability and optimum performance:
Note the simplicity of design with
easy accessibility to all components.
too. All components are standard
items available at local sources.

Assembly of the “Bauer Kit” is
actually easier than many consumer
audio kits — the wiring harness
is furnished completely pre-fabri-
cated and coded. And when you
complete the transmitter it will be
fully inspected, tested and guaran-
teed by the Bauer Electronics Cor-
poration.

Bauer 1 Kw Transmitter
(In Kit Form) $3495.00*

Bauer 1 Kw Transmitter $4495.00*
FOB San Carlos. Californio

WRITE FOR THE COMPLETE
ENGINEERING STORY TODAY!

Bauer

ELECTRONICS CORPORATION

1663 Industrial Road San Carles, C.




EXCLUSIVE
* LISTINGS

$410,000 ... Mid-West

Excellent regional daytimer, close
to large city, $90,000, cash and
governments to with deal. 299,
down, term of seven years.

$420,000 ... Mid-West

Owners will lease excellent lkw
fulltimer, eleven years, $80,000
in pre-payments will handle.

$450,000 ... Mid-West

Fulltimer, regional, priced at one
and one-half gross, good real
estate, takes $400,000 cash.

$125,000 ... South-West

An outstanding daytimer in the
black, priced at slightly over
gross, 299, down, balance six
years.

NORMAN & NORMAN

IHEDQRPORATED
Braoweri — Consultonts — Approisas

RADIO-TELEVISION STATIONS

Matien-Wide Service

[xpatiencad Broadédalefi
Canfidential Megatioton

Security Bldg. Davenport, lowa

MEN WHO READ
gUSINESSPAPERS
MEAN BUSINESS

(D

In the Radio-TV Publishing Field
only BROADCASTING qualifies
fo_rmembership in Audit Bureau
of Circulations and Associated
Business Publications
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Dancer, Fitzgerald, Sample, N.Y., as
supervisor on Frigidaire account, joins
Albert A. Kohler Co., Old Greenwich,
Conn.

J. M. (Ruddy) Brown, formerly
creative director of Glenn Adv., Ft.
Worth, to Tracy-Locke Co., Dallas.

The Media

Richard P. Hogue, vp and general
manager, KXTV (TV) Sacramento,
Calif., resigns. Robert Salk of Corin-
thian Broadcasting Corp. will assume
station’s managerial duties temporarily.

William H. Grum-
bles, formerly head-
quarters vp of RKO
General serving as di-
rector of West Coast
and Memphis (Tenn.)
Divisions, becomes
president of Mer-
cury Broadcasting Co.
MR. GruMBLES which has purchased
WHHM Memphis, pending FCC ap-
proval (see CHANGING HANDs). MTr.
Grumbles had been in charge of KHI-
AM-TV Los Angeles, KFRC San
Francisco and was general manager of
WHBQ-AM-TV Memphis.

Stover J. Morris Jr., formerly sales
manager of WDVA Danville, Va., to
WDTI, that city, as vp and sales man-
ager.

Clayton Donaldson, on engineer-
ing staff of WIL St. Louis, promoted
to transmitter supervisor.

Bill Taylor, operations manager, In-
ternational Good Music Inc., Belling-
ham, Wash., national fm broadcast
organization, resigns to open own of-
fices there as broadcast consultant.

Caryll F. Beer, formerly director of
Independent Background Music Op-
erators Assn., becomes general man-
ager of Musi-King, background music
facility of KQUE-FM Houston. Webb
Hunt joins station as program director.

Arthur J. Miller Jr. named sales
manager of radio division of The Bol-
Iing Co., N.Y. Norma Walsh becomes
manager of Boston office; Henry Gul-
ick, Dan O’Neill and Jerry Warren
all join New York sales staff.

Hugh Finnerty appointed local-
regional sales manager for Tulsa
(Okla.) Broadcasting Co. which owns
KTUL-TV, that city.

John E. Campbell, account execu-
tive at KABC-TV Los Angeles, pro-
moted to assistant general sales man-
ager.

Bert Mensuh, on engineering staff
of WVIP Mt. Kisco, N.Y., named chief
engineer.

Jack Elias, night facilities supervisor
at WIIC (TV) Pittsburgh, named di-

rector. Lov Vlahos succesds Mr. Elias,

C. Howard Lane, exccutive vp of
KOIN-AM-FM-TV Portland, Ore., and .
president ol Astoria Broadcasting o
(owner of KAST Astoria, Ore.},
elected board chairman of Columbiz
River Packers Assn.

Thomas E. Thielke appointed act-
ing manager of WDOD-AM-FM Chat-
tanooga, Tenn. Formerly he was as- |
sistant manager of field cashiers for
Interstate Life Insurance Co., which
owns stations.

Gerald A. Vern-
on, formerly director
of tv sales services for
NBC-TV, joins CBS
Radio Sales Staff. Mr.

Vernon, 23 - year
broadcast veteran,
began his career in
1937 as an NBC

MR. VERNON

page. He subsequent-
ly became research analyst; assistant
promotion manager in charge of re-
search, and assistant sales developmeni
manager. He became sales develop-
ment manager, ABC Radio in 1942;
coordinator of tv sales, ABC-TV, 1944,
and sales manager, 1950. Mr. Vernon
joined J. Walter Thompson, N.Y,, i
1955 as associate media director, and
returned to NBC-TV in 1958,

John Wernsdorfer Jr. joins WEBB
Baltimore as merchandising manager.

NAB names

Evgene S. Thomas, vp and
general manager of KETV (TV)
Omaha, Neb., elected chairman
of NAB’s Community Antenna
Committee. Others on the com-
mittee: Thomas C. Bostic, vp
and general manager of KIMA-
TV Yakima, Wash.; Omar Elder,
vp, secretary and general at-
torney, ABC New York; C.
Howard Lane, vp and manag-
ing director of KOIN-TV Port-
land, Ore.; Fred Weber, vp
WBOY-TV Clarksburg, W. Va.;
Howard Monderer, Washington
attorney for NBC New York;
William €. Grove, general man-
ager and chief engineer of KFBC-
TV Cheyenne, Wyo.; Thad W.
Sandstrom, general manager of
| WIBW-TV Topeka, Kan.; and
Thomas K. Fisher, vp and gen-
eral counsel, CES, New York.
Clair R. McCollough, president
and general manager of the
Steinman Stations, Lancaster, Pa.,
is chairman of the NAB Policy
Commuittee which anncunced the
appaintments.
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. of KMOX-TV St

Tom Rapkin, sales-
man for WVKO Co-
lumbus, Ohio, named
Community Club
Awards director, ap-
pointment claimed to
be first among some
400 radio and tv sta-
tions across the na-
tion. Mr. Rapkin was
previously producer and special-fea-
tures writer with WLWC (TV), that
city, and announcer for WOSU-TV
there.

MR. RAPKIN

Frank Evans, named program di-

! rector of KRHM (FM) Los Angeles.

Boyd Fellows, on production staff
Louis, appointed

! program manager for KETC (TV),

da.

educational station, that city.

Winthrop P. Baker Jr., formerly
program manager of WMBD-TV
Peoria, 1., to WBZ-TV Boston as
assistant program manager.

John A. Hicks, formerly of the
Clarke Brown Co., Atlanta and New
Orleans, joins H-R Representatives, At-
lanta, as account executive. Rouen J.
Westcott, formerly of KHI-TV Los
Angeles, joins H-R Representatives,
that city, as member of sales staff.

Bob Biernacki named account ex-
ccutive for AM Radio Sales, N.Y. He
formerly was sales executive for Radio-
TV Representatives, that city.

Alan Y. Naftalin, with Washington
communications law firm of Koteen &
Burt, becomes member of firm. Mr.
Naftalin formerly was attorney with
FCC’s Oflice of Opinions & Review.

David Fentress, vacation fill-in an-
nouncer for WWDC Washington, be-
comes regular member of station’s an-
nouncing stafl. Joe Phipps rejoins
WWDC uas news personality. He had
been station’s news director from (957
10 1959 when he left 1o form Deadline
Inc., Washington news bureau for
scveral radio stations.

Bill Magner joins KOTA-TV Rapid
City, S.D., as salesman. He was prev-
iously  announcer-newscaster  with
WNEM-TV Flint, Mich.,, WEDF Flint
and WCCO Minneapolis-St. Paul.

Claire Horn, research analyst at
Mcladden Publications, joins WOR-
AM-TV N.Y., as sales development
manager.

Neil Kuvin, formerly with WERC
Erie, Pa., 1o WXEX-TV Richmond,
Va.,, as assistant director of promo-
tion and merchandising. Jerry Joiner
joins WXEX-TV as announcer-news-
caster,

Doug Harris, formerly promotion
direclor lor WRDW-TV Augusta, Ga.,
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Substitute

When Duane Knustson, an-
nouncer for KROX Crookston,
Minn., decided to attend the Min-
nesota State Fair for 10 days, he
found himself with an able sub-
stitute — former congresswoman
Coya Knutson. Mrs. Knutson, a
candidate for state representative
in the 9th district, broadcasts
births, deaths, marriages, farm,
weather and school news—every-
thing but politics—to the people
in the “Fertile” area.

to promotion staff of WLOS-TV Ashe-
ville, N.C.

Charles Hale, formerly with
WNOE, and James Brown, formerly
with WSBM, both New Orleans, join
program staff of WWOM, that city.

Francis Hunt and Jack Murdock
named co-directors of production and
programming for KPLR-TV St. Louis.
Mr. Hunt formerly was operations
manager for KTVI (TV), that city.
Mr. Murdock was production director
of KTVI. Mrs. Evelyn Elmen joins
KPLR-TV as director of women’s af-
fairs.

James G. Wells
joins Bisbee Broad-
casting Co. as nation-
al advertising sales di-
rector. Bisbece owns
KRUX Phoenix and
has recently pur-
chased (subject to
FCC approval) KTKT
Tucson, both Arizona.
Since 1958, Mr. Wells has been vp of
The Rumrill Co., and general manager
of its Buffalo division.

Msgr. Timothy Flynn, of New York
Archdiocese Catholic Radio & Tv Cen-
ter, named by Pope John XXII as
one of six American consultants on
press, radio and tv secretariat. New
group is one of bodies preparing for
approaching Eucumenical Council. It
includes total of 18 consultants and
15 members.

Jack Vandermyn, reporter-photog-
rapher for WFIE-TV Evansville, Ind.,
promoted to news director. Biff Cole
named number two man on news staff,
succeeding Bernard Kelly who moves
to WISH-TV Indianapolis. Other
changes: Stanley Frakes, formerly
with WBRT Bardstown, Ky., to WFIE-
TV engineering staff: Dave Wilson,
formerly with WPSD-TV Paducah,
Ky., to sales stafl: and Jack Berning
to sales staff.

MR. WELLS

e 50 hours playing time
on 4 flashlight batteries
o Uses standard 3" tape
—gives up to 90 minutes
recording time

e Weighs 5 pounds;
size:9"x 5" x 41"

TABLE

PALOL.$RAN515TOR
TAPE

RECORDER

AS PORTABLE AS A CAMERA

Greatest idea since tape recording was
invented—a precision machine that's
truly portable! No waiting—you're ready
to record instantly—indoors or out.
Play back anytime. Use Phono Trix in
office, home or car. !t's ideal for
businessmen, students, professional men,
servicemen, clergymen—and for family
fun. Quality-built for years of pleasure

FASCINATING ACCESSORIES ALSO AVAILABLE
Telephone pick-up and amplifier $8.95
Stethoscope earphones 8.95

AC adapter 19.95

BT Dept. B9 1

f Sy €
‘ iy MATTHEW STUART & CO., INC. :
C%N- hans s 156 Fifth Avenue, New York 10, N.Y. |
b GENTLEMEN:
| |
F b | mgansac 15082‘(‘ r:nye fun d?tgllsl on Phono Trix, and |
In luxurlous scotch-grain | oA Inearesyranler
leather case complete with MARK li Name__ I
migrophone, reels and tape. L] || Address . |
| ;LC"y‘ Zone State |



John V. Hanrahan joins WERE
Cleveland as writer in newly formed
creative department.

Macey |. Schaffer,
formerly promotion
director for Tidewater
Teleradio (WAVY-
AM-TV), Norfolk,
Va., named advertis-

ing and promotion
dircctor for WFIL-
AM-FM-TV  Phila-

MR. SCHAFFER  delphia. He succeeds
Don Winther, who resigned.

Al Moffett joins news and public
affairs department of WTVT (TV)
Tampa, Fla. Formerly he was with
WBT and WBTY (TV) Charlotte,
N.C.

Wendell Harris joins WAPI-AM-
TV Birmingham, Ala., as member of
news staff.

Dick Purtan, formerly with WHEN
Syracuse, joins WMBR Jacksonville,
Fla., as newsman-personality. Bill
Hampton, formerly news dircctor of
WTNT Tallahassee, Fla., joins WMBR’s
news staff.

Willard A. Michaels, WIBK-TV Dec-
troit, named chairman of NAB Tv
Committee on Video Tape Usage.
Group will meet in Washington Sept.
26. Other members: Virgil Duncan,
WRAL-TV Raleigh, N.C.; Kenneth
Tredwell, WBTV (TV) Charlotte,
N.C.; Robert Breckner, KTTV (TV)
Los Angeles; Stokes Gresham, WISH-
TV Indianapolis, Raymond . Bowley,
Westinghouse  Broadcasting  Corp.;
Charles E. Corcoran, NBC-TV.

Ron L. Beebe, formerly air per-
sonality at WAXX Chippewa Falls,
Wis.,, to WOWO Fi. Wayne, Ind,, in
similar capacity.

Reynolds Large, formerly air per-
sonality at WAXU Lexington, Ky., to
WLW Cincinnati in similar capacity.

Richard

Keeves,

Newest among the
. leaders serving

America’s greatest

radio market!

Mare audience per dollar
than any other lcading radio
{ statlon in greater Los Angeles!

| PRI -

formerly  of

AP directors

The Associated Press Radio &
Television Assn.,, New York, has
elected seven directors to its 16-
member board, which is com-
posed of four directors from four
geographical regions of the U.S.
Those clected are: Paul Adanti,
WHEN . Syracuse, N.Y., one
year; Joe M. Cleary, WESB
Bradford, Pa., four years, F.O.
Carver, WSJS Winston-Salem,
N.C., four years; lrving Waugh,
WSM-TV Nashville, Tenn., two
years; Gene Terry, WTAD Quin-
cy, llIl., one year; Carl Lee,
WKZO-TV Kalamazoo, Mich.,
three years, and John Thomp-
son, KRCA Los Angeles, four
years. Messrs. Adanti, Cleary
and Carver are incumbents.

WWVA Wheeling, W. Va., joins WCBS
New York writing staff of news de-
partment,

James P. Johnson joins WTVC(
(TV) Chattanooga, Tenn., as an-
nouncer-director.

Ed Gates, formerly with WETZ
New Martinsville, W. Va.,, to WWOW
Conneaut-Ashtabula, Ohio.

Chuck Brinkman, formerly air per-
sonality at WHNC New Haven, Conn.,
to KQV Pittsburgh in similar capacity.

John Russell joins announcing staff
of KMA Shenandoah, lowa.

Programming

Dick McKay, assistant advertising
manager for Walt Disney Productions,
Burbank, Calif., to director of pub-
licity, succeeding Joe Reddy, named
pr director. Vince Jeffards, merchan-
dising manager, shifts his activities from
New York to West Coast, working un-
der Card Walker, vp in charge of sales
and promotion.

SRAREENE. |

DIAL 1110 [ 50,000 WATTS

KRLA

RADIO LOS ANGELES

Represented by
DONALD COOKE INC.
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Clayton E. Bond, account supervisor
at California National Productions, Chi-
cago, appointed account executive at
CBS Films, that city.

Sidney Ginsberg,
assistant to President
Richard P. Brandt,
Trans-Lux Tv, N.Y.,
named assistant vp in
charge of production.
Mr. Ginsberg, who
came to company 18
years ago as assistant
theatre manager, will
assume responsibility for all production
activities for T-L properties. Succeed-
ing him as assistant to Mr. Brandt is

MR. GINSBERG

Bud Levy, formerly vp of Brandt
Theatres.
Malvin Wald, tv-motion picture

writer, has been signed by Jack L.
Copeland, executive producer of Allied
Artists’ Informational Films Div., to
write script of He Reuched For Eterni-
ty, tv special based on life of scientist
Albert Einstein.

Albert D. Hecht, producer-director
of tv commercials, appointed New York
sales representative for Animation Inc.

Bob Kurtz joins tv commercial staff
of Format Films, Los Angeles, as story
man. Bill Southwood and Jack Parr
also joining the staff of Format Films as
animators.

Marvin Schwartz, art director for
Capitol Records Inc., promoted to di-
rector of crcative services, succeeding
Lou Schurrer, who resigned. James R.
Silke, assistant art director, succeecds
Schwarlz. In another change, Joseph
Csida becomes head of new single-rec-
ord-artists-&-repertoire operations which
moves its headquarters from Hollywood
to New York.

Equipment & Eng'ring

J. Bryan Straley, executive vp,
Reeves Instrument Corp., N.Y., elected
president and member of board. Mr.
Straley joined company in 1954 as di-
rector of contract administration.

David R. Hull elected executive vp
of Hoffman Electronics Corp., Los An-
geles. Previously, he was vp and general
manager of equipment operations for
Raytheon Co., Waltham, Mass.

Eugene G. Slotta, Joseph J. Bolus
and Charles Freed named manufactur-
ing manager, production engineering
manager and head of parametric devices
department, respectively, for Raytheon
Co’s special microwave device opera-
tions.

Richard T. Bough named district
manager in Detroit for distributor sales
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Neal K. McNaugh-
ten appointed staff vp
and marketing consult-
ant for Ampex Profes-
sional Products Co.,
Ampex Audio Co., and
Ampex International. He
formerly was manager
of Ampex Professional
Co., Redwood City,
Calif. He is succeeded
by Leonard E. Good, corporate
staff director of operations services
for Ampex Corp. Harold $. Salz-
man named marketing manager of

Mkr.
MCNAUGHTEN

Ampex Corp. promotes three

R

MR. SALZMAN

MR. Goop

Ampex Professional Products Co.
He formerly was general sales man-
ager of long lines division of Ameri-
can Telegraph & Telephone Co.

organization for General Electric Co’s
elecironic components division.

Charles R. Lunney, formerly man-
ager of advertising and sales promotion
for Sylvania Home Electronics Corp.,
Batavia, N.Y., joins General Electric
Co., Syracuse, N.Y., as manager—ad-

- vertising and sales promotion for tv

— .

recciver department.

Rudolph €. Schmidt named sales
manager of Universal Transistor Prod-
ucts Corp. He formerly was with Fair-
child Camera and Instrument Corp.

James J. Burns named district sales
representative (or Los Angeles office of
Motorola Semiconductor Products Inc.

John W. Hillegas appointed field
sales representative in Southeast for
Adiler Eleetronics, New Rochelle, N.Y.

International

Sam Pitt, production manager of
CJLH-TV Lethbridge, Alta., and for-
merly of CHCH-TV Hamilion, Ont.,
and CJIC-TV Sault Ste. Marie, Ont,
named cxecutive producer of CFCF-
TV Montrcal. Kenneth M. Dobson,
tormerly of CKSO Sudbury, Ont,
named general sales manager.

Ron Poulton, radio-tv editor of
Toronto Telegram, named news director
ol CFTO-TV Toronto, 7Telegram sta-
tion which goes on air early in Janu-

ary.

Deaths

William F. O'Neil, 76, founder and
board chairman of General Tire & Rub-
ber Co., Akron, Ohio, (parent com-
pany of RKO General Inc. which owns
and operates five tv and seven radio
stations), died ol heart ailment Sept.
3. Mr. O'Neil, pionecer in broadeasting,
once wis identiicd with The Yankce
Network and was instrumental in mak-
ing feature films part of tv. Among
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survivors are sons, Thomas F., presi-
dent and board chairman of RKO Gen-
eral Inc, William, owner of WSKP
Miami, John, financial committee chair-
man of General Tire, and Michael G.,
president of General Tire.

Jack D. Tarcher, 64, vp of Doyle
Dane Bernbach, N.Y., died Sept. 5
at his home in N.Y.

Angel Ramos, 58, owner of news-
paper El Mundo and WKAQ-AM-FM-
TV San Juan, Puerto Rico, died of
hegart attack at his home in Harrison,
N.Y., Sept. 1.

Vinzent Riggio, 82, retired presi-
dent and board chairman of American
Tobacco Co., died Sept. 6 in Mt.
Kisco, N.Y.

Wesley M. Angle, 77, president of
Stromberg-Carlson Co. (manufacturer
of electrical products) from 1934-1945,
died at his summer home Sept. 3.

Jim McRae, 53, chief engineer of
CKSO-AM-TV Sudbury, Ont., died
at Bar BHarbor, Maine, on Aug. 28,
while celebrating his 27th  wedding
anniversary. He had becn with CKSO
for 25 years, starting as (ransmitter
operator.

Joseph F. Cummiskey, 50, ncws di-
rector of WHEN Syracuse, died Sept.
3 apparently of heart attack.

Mike Fitzgerald, manager of CKAR
Huntsville, Ont.,, and former an-
nouncer at CFRB and CHUM Torénto,
Ont., and CBLT (TV) Toronto, died
of heart attack Sept. 2.

Frederick A. Kugel, 45, editor and
publisher of Television magazine, dicd
of heart ailment last Wedoesday at
Bay Shore, long lIsland. Mr. Kugel
founded Yelevivion magazine in 1944,

FHe was 1936 graduate of U. of Penn-
sylvania and later studied at U. of |
London School of Economics. I

. WITHIN A STONE'S THROW |
OF COMMUNICATIONS ROW!

One of New York’s
most desirable locations

MADISON AVENUE
AT 52nd STREET

A Bigger and Better

W
HOTEL
Just steps from anywhere. ..
now with 500 individuatly deco-

rated rooms and suites — and
compietely air conditioned.

The magnificent new

BARBERRY

17 E. 52 St.
Your rendezvous for dining
deliberately and well. ..
open every day of the week
for luncheon, cocktails,
dinner, supper.

“5 PLAZA 3.5800 = TwX: NY 1-138
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FANFARE

Gospel singer winner
announced by Pet Milk

Sadie Louise Reed, winner of Pet
Milk Co.’s first national Sunday Morn-
ing Gospel Singing contest, is about
to embark on a commercial recording
career, the spoils of her victory. The
promotion, prepared for Pet Milk by
Gardner Adv., St. Louis, was carried
on 64 stations, 22 of which were affili-
ated with Keystone Broadcasting Sys-
tem.

Miss Reed, blind and physically
handicapped by polio, was sponsored
by WILD Birmingham, Ala. She was
selected as the winner last month in
Chicago in a runoff of the top three
contestants from among the 64 entries.
Miss Reed also received $250 as a cash
gift for her favorite church or charity.
Contestants from WXOK Baton Rouge,
La., and WTMP Tampa, Fla., rounded
out the top three. The judges were
Roberta Martin, nationally known gos-
pel singer, Roebuck Stapler, leader of
the Stapler singers, and Calvin Carter,
vice president of Vee Jay records which
awarded the record contract,

There’s no escape

Promotion for the fall schedule of
KTTV (TV) Los Angeles was harder
to escape than the heat last week. Even
folks on the beach were treated to huge
signs boosting the station pulled along
by boats. In addition a newspaper-ad-
vertising schedule has been arranged
almost daily from Sept. 7 through Oct.
11, a 204-spot campaign is being utiliz-
ed on KBIG Avalon, KGBS Los An-
geles and KWIZ Santa Ana, as well as
billboards and bench advertising. KTTV
figures it will obtain at least 301 million
advertising impressions—43 for each
of the 7 million tv viewers in Southern
California. KTTV itself will use some
1,500 1-minute spots, a series of 26

: v B .
] — l—-—-le--L-—u
(Ten) Grand smiles ® The cash
on the table is phony but that’s a
very real check for $10,000 that’s
being handed to Mrs. Jack Custer,
winner of the Christmas in Au-
gust contest conducted by KJOE
Shreveport, La. Ray Armand Ko-
vitz (r), KJOE’s owner-manager,
is overseeing the presentation by
William Murdoch, assistant trust
officer of the Commercial Nation-
al Bank, that city. KJOE listeners
received the counterfeit money on
a dollar-for-dollar basis on pur-
chases made at participating
sponsors’ stores over a six-month
period. Second prize was a Ford
Falcon and 132 other prizes were
awarded to those collecting the
most certificates. Pepsi-Cola, Ar-
mour Meat Packing and Esso
sponsored the contest with seven
individual stores. The bank was
official supervisor and custodian
of the bonanza.

different promotionals on video tape.
Gimmick letters, contests and personali-
ties disguised as stars of the various
shows visiting advertisers and agencies
round off the the scheme.

50 EAST 58TH STREET

More than a decade of Constructive Service
to Broadeasters and the ﬂroac)casfinq gm)usiry

HOWARD E. STARK

Brokers—Consultants

NEW YORK. N. Y.

ELDORADO 5-0405
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Building supply plan

The nation’s building-supply industry
is receiving an eight-point plan on how
to build sales through the radio me-
dium. In an industry analysis released
by Radio Advertising Bureau, New
York, the bureau outlined eight major

reasons why radio is the building-supply |
advertising |

dealer’s
medium.

The report reveals that lumber and
building-material sales hit an all-time
high of $9.1 billion in 1959. Sales
breakdown: 39.1% to homeowners;
39% to contractors; 13.8% to farmers,
and 8.1% to commercia] users. Among
radio’s advantages to the dealers: Ra-
dio’s dominance of the farm market;
the medium’s superiority in suburbia—
big building-supplies market, and ra-
dio’s universal coverage and economy.

Need more salesmen

The lack of skilled salesmen is one of
the problems currently faced by the
more than 100,000 U.S. retailers who
sell radios, tv sets and phonographs, re-
ports Radio Advertising Bureau in an
industry analysis.

While the $2.6 billion home entef-
tainment equipment business iz
“plagued” by additional problems, such
as price-cutting, competition and in-
creased operating costs, the RAB bro-
chure lists “eight big reasons why radio
turns the volume up” for these dealers.
To aid in boosting their sales, RAB
points out radio’s selling effectiveness
by citing its influence in suburbs, itz
popularity with housewives, its strength
with teenagers and other factors.

‘Ski-Tacular’

Preparations for the water ski carni-
val presented by WVEC-TV Norfolk-
Hampton, Va., Aug. 21, were of the
do-it-yourself variety after the station
learned there were no professional
water ski shows available at the time
WVEC-TV wanted to launch its fall
promotion campaign. Tom Chisman,
president of the station, as well as a
water sports fan, decided to use local
talent, amassing enough for his “Ski-
Tacular” to include a ski ballet, an
aquabatic troupe, various ski jumping
and other water specialists. The eveni
drew 35,000 spectators.

most  effective

A lot of popsicles

A request to lisleners to send pop-
sicle sticks to be used in the rehabilita-
tion of tuberculosis patients by WEBRB
Baltimore garnered no fewer than 150,-
000 sticks in less than two weeks, To
reward its audience, composed largely
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Cooling off ® A feature of the four-
day market tour which WITN {TV)
Washington, N.C, conducted for
New York agency people was this
refreshing interlude. The group was
brought from New York by pri-
vate Pullman cars, toured the bright-
leaf tobacco market at Wilson, the
Marine air station at Cherry Point
and the deep-sea port of Morehead
City. After inspecting the WITN
{acilities, the travelers went home by

chartered airplane. Among the
guests were the above aquanauts
(first row | to r): Charles Digney,
Doherty. Clifford, Steers & Shenfield;
Betty Fowler, NBC; John Worath,
Headley-Reed; Joan Ashley, J. Wal-
ter Thompson; (second row, | to 1)
Jim Watterson, Lambert & Feasley;
Pat Patterson, WITN; Jack Harding-
ham, Headley-Reed; Lloyd Werner,
Compton Adv.: Jim Ducey, Cun-

ningham & Walsh,

of Baltimore’s Negro community, the
station oflfered record albums to those
who contributed the most sticks. The
winner sent in over 8,000 sticks.

A clearance problem

A simultancous announcement on
cvery radio and (clevision station (17
of them) in San Antonio, Tex., herald-
cd the opening of the 1960 Parade of
Homes.

Producers of the affaiv were faced
with the problem ol opening five home-
building sites at the same moment. In
previous years, a visiting dignitary had
been rushed from site-to-site by heli
copter to perform the chore as rapidly
as possible. For the split-second simul-
tancous opening the visiting dignitary
procedure was scrapped in tavor of San
Antonin's ten am, three fm, and four
tv statlons (including one uhf)

B Drumbeats

National-tocal fronts ® To give iis
1960-61 tv news in depth, Jdeal Toy
Corp,, New York, is sending jobbers
and dealers a newspaper that gives the
full promotion story, The ldeal Tv
Timexs 1s published in a standard edi-
tlon {or the entire country, with one
exception. Bugh tv market will receive
lts copies custom-imprinted with the
ldeal tv schedule applicable o thut
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area alone. Stories include ldeal’s net-
work and spot activity (BROADCASTING,
Aug. 22), the making of a commer-
cial, success of tv tie-ins for tovs and
illustrations of every Ideal tv item with

preview scenes and synopsis of each

commercial Ideal will run this fall.

Respite ® The cats and drinks were on
the house—or more properly, on the
mountain. Hardy hikers who ventured
up Mt Pisgah in the North Carolina
Smoky Mountains to the antenna site of
WLOS-TV Asheville, N.C., were treat-
cd to a picnic by the station. The visi-
tors reached the site by climbing a
mountain path from a National Park
Service area 12 miles Delow

Talkies ® WYSL. Bullalo broadcast a
‘moviec sound frack” on radio as its
answer (o the late, Late Show., The
movie was titled “The Killer Shrews”

and was reportedly a MclLendon Radio |

Production presentation. It lasted |
hour and 20 minutes, [requently inter
rupted by such announcements
“"Would Melvin Harrigan please come
to the box oltice,” to add authenticity.

Lure of the bikinis ® Two disc jockeys
of KYW Cleveland staged a popularity
coniest with hikini-clad lovelies parad-
ing the northern Ohio beaches as their
campaign  managers.  Listeners  were
urged to telephone a vote for ther

us |

favorite of the d.j.s to KYW when they
saw the girls on the beaches; the girls
also urged bathers to vote. Big Wilson
took the decision from Swinging Sween-
ey. The latter bicycled the winner and
his bikini girl in a rickshaw through
downtown Cleveland, wore a Gay '90s
bathing suit everywhere for one week
and took over Mr. Wilson’s record
show while he enjoved a day off to go
swimming with both models—and his
wife.

Monkey see, monkey do 8 A monkey
eating bananas during a newscast com-
mercial for Hi-Way Market, Kitchener,
Ont., on CKCO-TV Kitchener, helped
to sell quickly 26 tons of the tropical
fruit.

Blink, blink ® For three hours a day
for two weecks the mobile unit of
WKOX  Framingham, Mass, was
parked near various sponsor locations
and passing autos were urged to blink
their lights at it. The license number
of each blinking car was recorded and
each day at 6 p.m. one number was
drawn from a bowl and announced on
WEKOX. The owner of the car was then
given 24 hours to drive in to the station

for modern tv lighting control . ..
L s

ste LUMITRON
| C-J-R ELECTRONIC DIMMER

There is none finer!

is the all-electronic G«J<R Dimmer by LUMITRON

an advancement you should not overlook.

Whether supplied with the completely automati
| LUMITRON Auto-Punch infinite preset system or a

the C-J<R to outperform any other.

FEATURES

e Small skze—=4” W x 87 H x 16" D, Light welght
under 10 pounds.

maintenance required

Only milliamps of slgnal current required.
Uanltorm Control of all loads

All capacities avallable up to 12 Kw
Nolseless operation install anywhere
Needs oOnly telephone-type wirlng for remote
opgration

e Modular plug-In gesign for future expansion.

Whatever your TV ligntlng neods
today. WRITE FOR INFORMATION,
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LUMITRON

‘ Division of METROPOLITAN ELECTRIC MFG. CO,

2252 STEINWAY ST. « L.1.C. 5 N.Y. + AS 8-3200

Today’s most advanced, most reliable power amplifier

the first name in theatrical lighting since 1892. Em.
ploying the solid-state silicon controlled rectifier, the
C-J-R is a dramatic step forward in the Art of Lighting

multi-scene manual preset system, you can depend on

No warm-up, no cooling, no tube replacement, no

consult LUMITRON



10 choose one of the daily prizes, such
as fm table model radios or portable
transistors. The  station reports  that
thousands of listeners participated and
the mobile-unit men recorded over five
blinks per minute. Sponsors were
clamoring to have the mobile unit at
their stores, the station said.

Presidential contest ® New York City
residents will be called upon to con-
cern themsclves with details of the
political campaign by guessing WOR-
AM-FM-TV’s weekly mysiery ques-
tion. The stations plan a quz on
Presidents of the past, and will ask
audiences to compete for special
awards by stating qualities they desire
in the modern Amecrican leader. Prizes
include color tv sects, transistor radios
and complete scts of the Encyclopedia
Britannica.

Series offer ® KDKA Piutsburgh s of-
fering a trip to the Amcrican League
sitc of the World Series to the listener
who sends the bhest question of the
scason to Joe L. Brown’s weekly radio
show. Mr. Brown, general manager of
the Piusburgh Pirates, conducts his
own show each Sunday from 12:15-
12:45 p.m., answering questions sub-
mitted by baseball fans. The fan whose
question 18 most interesting gets air-

plane accommodations, World Series
tickets and cxpense money. Mr. Brown
now receives more than 500 questions
weekly., The contest winner will be
announced Sept. 18.

High purpose ® Lloyd Ridner, co-
owner of KAVI Rocky Ford, Colo., has
taken a stand to urge industry to come
to that town. His stand is a platform 35
fcet above the city and he announced
he would not come down until the
campaign’s goal of $10,000 has been
realized, Membership certificates have
been sold at $5 each. Even tourists who
spot him while passing through town
have purchased them. Each listener who
buys a certificate gets the opportunity
of guessing the day and time Mr. Rid-
ner will descend. The contest winner
gets $500 in merchandise. The non-pro-
fit group sponsoring the drive will use
money collected to purchase land re-
quired for a plant site, as of Aug. 17,
contributions had passed $3.000. Local
merchants are supporting the pole-sitter
with furniture, food, magazines and
even sleeping pills. Colorado stations
and newspapers have commented on
Rocky Ford's tourist attraction and civic
effort.

Auto show 8 WWVA Wheeling, W.Va,,
for the sixth consecutive year, will sa-

FOR THE RECORD

lute the 1961 American automobile
models with a series of broadcasts
called, The WWVA Automobile Show
of the Air. Each car will have two
broadcasts  describing its highlights.
Narration and description will be fur-
nished by the various automobile man-
agers in WWVA’s area. The serics
is presented as a public service.

Fair count ® Radio broadcasters have
long complained that their medium is
regularly and unfairly downgraded, cven
by people in advertising who should
know better, whenever it is compared
audiencewise with tv. But it remained
for KNX Los Angeles to do something
about it. What KNX did was to issue
a small card, suitable for slipping into
the card pocket of a wallet, bearing the
headline: “Who’s Listening? Who's
Waltching?” and the subhead: “these
days in Los Angeles.” Below are sets-
in-use figures for both broadcast media,
morning, afternoon and night, weekday
and weeckend. Radio wins hands down
during the daytime hours and at night
gets beaten by only three to one. a
much smaller ratio than the usual
guess, Reverse side of the card shows
that in Los Angeles five radio sets were
bought last year for every three tv
sets.

Station Authorizations, Applications
As Compiled by BROADCASTING

Sept. 1 through Sept. 7. Includes data on new stations, changes in existing
stations, ownership changes, hearing cases, rules & standards changes and
routine roundup.

Abbreviations:

DA—directional antenna. ¢p—construction
permit. ERP—effective radiated power. vhi
-very high frequency. uhi—ultra high fre-
quency. ant.—antenna. aur.—aural. vis—
visual. Kw—kilowatts. w—watts. mc—mega-
cycles. D—day. N—night. LS—local sunset.
mod.—modificatlon. trans.—transmitter, unl.
—unlimited hours. kc—kilocycles. SCA—
subsidiary communications authorization.
SSA—special service authorization.—STA—
special temporary authorization. SH—speci-
fied hours. *—educational. Ann. Announced.

& COMPANY, INC.

NEGOTIATORS FOR THE PURCHASE AND
SALE OF RADIO AND TELEVISION STATIONS

EVALUATIONS
FINANCIAL ADVISERS

Tv Stations
CALL LEYTTERS ASSIGNED

WLBW-TV Miami. Fla—L.B. Wilson Inc¢.

KGTV (TV) Pocatello, Idaho—Sam H.
Bennion.

WICD (TV) Danville, Ill.-—Plains Tv Corp.
Changed from WDAN-TV

KEZI-TV Eugene, Ore.—Liberty Tv Inc.

KTVT (TV) Ft. Worth. Tex.—NAFI Tele-
casting Inc. Changed from KFJZ-TV.

New Am Stations
APPLICATIONS
Fairfield, Calir.—Valley Bestg. Co., 650 ke,

| NEW YORK
60 East 42nd Street
MUrray Hijll 7-4242

WEST COAST
860 Jewell Avenue
Pacific Grave, Colifornia
FRontier 2-7475

WASHINGTON
1625 Eye Street, N.W.
District 7-8531

1 kw D. P.O. address P.O. Box 830. Sterling,
Colo. Estimated construction cost $25.293,
first year operating cost $48,000, revenue
$75.000, Applicant is Alvin A. Ross who has
interest in KGEK Steriing, Colo. Ann. Sept.
7

Pinellas Park, Fla—Pinellas Radio Co.,
570 ke, 500 w D. P.O. address 354 44th Ave,,
St. Petersburg, Fla. Estimated construction
cost $35,030, first year operating cost $38.000,
revenue $§51,000. Principals include William
D. Mangold, 609%, Edward P. Landt and
Francis G. Bonsey, 20% each. Mr. Mangold
has interest in WILZ St. Petersburg which
will be sold if application is granted. Mr.
Landt is in construction. Mr. Bonsey is
architect. Ann. Sept. 7

Many, La.—Many Bestg, Co., 1530 ke, 1 kw
D. P.O. address Many, La. Estimated con-
struction cost $18.145, first year operating
cost $30,000, revenue $42,000, Principals are
A.l. Colvin Jr. and T.L. Celvin S$r., equal
partners, owners of KTOC Jonesboro, La.
Ann. Sept. 6

Poplarville, Miss.—Ben 0. Griffin & Henry
Clay Hunter, 1520 ke, 1 kw D. P.O. address
Picayune, Miss. Estimated construction cost
$21.444, first year operating cost $24.000,
revenue $36,000. Principals are Ben Q. Grif-
fin, 85% and Henry Clay Hunter, 35%. Mr.
Griflin is pharmacist. Mr. Hunter is employe
of WMOE New Orleans, La. Ann. Aug. 31.

Rapid City, $.D.—Black Hills Corp., 800
kc, 1 kw D. P.O. address ¢ Robert J. Dean,
P.O. 1330. Estimated construction cost $43,-
750, first year operating cost $57,600, revenue
$85,000. Principals Include Paul H. Koren,
Bernard P. Thomas, Thomas J. Winn, and
Robert J. Dean, 25% each. Mr. Koren is MD.
Mr. Thomas is artist. Mr. Winn is in real
estate. Mr. Dean formerly had interests in
KOTA Rapid City, SD. Ann. Aug. 31.

Existing Am Stations

APPLICATIONS

KUDE Oceanside, CallL—CK to increase
nighttime power to 5 kw, make changes in
ant. system (DA-1 to DA-2), and install new
trans, for nighttime use. (1320 ke¢). Ann.
Sept. 2

WOBS Jacksonville, Fla.—Cp to change
hours of operation from D to unl. using §
kw power, install DA for nighttime opera-
tion. specify new nighttime ant.-trans. loca-
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|

[tion, install new trans. for nighttime use
(2 main trans. & 2 sités). Request waiver of
fsec. 3.28(c) of rules. (1360 kc). Ann. Sept. 2.
| WEDA Tampa, Fla.—Mod. of cp (for new
Istation) to change ant.-trans. location and
|install new trans, (1550 kc). Ann. Sept. 2.

| WBRB Mt Clemens, Mich.—Cp to make
\changes in DA pattern. (1430 kc). Ann.

'Sept. 2.

} &GSM Huntington, N.Y.—Cp to increase
fpower from 1 kw to 5 kw, except during
[Canadian restricted hours, install new trans.
IHequest waiver of sec. 3.24(g) of rules.
11740 kc). Ann. Sept. T.

| WFYI Mineola, N.Y.—Cp to increase pow-
er to 50 kw, make change In ant. system,
| ground system and install new trans. (1520
'kc). Ann. Sept. 2. )

| KRNR Rosehurg, Ore.—Cp to increase day-
ftime power from 250 w to 1 kw. (1490 kc).

fAnn. St&ébt. 1.
ALL LETTERS ASSIGNED

| KQBY San_ Francisco, Calif.—Gordon
" Bestg., of San Francisco Inc. Changed from
IKOBY.
! WINY Putnam, Conn.—Israel
" Bestg. Co. Changed from WPCT.
| WéTY Arlington, Fla.—Rahall Bestg. Inc.
' Changed from WTTT.
! WCCF Punta Gorda, Fla—Charleotte Ra-
i die Co. Changed from WFIF.
I WEDA Tampa, Fla.—Dixieland Bestrs.
| WALG Albany, Ga-—Radio Albany
[[Changed from WALB.

WPEH Louisville, Ga.—Peach Bcstg. Co.
! WNGA Nashville, Ga.-—~Hanson R. Carter.
| KIRL Wichita, Kan.—Jayhawk Bocstg.
§ Corp. Changed from KFBI.

Putnam

Inc.

CWERA Plainfield, N.J.—Tri-county Bestg.
orp.
: WSO0Q North Syracuse, N.Y.—Sol Panitz

. & Barry Winton. Changed from WJMK.
WHCA Rugby, N.D-—Rugby Bcstrs.
KNND Cottage Grove, Ore.—Radio Sta.

: tlon KOMB. Changed from KOMB.

KTDO Toledo, Ore.—Edward C. McElroy
| Jr. Changed from KLUU.

WLPS Lehighton, Pa.—Valley Bcestg. Co.

WRJS San German, P.R.—Jose Soler.

KIKK San Antonio, Tex.—Alamo Bcstrs.

I New Fm Stations

APPLICATIONS

worthington, Minn.—Woerthington Bestg.
Co., 94.9 mc. 26.6 kw. P.O. address Worthing-
ton, Minn. Estimated construction cost $25,-
772, first year operating cost $21,000. reve-
nue $14,000. Principals include R.,W. Olson
87% and others. Mr. Olson has interests in
KWOA Worthington, Minn. Ann. Sept. 7.
North Wilkeshoro, N.C.—Wllkes Bcstg. Co.,
97.3 me, 4.49 kw. P.O. address P.O. Box 950.
Estimated construction cost $16,106, first year
operating cost $12,000, revenue $12.000. Ap-
llcant fm has same ownership as WKBC,
orth Wilkesboro, N.C. Ann. Sept. 2.
Odessa, Tex.—Aundlomniattifidelity, 99.1
me, 3.4 kw. P.O. address 1316 39th St.. Lub-
bock, Tex. Estimated construction cost
$10,385, first year operating cost $24,000.
revenue $26,000. Principals include Eldon
Ray Cox, 90%. and others. Mr. Cox Is in
electronles. Ann. Sept.

waco, Tex.—Waco Bestg, Corp, 99.9 mc,
34805 kw. P.O. address P.O. Bex 3J154. Esti-
méted construction cost $16,068. first year
operating cost $24,000, revenue 3$24,000. Ap-
£ plicant fm wih duplicnie WACO Waco, Tex
F Ann. Sept. 7

T

=

- e T

Existing Fm Stations

APTHICATION
WIMK (FM) Grand Rapids, Migh,
('t) to change ant.-trans. locatlon, change
ffudlo loention, decrense ant, hcluhl nbove
torraln to 216 ft., and change stalion locirs
¢ Hon to llolland, Mich, Ann. Sept. 2,

CALL LEFTERS ASSICONED

‘Mod, of

—

KQBY-FM San Franclsco, Callif —Gordon
¢ Besty. of San Francisco tne. Changed from
N KOEY-Irm.

WMRO-I'M Aurora, I111.--Vincent G. Cofey
o Nenjaimin A, Oswalt
I WHELF (FM) Glen Bliyn, [11—Elizabeth G

Coughlan,

WHEFS (FM) Bothesda, Md,—-High Fidelity
¢ dtestrs. Ine,

WNEM-FM Day Clty, Migh —Cerlly Bestg

]

A ln‘gMAx"’M Qrand Raplds, Mich —WNAX

WEGO-¥M Congord, N.C. -.Concord-Kat.

nu‘”nllu ety Co,
a lll|.‘1NJ (FM)  Atlantie Clty, N.J.-—«Meivin

O {15

WOI0 (I"'M) Cincinnatl, Ohlo--Seven ¥litls
1 "°"‘H‘ Corp

WPGIC  (PM)  Plitsburgh,  Pa,—-Nonoo
5 Bostg. Caorp,

m.K SR (M) Moustin, Tex.~JYosl S, Xaul

L
. WLII ("M} Ronnoke, Va.=l.oe Hartinan
8 & S Sound Equipment

i)
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Ownership Changes |

APPLICATIONS |

KJNO Juneau, Alaska—Seeks assignment I
of license from Baranof Bgstrs Inc. to South |
Eastern Alaska Bestrs Inc. for $50,000. Pur-
chaser is Radio Anchorage Inc., group head-
ed by J. Chester Gordon, president. Radio
Anchorage i1s owner of KBYR Anchorage
and has controlling interest of KFRB Fair-
banks, both Alaska. Ann. Aug. 31.

KTKT Tucson, Ariz.—Seeks transfer of
control of Copper State Bestg. Corp. from
Thomas J. & Angie M. Wallace, 50%, and
ttouse Party Preductions Inc., 50% to Le-
land Bisbee Bcstg. Co. for $410,000. Prior to
sale to Bisbee, House Party Productions Inc.
will buy 50% Interest held by Wallaces for
$190,000. Purchasers are Leland S. and
Margaret C. Bisbee, 42.85% each, and George
E. Bisbee, 14.30%, licensees of KRUX Glen-
dale, Ariz., and WFRL Freeport, Ill. Ann.
Aug. 31.

KRKS Ridgecrest, Calif.—Seeks assignment
of license from Gilson Bestg. Corp., to
Ridgecrest Bestg. Co. for $48.000. Purchaser is
Israel Sinofsky, who is in electronies. Ann.
Sept. 1.

KYTE Pocatello, Idaho—Seeks transfer of
control of Pocatello Bestg. Co. from Thomas
R. Becker and Francis J. Riordan, 40% each,
and others, to Francis J. Riordan, 80%, and
others, for $25.000. Ann. Sept. 1.

WMRO-AM-FM Aurora, Ill.—Seeks assign-
ment of ep’s from Vincent G. Cofey and
Benjamin A. Oswalt, equal partners. to
WMRO Inc., change to corporate business

form with no financial consideration in-
volved. Ann. Sept. 6. |
WNMP Evanston, Il1l.—Seeks involuntary

transfer of control of Evanston Bestg. Co.
from Angus D. Pfaff, deceased. sole owner,
to First National Rank and Trust Co. of
Evanston, estate executor. No financial con-
sideration involved. Ann. Sept. 7.

KBLR-AM-TV Goodland, Kan.—Seeks as-
signment of licenses from Tri-State Tv Inc.
and Tri-State Radio Inc. to Max Jones,
trustee in bankruptecy. Ann. Sept. 7.

KAKE Wichita, Kan.—Seeks assignment
of license from KAKE Bcstg. Co. to KAKE-
TV & Radioe Inc., corporate merger with no
change in ownership and no financial con-
sideration involved. Ann. Sept. 2.

WORL Boston, Mass.—Seeks transfer of
Pilgrimm Bestg, Co. from Joseph A. Dunn,
Chester A. Dolan Jr., Marie F. Gately, and
Edward M. Gallager Jr.. 185% each and
others to Edward M. Gatlager Jr,, 37%.
James E. and Franels IP. Mutrie, 18.5% each.
and others, for $45,000. Messrs. Mutrie are {n
motor transportation. Ann. Sept. 2.

KLTF Little Falls, Binn.- -Seeks
ment of license from John H. Lemme, in-
dividual, and Mr. Lemme, adminisirator of
estate of Oscar Lemme, to Little Falls Bestg.
Co., to change to corporate business form
wlith no fnancial consideration involved.
Jean H: Lemme aquires 124:9% interest
through stock gift from her husband. John
H. Lemme. Ann. Sept. 2.

WRJIW Picayune, Miss,—Seeks transfer of
countrol of Tung Bestg. Ca. from H.R. Mcein-
tosh, 99.5°. to ttugh ©. Jones, 87.5%. for
$73.870 plus option ngreement to purchase re-
maining holdings from Mr. MclIntosh for

10.146. Mr. Jones has interests in WPMP

ascagouln, WHHT Lucedaie, botht Missis-

assign-

slppi. Ann. Aug. 31.

KRGIN-TY Grand Island, Neb. -Seeks as
signment of cp from Electron Corp, to Corn-
husker ‘v Corp. for $2,500. Cornhusker, M-
tensee of KOLN-TV Lincoin, Neb., owned
by John E. fetzer, who has majority in-
terests  In WKZO-AM-TV Kalamazoo,
WWIV-TV Cadillac, and WJEF-AM-Fl
Grand Rapids, all Michlgan. Ann. Aug. 31

WRNY &ome, N Y.—Secks assignment ol
Heense from WIRNY iIne, to Alert Radlo Ine
for $90,000. Purchasers are Herbert Mendel-
soha, #Hdward Mcobhinlten, Ernest B Pield,
ancd Louis Reek, 259 each, Messrs, Mendel-
sohin and MeMullen are cmployes of WINS
New York., Messrs. Fleld and Beck ave at.
torneys. Aun. Aug il

WFVG Fuquay Springs, N.C.— Seceks trans-
fer of control from Jamés F. Fluhagan, Gale
F, Lewis, 371%% each, and Rabert G, Currin,
254,, to Jdumes F. Planagan,
Robert G. Cucrln, 43,757
Sept. 7

KEFLW Kisiath Fallg, Ore.—Seoks pasign-
ment of license from Catorctex Corp,. to |
David . Snow for $03.000, Mr. Snow was
tormerly employe of KHOT Madera, Callf
Ann, Sept, 7

IKRNE Roseburg, Ore--Secks assignment
of Heense from Nows-12avigw Co. (o DOuglas
County  Tricasters 1ne.  for $80.000. Pur
chasers nre Robert . Johmson, Joszeph G.
Materhanser pivd James N, Jolwmson, J334%
amoh. M. Malerhauser ls owner of Colossni
Caves, touriat attraction, Messvs. _Johuson
gn'(-.umplqyes of News-Rowow Co. Ann

ept. 7

§56.25%, and
for $10.000. Ann.

~
Equipping a
Radio Station’

Miniature

icrophone
only 3§2-9

This RCA Miniature Dy-
namic DMicrophone is as
inconspicuous as modern
microphone design can make
it! Just 2%s” long, it weighs
but 2.3 ounces. And, in
spite of its compactness,
the BK-6B is a durable,
high-quality micerophone.
Tyy it for remotes! You'll
find it excellent for mnter-
views, panel shows and
sports. It's a great value
at $82.560!
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KLVT Levelland, Tex.—Seeks assignment
of license from Herald Bestg, Co. to Level-
land Bestrs. for §$100,000. Purchasers are
Marshall and Clint Formby, equal partners,
owners of KPAN Hereford, KTUE Tulia,
both Texas. Messrs. Formby also have in-
terest in KACT Andrews, Tex. Ann, Sept.
[

WGEZ Beloit, Wis.—Seeks mvoluntary
transfer of control of Radio Beloit Inc. from
Angus D. Pfafi, deceased., sole owner, to
First National Bank and Trust Co. of Evans-
ton, estate executor. No financial considera-
tion involved. Ann. Sept. 7.

Hearing Cases
OTHER ACTIONS

a By memorandum opinion and order,
commniission, on petitions by O'Keefe Bestg.
Co., reconsidered and granted without hear-
ing its application for new class B fm sta-
tion in Levittown-Fairless Hills, Pa., to op-
erate on 100.1 me¢; ERP 1 kw. ant. height 134
ft.; engineering condition. Ann. Sept. 7.

s By memorandum opinion and order,
commission, on petition by KGMO Radio-
Tv Inc., severed from consclidated hear-
ing and granted its appiication to change
facilities of station KGMO Cape Girardeau,
Mo., from 1220 kc, 250 w, D, to 1550 ke, 5 kw
D, DA. Ann. Sept. 7

s By memorandum opinion and order,
commission, on petition by Birmingham
Bestg. Co., severed from consolidated hear-
ing and granted its application for new am
station to operate on 1550 ke, 50 kw, DA,
D, in Birmingham, Ala.; (engineering con-
dition). Ann. Sept. 7

B By decision. commission (1) denied ap-
plication of Capitol Bcstg. Ce. for new
am station to operate on 730 k¢, 500 w, DA,
D, in East Lansing, Mich, and (2) dis-
missed for failure to prosecute similar ap-
plication of W.A. Pomeroy for new station
on 730 kc, 250 w, D, in Tawas City-East
Tawas. Mich. Comr. King net participating.
May 25, 1959 initial decision looked toward
denying both applications. Ann. Sept. 7.

m By decision, commission denied applica-
tion of WMAX Inc., for increase of power
of WMAX Grand Rapids, Mich., from 1 kw
to 5 kw, continuing operation on 1480 kc,
D. Comrs. Bartley and King not participat-
ing. Feb. 4 initial declsion looked toward this
action. Ann. Sept. 7.

s By memorandum opinion and order
commission denied petition by James J.
Williams for rehearing to permit presenta-
tion of evidence relative to site availability
and other matters in connectlon with his ap-
plication for new am station to opecratle on
1450 kc, 259 w, unl. in Williamsburg, Va.
Comr. Cross dissented. May 2 initial deci-
sion looked toward denying application.
Ann. Sept. 7.

s By memorandum opinion and order,
commission denied petition by Broadeast
Bureau to dismiss application of Clearwater
Radio Inc.. to increase daytime power of
WTAN Clearwater, Fla., from 250 w to 1 kw
continuing operation on 1340 kc with 250
w-N, which is in consolidated hearing.
Comr. King not participating. Ann. Sept. 7.

s By memoerandum opinion and order,
commission denied petition by Radio Med-
ford Inc., insofar as il seeks deletion of
financial issues as regards to its application
for new tv station to operate on c¢h. 10 in
Medford. Ore., which is in consolidated pro-
ceeding with similar applications of TOT

Industries Inc,, and Medford Telecasting
Corp., but granted Radio Medford's petition
te include issue as to financial qualifications
of TOT Industries. Comrs. Bartley and King
not participating. Ann. Sept. 7.

m By memorandum opinion and order,
commission denied petition by Veterans
Bestg. Co. to delete issue 9 regarding trans-
mitter site 1n proceeding on its application
to increase daytime power of KNUZ Hou-
ston, Tex., from 250 w to 1 kw, continuing
operation on 1230 ke, 250 w-N, which is in
consolidated hearing. Ann. Sept. 7.

® By memorandum opinion and order,
commission, on petition by Radio Virginia
Inc., severed from consolidated hearing
and granted its application to increase pow-
er of station WXGL Richmond, Va., from
I kw to 5 kw, continuing operation on 950
ke, D engineering condition. Ann. Sept. 7.

s By memorandum opinion and order,
commission denied petitions by Metropoli-
tan Bcstg. Corp. (WNEW-FM), New York,
N.Y., for (1) review of examiner's ruling
granting amendment to application of Sub-
urban Bestrs. from new fm station in
Elizabeth, N.J., to specify new trans. site
and (2) enlargement of issues on Suburban’s
application. Comr. King not partitvipating.
Ann. Sept. 7.

s By memorandum opinion and order,
commission denied motion by Dept. of Navy
on its own behalf and on behalf of Dept.
of Army and Federal Aviation Agency for
enlargement of issues in proceeding on ap-
plication of Nathan Frank for specification
of trans. and ant. site of station WNBE-TV
New Bern, N.C. Ann. Sept. 7.

m By memorandum opinion and order,
commission denied petition by Idaho Mic-
rowave Inc., for reconsideration of May 2
order which dismissed its March 2 plead-
ing because of scandalous and impertinent
material contained therein in Twin Falls,
Idaho, microwave protest proceeding.
Comr. King not participating. Ann. Sept. 7.

Routine Roundup

ACTIONS ON MOTIONS
By Comr. Rosel H. Hyde

m Granted petition by Hennepin Bestg.
Assoc. and extended to Sept. 7 time to file
reply to oppositions of Broadcast Bureau
and Robert E. Smith, River Falls, Wis., to
its petition to enlarge issues in am proceed-
ing. Action Aug. 30.

m Granted petition by WHAS Inc. (WHAS-
TV). Louisville, Ky., and extended to Oct.
18 time to file exceéptions to initial decision
in proceeding on its application to change
trans. and ant. location. Action Aug. 31.

g Granted motion by Capital Cities Ty
Corp. and extended to Sept. 20 time to file
oppositions to Veterans Bestg. Company's
petition for reconsideration in Vail Mills,

Y.. ch. 10 proceeding. Action Sept. 1.

By Acting Chief Hearing Examiner
Jay A. Kyle

m Granted petition by Lawrence Shushan
for dismissal without prejudice of his ap-
plication fer new fm station in Santa Bar-
bara, Calif. Action Sept. 2.

By Hearing Examiner Millard F. French

m Granted petitien by Broadcast Bureau
and extended to Sept. 22 time to reply to
petition for leave to amend, for exchange of
exhlbits and for date of hearing, and time

- America’s Leading Business Brokers 7

Interested 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.

Ul§hr'2-5609

150 MONTAGUE STREET
BROOKLYN 1, N, Y,
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to respond to joint petition for leave to
amend filed by Ponce De Leon Bcestg. Co.“

and Indian River Radio Inc., in
on their applications for am facilities in St.

i
!

roceeding ©

Augustine and Melbourne, both Florida; ex-

tended from Sept. 2 and Sept. 13 to Oct. 4
and Oct. 18 time for exchange of exhibitg
and formal hearing. Action Sept. 6.

By Hearing Examiner Walther W, Guenther

m On own motion, scheduled prehearing
conference for Sept. 20 at 9 a.m., in proceed-

:

1
#/

ing on application of Radio Carmichael for
new am station in Sacramento, Calif., et al,

Action Aug. 30.

m Granted request by Mid-America Bestg.
Co. (WGVM)}, Greenville, Miss., and con-
tinued Sept. I3 hearing to 9:00 a.m., Sept. 19
in proceeding on its am application and
that of Voice of New South Inc. (WNSL),
Laurel, Miss. Action Sept. 1.

m On own motion, corrected in various re-

spects transcript of record in proceeding on |

am application of High Fidelity Stations
anc‘ (KPAP), Redding, Calif. Action Aug.
1.

s On own motion, scheduled prehear]ng"

conference for Sept. 29 in Wausau, Wis., tv
ch. 9 proceeding. Action Sept. 6.

By Hearing Examiner Annie Neal Huntting

m Granted motion by Service Bcestg, Co.
and received in evidence its exhibits 1 and
1-A, closed record and ordered that pro-
posed findings of fact and conclusions may
be filed on or before Sept. 30 and replies on
or before Oct. 17 in proceeding on Service's
application for new am station in Concord,
Calif. Action Aug. 31.

s Granted motion by Kentuckiana Tv Ine,
for leave to amend its tv application to re-
flect terms of agreement with United Elec-
tronics Laboratories Inc. looking toward
dismissal of United's application, amend
Kentuckiana’s application to reflect addition
of United's president and stockholder, W.L.
Rector, as 121%% stockholdsr in Kentucki-
ana, adopt engineering portion of United’s
application, and reflect changes in financial
and programming sections of Kentuckiana’s
application, retained amended application
in hearing in Louisville, Ky., tv ch. 51 pro-
ceeding. Action Sept. 2.

By Hearing Examiner H. Gifford Irion

m Granted joint petition by applicant An-
tennavision Service Co. and protestant Val-
ley Telecasting Co. (KIVA, ch. 11), Yuma,
Ariz., and continued indefinitely Sept. 7
hearing in proceeding on Antennavision’s
applications for cps for fixed stations at
Oatman Mountain and Telegraph Pass, Ariz.
Action Sept. 1.

By Hearing Examiner David I, Kraushaar

m Granted petition by Frederick County
Bestrs. Winchester, Va., for leave to amend
its am application to reflect certain option
agreement. Action Sept. 2

m Postponed Sept. 16 prehearing con-
ference to Sept. 27 in proceeding on am ap-
plications of Triangle Publication Inc.
(WNHC), New Haven, Conn. Action Sept. 1.

By Hearing Examiner Forest L. McClenning

s Granted petition by Simon Geller for
leave to amend his application for new am
station in Gloucester, Mass., to specify op-
eration on 1540 k¢ in lieu of 1410 k¢ and to
make other changes and removed amended
application from hearing and returned to
processing line. Action Aug. 31.

By Hearing Examiner Herbert Sharfman

m Granted petition by Seaway Bcestg. Co.,
Chicago Heights, 111, toc make engineering
changes to its am application; application
in consolidated hearing. Action Sept. 2.

BROADCAST ACTIONS
Broadcast Bureau
Actions of Setpember 2

KVOB Bastrop, La.—Granted assignment
of licenses to Bastrop Bestg. Co.

WHMA Anniston, Ala.—Granted request
for cancellation of iicense for aux. trans.

Action of September 1

KPDN Pampa, Tex.—Granted assignment
of license to Warren L. Hasse.

WTAL Tallahassee, Fla.—Granted acquisi-
tlen of positive control by Viector C. Diehm
through purchase of stock from William M.
and Milda M. Deisroth; without prejudice
to whatever action commission may deem
warranted as result of any final determina-
tions reached by commission in connection
with its pending inquiry into compliance by
broadeast licensees with sec. . 317 of Com-
munications Act, and related matters.

WAZL-AM-FM-TV Hazleton, Pa.—Grant-
BROADCASTING, September 12, 1960 .
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S SSIONAL CARDS

| JANSKY & BAILEY INC.

Offices and Laboratorios

1339 Wisconsin Ave.,, N. W.
 Washinaten, D. C. FEderal 3-4800

Member AFCCE

JAMES C. McNARY
Consulting Engineer
National Press Bldg.,

Wash, 4, D. C.

Telephene District 7-1205

Member AFCCE

—Established 1926—
PAUL GODLEY CO.

Upper Montclair, N. J.
Pilgrim 6-3000
Laborateries, Great Neotch, N. J.
Member AFCCE

GEORGE C DAVIS

CONSULTING ENGINEERS
RADIO & TELEVISION

$27 Munsey Bldg.
STerling 3-0111

Washington 4, D, C.

Member AFCCE

-

! Commercial Radio Equip. Co.
Everett L. Dillard, Gen. Mgr.

PI 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 Radio
Engineering

1710 H St., N.W. Republic 7-2347
WASHINGTON 6, D. C.

Member AFCCE

GAUTNEY & JONES
CONSULTING RADIO ENGINEERS
930 Worner Bldg. National 8.7757

Washington 4, D. C.
Member AFCCE

Lohnes & Culver

Munsey Building District 7-8215

Washinaton 4, D. C.

Member AFCCE

MAY

Sheraton Bldg.

RUSSELL P.

711 14th St., N. W,

Washington 5, D.C. REpublic 7-3984
Member AFCCE

L. H. Carr & Associates
Consulting
Radio & Television
Engineers
Washingten 6, D, C. Fort Evans
1000 Conn. Ave. Leeshurg, Va.
Member AFCCE

KEAR & KENNEDY
1302 18th 5t., N, W, Hudson 3-9000
WASHINGTON 6, D, C.
Member AFCCE

A. EARL CULLUM, JR.
CONSULTING ENGINEERS
INWOOD POST OFFICE
DALLAS 9, TEXAS
Fleetwood 7-8447

Member AFCCE

GUY C. HUTCHESON
P. O. Box 32 CRestview 4-8721
1100 W. Abram

ARLINGTON, TEXAS

SILLIMAN, MOFFET &
ROHRER
1403 G St., N. W.

Repuhlic 7-6646
Washingten 5, D. C.

Member AFCCE

WALTER F. KEAN
CONSULTING RADIO ENGINEERS
Associates
George M. Sklom, Robort A. Jones

19 E. Quiney St.  Hlickory 7-2401
Riverside, Ili.

(A Chicago suburb)

HAMMETT & EDISON
CONSULTING RADIO ENGINEERS
Box 68, International Alrport
San Francisco 28, Califomia
Diomond 2-5208

CARL E. SMITH
CONSULTING RADIO ENGINEERS
8200 Snowvllle Road
Brecksville, Ohio
{a Claveland Suburb}

" Tel: JAckson 4-4386 P. O, Bax 82

Member AFCCE

J. G. ROUNTREE
CONSULTING ENGINEER
P.O. Box 9044
Austin 17, Texas
Glendale 2-3073

A E. Towne Assocs., Inc.

TELEVISION and RADIO
ENGINEERING CONSULTANTS

420 Taylor SI.
Son Francisca 2, Calif.

PR. 5-3100

PETE JOHNSON

Consulting am-fm-tv Engineers
Appllcations—Fisld Engineering

Suite 601 Kanowha Hotel Bldg,
Charleston, W. Va. Dickens 2-6281

Service Dircctomy

LYNNE C. SMEBY
CONSULTING ENGINEER
AM-FM-TV
7615 LYNN DRIVE
WASHINGTON 15, D. C.
Oliver 2-8520

GEO. P. ADAIR ENG. CO.
CONSULTING ENGINEERS

Radia-Televisian
Communications-Electronics
1610 Eye St, N. W,
Washington, D. C.
Executive 3-1230 Executive 3-3851

Member AFCCE

JOHN B. HEFFELFINGER
8401 Cherry St. Hiland 4-7010

KANSAS CITY, MISSOUR!

JULES COHEN

Consulting Electronic Engineer
617 Albes Bldg. Exocutive 3-4614
1426 G St., N, W,
Washington 5, D. C.
Member AFCCE

VIR N. JAMES

SPECIALTY
DIRECTIONAL ANTENNAS

232 S. Jasmine St. DExtor 3-5562
Denver 22, Colarado

JOHN H. MULLANEY

Consulting Radio Engineers
2000 P St., N. W.
Washingten 6, D. C.
Columbia 5-4666
Member AFCCE

MERL SAXON
CONSULTING RADIO ENGINEER
622 Hoskins Street
Lufkin, Texas

NEptune 4-4242 NEptune 4-9558

NUGENT SHARP
Consulting Radio Engineer
809-11 Warner Building
Washington 4, D.C.
District 7-4443

Associate Member
Institute of Radio Engineers

M. R. KARIG & ASSOCS.
BROADCASY CONSULTANTS

Engineering Applications
Management Programming
Sales
P. O. Box 248

Saratoga Springs, N. Y.
Saratega dprings 4300

JOHN H. BATTISON
AND ASSOCIATES

Consuliing Engincers
Speclalizing in AM power
increases—FM-TV
209A LaSalls Building
1028 Connecticut Ave.. N.W,
Washington 6, D, C
RE 7-0458

- PRECISION FREQUENCY
MEASUREMENTS

AMFM.TV
COMMERCIAL RADIO

MONITORING CO.

103 S, Market St.,
tae's Sunimlt. Mo

" BROADCASTING, Soptombor 12, 1960

Plions Kansas City, Laclede 4-3777

CAMBRIDGE CRYSTALS

PRECISION FREQUENCY
MEASURING SERVICE
SPECIALISTS FOR AM-FM-TV

445 Cancard Ave,,
Cambirldge 38, Mass,
Fhone TRowhridgo 6-2610

PAUL DEAN FORD

Broadcast Englnecring Consultant

4341 South 8th Street
Torre Haute, lndiana

wabash 2843

SPOT YOUR FIRM'S NAME MERE

To Bo Seen by 85,000* Readers

mong them, the decision-mak-
ing station owners and manag-
ofs, chief engineers and tochni-
clans-——applicants for am, fm, tv
and facsimile facilittes

ARB Contlnuing Roadegship Study




PROMINENT
BROADCASTERS
Choose

sfainless
TOWERS

Lee Ruwitch, Exec. Vice President
and General Manager

CHANNEL

WIV)

MIAMI, FLA.

Jack Shay, Vice President
in charge of Operations

And here are their reasons:
* Stainless EXPERIENCE in design
and fabrication of towers
* RELIABILITY of Stainless installa-
tions
* LOW MAINTENANCE COSTS of
Stainless towers
Ask today for free
literature and in-
formation.

Agi'ain'ess, inc.

NORTH WALES - PENNSYLVANIA

112 (FOR THE RECORD)

Licensed (all 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 (in hearing)
Total applications for major changes
Licenses deleted

CPs deleted

licenses.

SUMMARY OF COMMERCIAL BROADCASTING
Compiled by BROADCASTING Sept. 7

ON AIR

Lic. Cps.

AM 3,461 51

Fw 731 27

TV 473 60
VHF
Commercial 453
Non-commercial 36

COMMERCIAL STATION BOXSCORE
As reported by FCC through July 31, 1960

Applications for major changes (not in hearing)

1 There are, in addjtion, ten tv stations which are no longer .on the air, but retain their

2 There are, in addition, 35 tv cp-holders which were on the air at one time but are no
longer in operation and one which has not started operation.

cP TOTAL APPLICATIONS
Not on air For new stations

81 863 |
176 157

75 117

OPERATING TELEVISION STATIONS
Compiled by BROADCASTING Sept. 7

UHF TV
80 533
12 48

AM FM TV
3,455 714 4711
36 32 63°
115 196 76
3,603 942 656
593 72 27
204 36 75
797 108 102
582 29 38
277 10 14
859 39 52
0 0 0

o 0 0

ed acquisition of positive control by Victor
C. Diehm through purchase of stock from
Hilda M. Deisroth; without prejudice to
whatever action commission may deem war-
ranted as result of any final determinations
reached by commission in connection with
its pending inquiry into compliance by
broadcast licensees with section 317 of Com-
munications Act, and related matters.

WTTC Towanda, Pa.—Granted license for
am station. d

WFGM-FM Fitchburg, Mass.—Granted li-
cense for fm station.

WIOI New Boston, Ohio—Granted license
covering increase in power from 500 w to
1 kw.

WCAW Charleston, W.Va.—Granted li-
cense covering change of frequency, ant.-
trans. location installation of DA-N, make
changes in ant. and ground system and de-
letion of remote control operation.

WBAW Barnwell, S.C.—Granted license
covering increase in power.

WMBO Auburn, N.Y.—Granted
covering increase in daytime power.

WABY Albany, N.Y.—Granted license cov-
ering increase in power and installation of
new trans.

WQGA Chattanooga, Tenn.—Granted li-
cense covering changes in ant.-trans. loca-
tion and in ant. and ground system.

WMBI Chicago, Ill.—Granted license cov-
ering changes in ant. system.

WLAYV Grand Rapids, Mich.—Granted li-
cense covering installation of old main
trans. as aux. trans.

WISO Ponce, P.R—Granted license to use
old main trans. as aux. trans.

WENK Union City, Tenn.—Granted license
covering Installation of new type trans.

WHDL Olean, N.Y.—Granted license to use
old main trans: as auxX. trans. daytime
and as alternate main trans. nighttime at
main trans. location.

WEMW-FM Madisonville, Ky.—Granted li-
cense covering changes in trans. equipment,
ant. system and increase ERP; ant. 355 ft.

WOVE Welch, W.vVa.—Granted license
covering installation of new trans.

WHAK Rogers City, Mich.—Granted li-
cense covering changes in trans. equipment.

K73AP, K77A0, K83AJ, Quincy, Wash.—
Granted cps to show unattended opera.
tions at remote control point.

KFBK-FM Sacramento, Calif.—Granted
cp to increase ERP to 115 kw, ant. 240 ft,,
install new trans. and new ant. make
changes in ant. system; remote control per-
mitted.

KGUD Santa Barbara, Calif.—Granted
mod. of cp to change trans. site and make
ant. changes; conditions.

KANA Anaconda, Mecont.—Granted ex-
tension of authority to Nov. 30 to sign-off

license

each day at 6:05 p.m.

KFJZ-FM Fort Worth, Tex.—Remote can-
trol permitted.

WSOC Charlotte, N.C.—Remote control
permitted while using non-DA.

a Following stations were granted ex-
tensions of completion dates as shown:
K70BK Springerville-Eager, Ariz. to Mar.
1, 1961 and WFBG-FM Altoona, Pa. to Oct.

WLWI (TV) Indianapolis, Ind.—Rescinded
commission action of Aug. 29 granting li-
cense for tv station.

WIRYV Irvine, Ky.—Rescinded commission
action of Aug. 5 granting license for am
station.

Actions of August 31

WSAZ-AM-TV Huntington, W.Va.—Grant-
ed acquisition of positive control of Hunt-
ington Publishing Co. by Huntington Herald
Co. through purchase of stock from Walker
Long and six other stockholders by Hunt-
ington Publishing Co. |

WSO®C Charlotte, N.C.—Granted assign-j

e

ment of license to WIST Inc.

KOPY Alice, Tex.—Granted assignment
of licenses to Alice Bestg. Co.

*WETV (TV) Atlanta, Ga.—Granted li- |
tc'ense for noncommercial educational tv sta-
ion.

WIMA-TV Lima, Ohio—Granted license |
covering changes in tv station. ERP vis. 219 |
kw, aur. 117 kw.

WBRC-TV Birmingham, Ala.—Granted Ii- -
cense covering redescription of studio and ﬁ
trans. locations (no change in site); without
prejudice to whatever action commission §

-
dl
|
{

may deem appropriate in light of any in-
formation developed in pending inquiry con-
cerning compliance with sec. 317 of the
Communications Act.

WRBS (TV) Baltimore, Md.—Granted
mod. of cp to decrease ant. height to 215 ft., =
ERP to 15.5 kw, change type ant. and make
changes in ant. system.

KTIM San Rarfael, Calif.—Rescinded Aug. |||
8 commission action granting license cover-
ing change of ant.-trans. location.

Actions of August 30

WPFA-TV Pensacola, Fla—Granted in-
voluntary assignment of cp from Charles W,
Lamar Jr. to Louisiana National Bank of
Baton Rouge, executor of estate of Charles
W. Lamar Jr., deceased. |

KOIN-AM-FM-TV Portland, Ore—Grant-
ed transfer of negative control from Ted R. |
Gamble and Harvey §S. Benson, voting |
trustees, to Harvey S. Benscen and Moe M.
Tonkon, voting trustees. |

Actions of August 29

m Granted KGMC (FM) Portland., Ore,,

extention of completion date to Sept. 23.

BROADCASTING, September 12, 1960
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WLWI (TV) Indianapotis, Ind.—Granted
license for tv station; ERP aur. 148 kw, ant.
980 ft. (See Sept. 1 action, above); without
prejudice to whatever action commission
may deemn appropriate in light of any in-
formation developed in pending Inquiry
concerning compliance with sec. 317 of Com-
munications Act, )

WTVN-TV Columbus, Ohio—Granted li-
cense covering changes [n tv station; with-
out prejudice to whatever action com-
mission may deem appropriate in llght'of
any information developed in pending in-
quiry concerning compliance with sec, 317
of Communications Act. A

WKYT (TV) Lexington, Ky .—Granted_ li-
cense covering changes in tv station; with-
out prejudice to whatever action commis-
sion may deem appropriate in light of any
information developed In pending inquiry
concerning compliance with sec. 317 of Com-
munications Act.

WSPD-TV Toledo, Ohio—Granted licenses
covering changes in tv station and specify
studio location; ERP vis. 182 (DA), aur.
91.2 kw (DA) (main trans. & ant.); and in-
stallation of aux. trans. at new main trans.
site; without prejudice to whatever action
commission may deem appropriate In light
of any information developed in pending
inquiry concerning compliance with sec.
317 of Communications Act. .

WORA-TV Mayaguez, P.R.—Granted Ili-
censes covering changes in tv station (main
trans. & ant.); and to maintain currently
licensed main ant. as aux. facilities at main
trans. site; without prejudice to whatever
action commisslon may deem appropriate
in light of any information developed in
pending inquiry concerning compliance
with sec. 317 of Communications Act.

WIWA (TV) Atlanta, Ga.—Granted license
covering changes In tv statlon (main trans.
& ant.); ERP vis. 275 kw, aur. 138 kw;
without prepudice to whatever action com-
mission may deem appropriate in light'of
any information developed in pending in-
quiry concerning compliance with see. 317,
of Communications Act.

WITI-TV Millwaukee Wis.—Granted license
covering installation of aux. trans. at main
trans. site; without prejudice to whatever
action commission may deem appropriate
in light of any information developed in
pending inquiry concerning compliance with
sec. 317 of Communications Act.

KGMG (FM) Portland, Ore.—Granted
mod. of cp to specify studio location: re-
mote control permitted.

Staff Instructions

s Commission on Sept. 7 directed prepara-
tlon of document looking toward denying
motion by WHDH Inc. (WHDH-TV ch. 5),
Boston, Mass., for stay of July 14 decislon
in Boston ch. 5 proceeding, pending resolu-
tion of WHDH's petition for rehearing. July
14 decision vacated April 24, 1957 grant to
WHDH Inc., to operate on that channel,
ordered further comparative evaluation
of ali applicants {(WHDH, Greater Boston
Tv Corp,, Massachusetts Bay Telecasters
Ine.. and Allen B. DuMont Laboratories
Inc,), with Aling of briefs and subseguent
ornl argument before commission en bane,
and, mennwhile, allowed WHDH-TV to
continued Its present ch. 5 operation unrder
STA, Ann. Sept. 7

m Commission on Sept. T directed prepara-
tion of document looking toward denying
wetitlon by Public Sevice Tv Ine. {(WPST-
'V, ch, 10), Miwm, Fln,, for stay of Jul
14 decison In Mimnl ch. 10 proceecing pend-
Imi nation by Court of Appeals. July 14 ¢e-
clslon disqualified all applicants except L.B.
Wilton 1nc., set aside fedb. 7, 1987 grant to
Publle Servicae, and granted Wlilson appliva-
slon to construel and operate on that chan-
nel for period of four nonths after con-
structlon. In addillon to Wllson and Public
Sorvive, Minmi ch. 10 proceeding involves
uppllcui.!onu by WKA'l' Inc.. and North Duacle
Vidao Ing, Ann. Sept, 7

m Commisslon on Sept, T directed prepnro-
tion of document looking toward denying
potition b"l" Sun Jowe Beaty. Cu. (KXRIX)
Sun Jose, Cailf., ror reconsiderntion of Api
27 wrant of applention of Marin Restg, Co
to change truns, sle of KTIM San Rafael,
Calll,, contlnulng operation on 1510 ke, 1
kw, 3. Ann. Sopt. 7

a Coumission on Sept, 7 dlvected prepara
tlon of dosument looking toward denying
petttlon by GQuinan Henlty Co. for reconsid
ardtion, stay and rohaaring of Aprll 8 dool
slon which ygranted application of Louls
Ache lmuan for now am station to operate on
1300 ko, @ kw, DA, D, {n Hazleton, Pa., and
denlod gppliontlon of Guinan for same fa-
cllitlon in Mt, Carmel, Pa, Aan. Sopl, 7

a Comnmisuton on Su\)t. T divocted proparn
tHon of document looking towirt remancing
to exeminee for further heailfig procesdin
on appleattone nf New Besty, Co.. Herbor
Musehiel and Indopendent Hesty, Co. Tor new
fm stotlons in Now York, N.Y, Ann. Sept. 7
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SUNDAY LAWS

are unfair and unnecessary . .

SEVENTH-DAY
ADVENTISTS

believe Sunday laws are discriminatory
and are religious in motivation

and effect.

As such they do violence to civil

and religious liberties.

Sunday “Blue Laws” have no place

in a society of free men.

. 128 pp., thumb-indexed leatherette- sa. Adventist Public Relations Office
Free. bound background reference volume on erie. 6840 Eastern Avenue, N.W.,
the Seventh-day Adventist Church. Washington 12, D. C.
Please write on letterhead. RAndolph 3-0800

Collins Automatic Tape Control is the perfect answer to
automatic programming. Just insert the tape cartridge,
push one button, and you’re certain of reliable performance.
More than 500 radio stations own the network-approved
: ! ] , pproved, COLLINS
internationally - used Collins Automatic Tape Control,

COLLINS RADIO COMPANY * CEDAR RAPIDS.|IOWA + DALLAS, TEXAS * BURBANK,CALIFORNIA
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syllabla-jeparating start and stop time of less than 0.1 second * 7.5 inch/second tapo speed *
froquency response :t2 db, 50-12,000 cps ¢ Jess than 0.2% rms wow and flutter * programming
segmonts from 40 soconds to 31 minvtes * romote control available, For fdtore information
contact your Collins sales enginear or write dirvct,
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CLASSIFIED ADVER

(Payable in advance. Checks and money orders only.) (FINAL DEADLINE—Monday preceding publication daie.)

e SITUATIONS WANTED 20¢ per word—3$2.00 minimum o HELP WANTED 25¢ per word—$2.00 minimum.
e DISPLAY ads $20.00 per inch—STATIONS FOR SALE advertising require display space.

o All other classifications 30¢ per word—3$4.00 mintmum.
® No charge for blind box number. Send replies to Broadcasting, 1735 DeSales St., N.-W., Washington 6, D.C.

ArrLiCANTs: If 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 custedy or return.

TISEMENTS

RADIO
Help Wanted—Managetnent

Mid-south chain—4 top rated stations—has
opening for salesman with management po-
tential—30-40—married. Guarantee—moving
expenses—rapid advancement for producer.
Area appllcants favored. Send resume,
photo first letter. Box 481B, BROADCAST-
ING.

California station with terrific advertiser
acceptance needs sales manager to improve
current $185,000 per year billing. Station is
in medium market on low frequency cover-
ing vast San Joaquin Valley with tremen-
dous new potential. This sales manager
must be experienced self-starter with good
sales production and stable record. Must be
creative sales manager able to work well
with staff. Ideal working conditions and to
salary to right man. Interview required,
Give all details first letter. Write Box 780B,
BROADCASTING.

California 5,000 watt station in medium
market needs capable and aggressive sales
minded manager. Take full charge. Must
have proven record of producing and desire
stable situation where enlarged responsi-
bilities provide larger income. Must be on
the street salesman able to handle salesmen
and staff. Salary plus percentage of profit.
Ideal climate, ¥deal working conditions. In-
terview required. Write Box 781B, BROAD-
CASTING.

Station in one of top 25 markets will soon
require general manager. Opportunity for
a manager or sales manager with strong
sales record to join group operation. Must
provide finest references. Send all informa-
tion, resume and photo in first letter to
Box %438, BROADCASTING.

Single market west Texas station needs ex-
perienced commercial manager. Good
chance for further advancement. Some an-
nouncing helpful but not absolutely neces-
sary. Box 149C, BROADCASTING.

See media broker opportunity under ‘“Radio-
heip wanted-sales™ this issue.
South Dakota chain of am_ and tv stations
wants aggressive commercial manager for
competitive market of 180,000. $125.00 week-
ly plus override, Good producer can make
$1,000 plus monthly. Send full particulars to
Manager: KRSD, Rapid City, South Dakota.

Sales

Mid-south chain. See our ad under manage-
ment. Box 481B, BROADCASTING.

Metropolitan market SW has attractive offer
for experienced salesman with sales man-
agement potentiality. Replies confidential.
Send references and background to Box
807B, BROADCASTING.

Newark, New Jersey—Top independent, top
money and future for salesman who loves to
sell, multiple chain, send resume Box 929B,
BROADCASTING.
Salesman—excellent opportunity for good
producer. Top St. Louis independent, mul-
tiple market, $6000 plus, resume to Box
935B, BROADCASTING.

Experienced salesman for California station,
strong closer with good established billing
in competitive market. Salary open, resume.
Box 987B, BROADCASTING.

Salesman for Texas staiion,_Gréa-t onpor-
tunity for go getter. Box 997B, BROAD-~
CASTING

Radio time salesman for S.C. station. Must
be hustler to handle established and new
accounts. $100.00 weekly salary plus incen-
tives. Send complete details of exXperience,
education, age, photo, etc. Box 159C,
BROADCASTING.
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Help Wanted—(Cont’d)
Sales

Experienced salesman, or abmitious an-
nouncer desiring sales training. Top-rated
music-news station. KGKB, Tyler, Texas.

Top salesman wanted immediately for
progressive station. Rush complete re-
sume including salary requirements. Grace
ﬁegth. Assistant Manager, WLSE, Wallace,

FM station man experienced in sales and
some board work, excellent opportunity.
WRVB-FM, Madison 1, Wisconsin.

Growing media brokerage firm needs addi-
tional associates/representatives in New
York-Washington and midwest areas. We
will either franchise a territory to an as-
sociate (straight commission) or hire a
representative on fixed salary, expenses
and bonuses. Reqluirements are #l. 1d
enough for maturity in judgment, young
enough to be an eager learner (generally
early 30's to early 40's). #2. Face to face
selling experience. #3. Working knowledge
of one or more media fields. #4. Character
that will stand thorough investigation. In-
terviews Washington, New York, Chicago,
San Francisco, Atlanta. Contact Paul Chap-
man, 1182 W. Peachtree St., Atlanta 9, Ga.

Step up! Midwest jobs waiting. Write wWalk-
er Employment Service, 83 So. Tth St
Mpls. 2, Minn. for free application.

Announcers

Negro announcer, Must be experienced and
rockin’ personality for major market sta-
tion. Rush exg;erience and tape. Box 591B,
BROADCASTING.

Negro announcer with 1st ticket and strong
air personality for established major mar-
ket station. Must be a_go-getter. Resume
and tape immediately. Box 662B, BROAD-
CASTING.

Wanted—experienced announcer with deep,
resonant voice for metropolitan Good Music
operation. Start $105 per week, replies con-
fidential. Send tape and references first
letter to Box 808B, BROADCASTING.

Have mid-September opening for experi-
enced announcer desiring to locate in small
Georgla city near Atlanta. Favorable work-
ing conditions, Above average for right
man. Send audition tape with letter to
Box 827B, BROADCASTING.

Experienced country-western deejay for
California station, some sales,. tape-photo
resume. Box 986B, BROADCASTING.

Step up! Punch and push personality for
top-rated, 24-hour 5 kw in booming east-
ern market. 35 hour week. Start %105.00.
First phone preferred, will consider_ all
others. Send tape, picture, detail. Per-
manent. Box 994B, BROADCASTING.

Now hiring—3 swinging, selling dj’s for tight
production, quality music format. Virginia
fulltimer. Send tape., resume and photo first
letter. Box 107C, BROADCASTING.

Announcer with commercial radio experi-
ence. Run control board. Good pay. Fringe
benefits. East coast. Box 119C, BROAD-
CASTING.

Near New York City 4th largest market in
U.S. Need two top-notch dj’s. Must have
knowledge of board and tight production.
Adult station, no top 40. Good opportunl(t_ly
for right man. Box 123C, BROADCASTING.

l-lelp Wanted-—— (Cont’d)

Announcers

Midwest radio-tv combination wil! have
opening for bright, fast dj also capable of
doing quality tv commercials. Send tape,
picture and resume Box 137C, BROAD-
CASTING.

Increasing staff. Mature voice. News and
good music. Excellent New Mexico com-
munity. Our staff knows of this ad. Air mail
Box 147C, BROADCASTING.

Need experienced announcer for west Texas
daytimer with news experience. Send tape
and references first letter to Box 150C,
BROADCASTING.

Experienced dj or ambitious trainee de-
siring future with top-rated music-news
station. KGKB, Tyler, Texas.

Program director assume morning person-
ality show. Capable handle personnel. Em-
phasis on community, area relations. Ari-
zona top regional. First phone essential, no
maintenance. Must work closely with man-
agement and sales. Excellent facilities, in-
cluding modern production equipment and
aids. Modern music forimat with adult ap-
proach. Local news important. Chance to
build solid future with progressive group)
Top salary for right man. Position open due
to promotion within group. Contact Harry
L. Becker, KVNC, Winslow, Arizona. Tele-
phone 289-2011.

Announter daytimer. Mail tape, photo
KVWM., Showlow, Arizona.

Staff announcer; play-by-play experience
desirable. Middle of road music but tight
operation. KWHW, Altus, Oklahoma.
Announcer-first phone fer multiple station
operation with excellent chance for ad-
vancement and extra benefits. Send resume
and tape to WALM, Albion, Michigan.

Staff announcer, experienced, tight pro-
duction, stable. Send tape, resume, salary
requirements and references. WASA, Havre
de Grace, Maryland.

WFMT, Chicago, classical music—fine arts
station, is accepting applications for staff
announcer. Must be able to correctly pro-
nounce foreign names and terms. Low key
delivery. Liberal arts background desired.
Tapes and letters only. WFMT, Dept. MR,
221 N. LaSalle St., Chicago 1, Illinois.
Program director and top air personality
for WGEE, Indianapolis. Send background
and tape 10 Tim Crow, Rollins Broadcast-
ing-Telecasting. P.O. Box 1389, Wilmington,
Delaware.

Wanted, experienced morning man for metro
good music-news operation. Send tape and
references to WIBX, Utica, New York.
Announcer-copywriter with restricted per-
mit. Resume, tape, sample copy to WKILZ,
Box 663, Kalamazoo, Michigan.

Announcer—Must be experienced in dj and
staff work. Emphasis on good commercial
delivery, personality, and ability to work
smoothly in fast-paced operation. Perma-
nent positon at dominant station in solid
market, offering excellent salary and full
company benefits, Send tape and resume
to WMAY, 711 Myers Bldg., Springfield,
Illinois.

FM station, man must have sales experi-
ence, real opportunity, WRVB-FM, Madison
1, Wisconsin, l A .
Air personality experienced with play-by-
play ability. Modern adult music format. 1st
phone required. Top salary if solid and
capable. Growing group. High dry climate.
Send tape, background and references air
mail to Harry L. Becker, KVNC, Winslow,
Arjzona.
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Help Wanted— (Cont’d)

Announcers
Leading integrated radio-tv operation ex-
panding live programming In new miliion-
dollar plant has opening for versatile an-
nouncer of proven professional caliber.
WSAV Radio-Television, Savannah, Georgia.

Immediate opening for versatile dj_-an-
nouncer, salary commensurate with ability,
write or phone Program Director, WTNS,
Coshocton, Ohio.

Announcer-dj for good music NBC midwest
affiliate. Must have experience, work days.
Good salary plus benefits. Send photo, tape
and resume to Ed Huot, WTRC, Elkhart,
Indiana.

For deejays original enough to create their
own material. The Deejay AirHumorOlogy
Kit tells you what humor is and how to
ereate your own patter. $4.80, postpaid. Air-
HumorOlogy, P.O. Box 1, Elkhart, Indiana.
Announcers. Many immediate job openings
for good announcers throughout the S.E.
Free registration. Confidential, Professional
Placement, 458 Peachtree Arcade, Atlanta,
Ga.

575) up!_M-idwe? jobs waiting. Write
Walker Employment Service, 83 So. Tth
St., Mpls. 2, Minn. for free application.

Technical

Chief engineer—Northeastern metropolitan
major suburban market, responsible con-
scientious engineer to head and direct en-
gineering dept in all activities plus expan-
sion plans. Latest and most modern equip-
ment. Full particulars first inquiry. Salary
open. Major corporation looking for capable
person. Box 919B, BROADCASTING.

Engineer-announcer for Virginia 1000 watt
station. Good salary and hours to right man.
Engineering ability first consideration. Send
tape and resume to Box 956B, BROADCAST-
ING.

Now hiring — Chief - engineer - announcer
combo for tight-production. quality music
format. Virginia fulltimer. Send tape,
resume, and photo first letter. Box 108C,
BROADCASTING.

Chief engineer for Montana 1 kw non-direc-
tional. Fine plant, latest equipment, friendly

community, good working conditions.
Health insurance, retirement plan. Give
details, references, experience. snapshot.

tape if combo. Box 112C, BROADCASTING.

Combination engineer-announcer needed
for small market. full time operation. Voice
requirement will be exacting. Engineering
requirements necessary on mobile equip-

ment. Gates equipment with automatic
cartridge equipment to follow. Salary open.
Full resume including tape mandatory.

Write Box 133C, BROADCASTING.
Chier engineer. 10 kw directional-remote
control operation—NYC suburb. Must be ex.
perienced in equipment maintenance and
engineering staff administration. Send re-
sume to Box 158C, BROADCASTING.
Chiet engineer. AM and fm operation.
Some announcing. Send information and
tape to George Volger, Mgr. KWPC, Mus-
catine, Iowa.

Tech School graduates: One 1st chlef engl-
neer/announcer needed in P, Marion,
S.C. and one in WLSC, Loris, S.C. 20 hours/
week announcing. $75.00/week. Send resume
and references with letter.

First phone with vir experience to install,
maintain 3 Ampex vtr’s. Contact Bill Fall,
% ‘WBAA, Purdue University, Lafayette,
Indfana.

Engineer-announcer, for new kilowatt fuil-
timer. IHelp with station construction, then
carry full announcing trick. Excellent op-
{;ortunlly to grow with new operation. Send
ape and resume to Charles Halle, Station
WBBX, Portsmouth, N.H.

Chlef entincer for 1 kw. Coastal Maine area.
Salary open—write WDEA, Ellsworth,
Maline.
Immediate opening for first phone man.
Will accept young man just out of school.
Must be able to do some announcing or
willing 1o learn, Call Banner F. Shelton,
WMYN, Madison, N.C. Phone 9207.
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Help Wanted— (Cont’d)

Technical
Florida is calling for good engineer (first
phone) production man. Must kKnow ates

equipment. No announcing. WOKB, Orlan-
do, Fleorida.

Chiel engineer or combo chief and an-
Qouncer. Salary open. WVOS, Liberty, New
ork.

Step up! Midwest jobs waiting. Write Walk-
¢r Employment Service, 83 So. Tth St,
ANipls. 2, Minn. for free application.

Production-Programming, Others
Local newsman-gather and announce 250
fulltime-southeast New York state. Box
786B, BROADCASTING.

Program director for well-established classi-
cal music station in the Pacific west. Must
be capable of organizing and directing air
personnel, supervising classical music selec-
tion, working with station’s commercial
staff, and giving fully professional action to
program policy and station promotion.
Please do not apply uniess you can furnish
proof of classical music broadcasting experi-
ence under demanding circumstances. Send
full background, references and salary de-
sired with first letter. Write Box 928B,
BROADCASTING.

Radio newsman: Assist news director, cen-
tral New York metropolitan station. News-
in-depth operation: editorials, documenta.
ries. panel discussions. Cover beat, write, air
ﬂ\er\és. Salary open. Box 120C. BROADCAST-

Wanted—Experienced program director-an-
nouncer for l-kw daytimer about to go
fulltime. Emphasis on good music. news
and sports. Car necessary. Pro%ressive city
of 15,000. Salary open. Send tape, photo,
full information and references first letter
to Manager, KSCB, Liberal, Kansas or phone
Main 4-3891.

Young man with inquisitive mind for ex-
panding news operation. Some typing ex-
perience necessary. Work primarily gather-
ing, editing and announcing local news.
Some dj work. Inexperienced yYoung an-
nouncer considered. Send photo. tape.
resume and starting salary. WADS, An-
sonia, Connecticut.

Have an immediate opening for experienced
radio program-production man to build lo-
cal and regional feature program concept.
Write or phone Program Director, WOOD
Broadeasting, Inc.. Grand Rapids, Michigan.

Broker of television and radio stations to
live in the south. Background—previous ra-
dio or television ownership or management
desirable. Write full and comnplete details in
first letter outlining chronologically your ex-
perience, education, physical appearance
and background. Extremely lucrative for
the right individual. Associated Personnei
Service, 1627 K Street. N.W., Washington,
D.C.. ST. 3-6520.

RADIO

Situations Wanted—Management

Experienced, adult. family radio_ man.
Thoroughly familiar all phases. Fifteen
years in business; eight years succesful
management. Have first phone. Five figure
man; prefer south or west. Box 874B,
BROADCASTING.
Experienced manager. Ten years present
successful operation. Seventeen years radio.
Box 899B, BROADCASTING.

Retiring after 20 years as Marine. 13 years
spent In radio-iv . . . capable of any assign-
ment. Deslre management and/or pd .

40, married, desire to setile for life
prefer southwest or west. Available
ary '61, Box 923B, BROADCASTING.

Janu-~

Sales manager-sales. Experienced in all
types of programming. Sales., public rela-
tions, production and news. 6 Years in pres-
ent market. Self-starter. good idea man.
Family man, 38. Warm clitmate needed for
wife's health. Box 967B, BROADCASTING.

ualified station
ew ownership requires
change. Present earnings $15-1600 month-
ly. ant top 50 market with challenging
opportunity. Write Box 101C, BROAD-
ASTING for personal interview

Experienced,
seeks home.

nmanager

Situations Wanted— (Cont’d)

Management

Young (26) very adult veteran seeks man-
agement opportunity. Execelient air back-
ground., managerial experience. Serlous,
production-minded, interested in bright
imodern sound with family appeal. Would
like to institute and sell gquahty radio in
small to medium market. Box 100C, BROAD-
CASTING.

Management—small, medium market. For-
mer manager small market three years. Ex-
perienced sales, programiming, announcing,

etc. Eleven years radio. 32, family. Now
sales top 50 market. Box 104C, BROAD-
CASTING.

Veteran broadcaster, over 20 vears radio
experience, large markets, midwest. Pro-
gressed through sales, sales management,
general management and ownership. WIll

invest in right situation. Box 105C, BROAD-
CASTING.

Manager. Radio and/or tv. Sales, program-
ming, administration. Production. Capabie.
Box 110C, BROADCASTING.

Tep quality announcer pd ready for man-
agement. One dozen years of experience.
Handle people well. steady, married. want
opportunity more than big bank account.
Box 140C, BROADCASTING.

Sales

Executive-performer-writer re-entering tv-
radio. 49.7 rating in top 25 markets. Extreme-
ly successful sales manager. West preferred.
Write Box 896B, BROADCASTING.

Southern California radio manager wanted,
willing to give golden voiced announcer
with nineteen years experience a chance
at unglamorous radio sales. Mature, deadly
serious, and dedicated salesman from now
on. Box 991B, BROADCASTING.

I want to sell! Can you use the services of
an ambitious, well recommended, 26 year
old college graduate, experienced in ail
phases except sales who wants to build a
future in the sales profession? Box 13IC,
BROADCASTING.

Announcers

Announcer, excellent mature voice (AB
degree-Speech). first phone. Strong on
news, commercials. weather. Capable of
good. sane di show. 3 years experience.
Electronics background. Negro veteran
(Korean). Box 841B, BROADCASTING.

Sports announcer—Part-time, 30, married.
college degree. Vicinity New York City
only. Let me handle your sports program.
Strong on play-by-play. Experienced copy-
writing. Box 924B. BROADCASTING.

Top personality, nationally known, record-
ing artist. Eighteen years on radio, includ-
ing own show on CBS, MBS, NBC and own
regional network. Have appeared on Ed
Sullivan show twice. No formatters need
reply. Strong competition is welcomed. Min-
imum offer considered, $250 per week. Box
947B, BROADCASTING.

Country-personality deejay. first phone, ex-
perienced. Make offer. No modern radio.
Box 980B, BROADCASTING.

Attention Mississippl! Young announcer, 2nd

phone. two years experience. Know 9good
mnusic. Available in November. Box 985B,
BROADCASTING.

DJ, strong news, commercials. steady. re-

locate anywhere. Seeking challenge. Box
988B. BROADCASTING.

Negro dj, sales-minded. serious. audience
appeal. Versatile. go anywhere. Box 989B.
BROADCASTING.

Gal dj, negro., board, sales. travel. Available
immediately. Box 990B, BROADCASTING.

Married, mature good music announcer de-
sires permanent position with advance-
ment potential. Competent at board. Ex-
perienced in commercial and educational
operation. Awvatlable February., 1961. Box
992B, BROADCASTING.

Experienced stafi announcer. Seeking op-
portunity for advancement. Also salesman
and sports play-by-play. Radio school
graduate. No area preference. Box 996B
BROADCASTING.
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Situations V-Vanled— (Cont’d)

Announcers

Air personality with friendly, intimate de-
llvery wants career position in medium or
large market. Tight production combined
with personality air salesmanship. Box
998B, BROADCASTING.

Mature personality, single, solid voice, adult
approach. Seeking medium to large market
modern gquality operation. 10 years experi-
ence all phases. No drifter. Right oppor-
tunity will take me anywhere in USA.
Box 999B, BROADCASTING.

Experienced dj: news and sports. Adult, pro-

fessional, versatile. Ambitious. Box 109C,
BROADCASTING.
N.E. dj, bright sound, fast pace, § years,

some Sales, sports.

employed, family, 24,
114C, BROADCAST-

$125 minimum. Box
ING.

Attention southern states, Annqu_ncer, vet,
professional school grad. Ambitious. Will
travel. Box 115C, BROADCASTING.

Sports director, news. Top coverage. 7 years
experience. Heavy sports wanted. Best ref-
erences. Available immediately. Box 121C,
BROADCASTING.

Versatile, conscientious announcer seeks
midwestern staff position, College. Can han-
dle news, music, features and play-by-play.
Combo experience. Box 126C, BROADCAST-
ING.

Top forty jock presently employed by num-
ber one station in nation’s number five
market looking for a home in Los Angeles,
San Diego or San Francisco areas. Box 128C,
BROADCASTING.

Four years Pplay-by-play basketball and
football. News; gathering, writing, editing.
Box 134C, BROADCASTING.

Need a man to reach and adult audience
and sell them? Need a man familiar with all
kinds of music who features tight produc-
tion? Then you need me. Presently em-
ployed in medium market—ready for the
big time. Box 139C. BROADCASTING.

Young married announcer available. Runs
own board. Four years experience in top 40,
news, and fm. One child. No floater. Sober.
Box 141C, BROADCASTING.

announcer, first phone. No
maintenance. Middle Atlantic states only.
Wolford, Temple 6-0969. Alexandria, Va.
Box 145C, BROADCASTING.

Experienced

Young married vet, -with fm experience. Pre-
fer south. Good voice and professional
school graduate. Box 146C, BROADCAST-
ING.

California here I come. The magic month is
October. Top-rated deejay at number one
station pulls stakes in northeast. Currently
program director-deejay. Strong on promo-
tions and modern radio ideas. If you swing,
move October. Modesty and money prevent
me from rambling on. Box 151C, BROAD-
CASTING.

Attention! N.Y., N.J. Conn., neighboring
states, Staff-dj, 312 years experience. Mar-
ried, dependable, available immediately. Box
152C. BROADCASTING.

Hold fellow-feeling with Saul E, Halpert's
"The Vanishin Newscast.” Box 153C,
BROADCASTIN

Live morning personality, now top rated
major mid-western inarket. Wish to rele-
cate and settle down back east but will con-
sider all offers. Married. no floater. Ex refs.
Box 156C, BROADCASTING.

Comho man—1st phone. Primarily fast-
paced, swinging jock. Top personality,
young, family man. High rated show. Cur-
rently with 10 kw, top 40 station in major
market. $125 minimum. Box 157C, BROAD-
CASTING

Great radio, nine years, solid references,
know standard and formula radio. News and
music. Veteran with college. Finest of back-
ground. Box 160C, BROADCASTING.

Youngi lively sound, some experience. Hligh
i

on ability. Prefer southwest. Will send tape,
resume and photo. Call LO 8-5495 (New
York City).
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Situations W;anted—_(Cc;nt’d)

Announcers
Announcer, dj, copywriter, Ambitious, hard
worker. Mature voice. Good personality,
Operate own board. Will travel anywhere.
Tape, resume, photo. Larry Beller, 1745 East
55th St., Chicago 15, Illinois. Phone: BUtter-
field 8-5404.

Mediocre annoucer dj and dance musician.
Can double as chief engineer, music librari-
an, copywriter, traflic manager or station
manager. Experienced all phases of radio
and meteorology. Wide knowledge of music
from corn to classics. Unencumbered, so-
ber, disgustingly conscientious. Small salary
and community ne deterrent if you can
prove you need such man and want me.
Write Martin L. Croft, Martinsburg, Pa.

Exmarine, graduate of broadcasting school
is interested in Michigan-Ohio-Illinois-Indi-
ana area. Permanent position needed. Ma-
ture, ambitious, dependable, can give you
quality. Ken Hale, 18055 Schoenherr, Detroit
5. Call WO 2-5785 or LA 6-0732.

Young negro announcer. Vet. Some board.
Willing to learn. 3rd phone. Have car, will
travel. Bob Lee, 6028 S. Drexel Ave., Chi-
cago 37, Illinois, i

D-Js experienced. Good ad lib personalities.
Fast board. Good sell. Contact New York
School of Announcing and Speech, 160 West
73rd Street, New York City.

Country and western dj. Desires personality
type show with opportunity to sell. Married,
17 years experience in c&w field. Jack Os-
borne, phone Pleasant 0715, 4203 Emmet
St., Omaha, Nebraska.

DJ—Ten years experience—now available.
Past four and a half years in eastern sea-
board market of half a million. Prefer to
audition live—but will mail tape-letters-
film-resume on request. No top 40 please.
Call South Orange 2-5912 9:00 a.m. to 10:00
p.m., or write Bruce Parsons, 12 Washing-
ton Park, Maplewood, N.J.. New Bruns-
wick Studio number—Charter 7-1450, any-
time.

Mature announcer—7 years experience, all
phases. Excellent news, deejay and com-
mercial. Good production man—willing and
able to do it your way. Any decent offer
considered—east or midwest. Available im-
mediately. No tapes, talk to me. Von Neu-
bauer, Apt. 210, 4520 MacArthur Blvd.,, NW,,
Washington 7, D.C.. Federal 7-5062.

Technical
Texas only. Engineer-announcer. DJ, 8 years
all phases, Married, 29, currently chief. Box
127C, BROADCASTING.

Chief engineer-announcer seeking Gulf
Coast position. Three years chief experi-
ence. Tape and recominendations available
upon request. Box 129C, BROADCASTING.

Engineer—potential announcer—will train.
Two years in radio, one in tv. Box 162C,
BROADCASTING.

Experienced first engineer. Family man.
George Davenport. 2222 B North 23rd, Mil-
waukee, Wisconsin. Phone WEst 3-3270.

Production-Programming, Others

Former public and station relation execu.
tive, 18 years experience broadcasting in-
dusiry, desires return to station relation

or public relation position. Excellent
achievement record both in field and as
director. Box 970B, BROADCASTING.

Washington, D.C., newspaperman, 20 years
experience, including radio-tv, now legisla-
tlve work, wants write and/or air news
mornings, evenings, weekends, Washington
areas station, to keep hand In. Solve news
staff scheduling problems! Box 995B.
BROADCASTING.

ToDflight radio womaii: Top billings, top
ratings, toP listener follow-thru, some tv,
seeks challenging opportunity metropelitan
market. Attractive, dynamic. Drives own
car. If Interested in seasoned pro with ex-
ceptional skills and professional knowhow,
write Box 102C, BROADCASTING.

Newsman, experienced, journalism graduate,
23, family, leaving Army.Gprefer midwest.
Box 130C, BROADCASTIN

Situations Wanted— (Conr’d)

Production-Programming, Others

Newsman reporter and newscaster experie
enced in police, court, political, education,
government news and features—straight-
forward interpretive reporting, professional
delivery—college, car, best references—in-
terested radio or tv news work. Box 142C,
BROADCASTING.

News from there to hear. Basic working
newsman. Tenure-growth potential. Mid-
west. News-time difference. Adult dj sec-
ondary. $5,200. Box 154C, BROADCASTING.

. TELEVISION

Help Wanted—Manage;nen-t

See media broker opportunity under "Radio:
help wanted-sales” this issue.

Sales

National and regional sales manager—suc-
cessful vhf small market station, southwest,
offers opportunity to man willing develop
national sales contacts all levels, working
with brokers, client personnel and agencies
to get and keep market and station on list.
Expansion into major market pending but
need someone able handle present market
and grow with us. Tell us how much you
need to earn now, and how much you want
to earn later. Box 136C, BROADCASTING.
See media broker opportunity under "‘Radio-
help wanted-sales” this issue.

Experienced television salesman or agency
man to take charge of local sales and assist
sales manager in national sales. Immediate
opening. Complete resume and references
to Edward Boghosian, WJAR-TV, Provi-
dence, Rhode Island.

Announcers

Leading integrated radio-tv operation ex-
panding live programming in new million-
dollar plant has opening for versatile an-
nouncer of proven professional caliber,
WSAV Radio-Television, Savannah, Georgia.

Tech n_ical

‘Go west, young man. Established western
vhf-TV broadcaster needs sharp mainte-
nance technician capable of progressing to
chief engineer. Write stating age, training,
an(é experience. Box 814B, BROADCAST-
ING.

Wanted: Experienced transmitter engineer
for brand new vhf, full power, RCA instal-
lation, gulf coast location. Very good salary
for qualified man. Send resume to Box
957B, BROADCASTING.

Florida vhf has opening for trainee in main-
tenance position with station. The selected
applicant will obtain experience on am-tv
and remote tv facilities. Prefer recent tech
school graduate with first phone. Cram
course graduate will not be considered. Box
143C, BROADCASTING.

Continuing expansion requires additional
transmitter engineer and engineer for main-
tenance of new microwave system. Both
positions require licensed, experienced men.
Send resume, references and starting salary
requirements to Chief Engineer, KOAT-TV,
Albuquerque, New Mexico.

Transmitter man wanted for mountaintop
installation with quarters if desired. Write
C.E., WPTZ, Plattsburgh, N.Y.
Video maintenance coordinator. Minimum
age 28, minimum tv station video experi-
ence 3 years. Best job in Miami, Florida.
Contact Herb Evans, WTHS-TV, 1410 NE
2nd Ave.

Production-Programming, Others

irl wanted for outstanding mid-
station. Some experience
but will consider college training
Excellent working ‘conditions,
State salary expected
letter 1o Box B840B,

Traffie
west television
helpful,
in traffic.
emcrlofyee benefits.
an ull details in
BROADCASTING.

TV newsman—QOpening now for experienced
on-camera newsman. Must be able to gather,
edit, and air for top-rated am-tv. Send re-
sume, picture and kine or vt. Box 910B,
BROADCASTING.
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_Help Wanted—( C:nt’d;

Production-Programming, Others

Newsman—Need good solid experienced re-
porter. Capable of shooting 16mm sound
or silent, and handle tape recorder. Not
necessary to be on-the-air man, but poten-
tial offered for future air work. Send re-
sume and picture. Box 911B, BROADCAST-
ING.

Art director: EXxperienced in tv art and
photography. Must be creative, send resume

and sample of art work to: Ronald Boyles,
KHOL-TV, Holdrege, Nebraska.

_ ~ TELEVISION

Situations Wanted—Management

My best salesman desires a management
position in either radio or television. He
billed $300,00¢ the past year. For details con-
tact Box 968B, BROADCASTING.

Sales
Six years at uhf station, 432 as national-
local sales manager. A moneymaker desir-

ing a larger market and opportunity. Box
132C, BROADCASTING.

Top tel_evision salesman, executive qualifica-
tions, excellent background, married, pres-
ently employed. Box 138C, BROADCAST-
ING.

Announcers
Young main,ipresently small tv-am opera-
tion, desires larger market. Good appear-
ance. 4 years experience. Box 155C, BROAD-
CASTING.

On camera news, weather, and commercial
announcer, 16mm film audition available.
Call NYC, Bayside 9-7241.

Let's make your station’s sports coverage
tops in your market. Experience in radio-tv
with network affiliates in south Florida's
No. 1 market. Announced major independ-
ents football and basketball, weekly tv
sports shows, series on basketball in area,
half hour tv sports special. All phases pro-
duction, write, some work shooting and
editing film. Interviews with over 150 sports
personalities and entertainers. College grad.
TV work in Army. Ambitious, desire op-
portunity to do on-camera work and grow
with station. Top references. Desire posi-
tion in West, consider others. Bob Darby,
185 N. Wabash, Room 1119, Chicago, Ill.

Situa-ti(:ms Wz-mted—(Com’d)

Production-Programming, Others
Production manager—Hardworking, ambi-
tious, young man desires production mana-
ger or producer-director position with com-
pany that will use fresh, creative, practical
ideas. 5 years experience, B.A. M.S.—radio
& tv. Loves hard work, long hours and a
challenge, Excellent references, Box 945B,
BROADCASTING.

TV newsman, college graduate, with six
years reporting, writing and filming experi-
ence looking for news position with secur-
ity. Box 993B, BROADCASTING.

Producer-director-writer. Experienced.
Alert, Creative, Practical. Box 111C,
BROADCASTING.

Newsman. Excellent background. education.
Ten years all phases radio, wire service.
MS journalism. Want tv. 29, married. Box
113C, BROADCASTING.

22 year old woman with B.S. in tv, movies
and radio is looking for work in N.Y.C.
area, Prepared to do production and/or
writing. Available now. Box 817B, BROAD-
CASTING.

Film director—10 years experience. Family-

man—~Qutstanding references. Box 124C,
BROADCASTING.

FOR SALE

Equipment

Vidicon broadcast camera Dage 300D in-
cludes EIA sync generator, camera control,
power supply, Vidicon, 14 inch profession-

al monitor, all cables. instruction books,
working order. Make offer. Box 106C,
BROADCASTING.

Real bargain for cash buyer, Tapak recorder,
and Viking with twenty cartledges, instruc-
tion manual and amplifier. Both machines
for just $200.00. Write KALG. Box 268,
Alamogordo, New Mexico.

Garyed tower—heavy duty Utility type 260
with A-2 lighting. 150 standing—40’ ground-
ed—190° overall, Awvailable immediately.
Radio Station WOKJ, P.O. Box 2667, Jack-
son, Mississippi. Telephone FL 4-4096.

Motorola two-way radio, base station with
antenna and two mobile units complete, Al
condition, wonderful for remote broadcast.
WPHB Radio, Philigsburg, Pennsylvania,
Phone Dickens 2-2300.

For Sale: Fe(_ieral 19;; 350-watt f;l trans-
mitter and station monitor just replaced
by higher power equipment.$2,500.00. WQXT

Technical AM-FM. Palm Beach, Florida.
1st phone, 4!2 years experience all phasés Multiplex Gates generator single sub chan.
studio operations, maintenance. Resume nel neéw, never been used. $600 or best

upon request. Box 921B, BROADCASTING.

Eooking for tv transmitter position. Expe-
rience 9 years tv studio, 10 years am trans-
mitter and former chief radio. Box 939B,
BROADCASTING.

Experlenced studio maintenance, micro-
wave. All phases operation. First phone.
Presently employed. Box 122C, BROAD-
CASTING.

First phone, 33, years experience all phases
studio, remotes. Some transmitter, vtr.
;"arc\‘;\ily. Veteran. Box 135C, BROADCAST-
NG.

Competent studio operations Interns com-
pleting comprehensive technical and pro-
ductlon tralning seeking em];[loyment. on-
tact Intern Supervisor, WTHS-TV, Miami.

Young man looking forr a start on tv,
covared all phases of studio operations. Also
have training on commercials. willing to
travel and please state beginners salary.
write to Mr. Dimitrl Nickas. 226-8 Avenue,
Brooklyn 15, New York. Or call anytime
after 7:00 p.m. at this number NEvins 8-3183.

Production-Programming, Others

Availaple January 15, 1961-—Production/di-
rection live/Nlm. Versatile all phases com-
merical/education, 10 {enrs experlence.
liave Arvl-—Passport—WII (ravel. Box 640B,
BROADCASTING.
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offer. WRVB-FM, Madison 1, Wisconsin.
Gates 1 kw fin transmitter with
channel multiplex, new exciter.

W.E. control board $200; CB-11 turntables
with RCA transcr. arms and cabinets $100
ea.: Pentron tape magazine repeater with
cartridge (A-4) $80: GL 5593 Phasatrons
$10 ea. D-4605 Terre Haute, Inc. or Box 433.

dual
500.

Ampex 601 recorder, full track. Brand new
in box, $485.00. Box 221. Lebanon, Tennes-
see.

Video monitors. Closed circuit and broad-
cast. Foto Video Laboratories Inc,, Cedar
Grove, New Jersey,K CE 9-6100.

will buy or seil
Guarantee Radio & Broadcasting
Co., 1314 Iturbide St., Laredo. Texas.

broadcasting equigmenlt.
upply

Ampex  351-2P poriable demonstrator, like
new, $1685.00—cost $2105.00. Kaminga Elec.
tric Company, 1337 Judd, SW. Grand Rap-
ids 9, Michigan

Tv Video monitors. 8§ Mc.. metal cabinets
starting at $199.00. 30 ditterent moclels B”
thru 24”. Miratel, Inc., 1080 Dioune St.. St.

Paul, Minn,

World's largest searchlight. G.E.. mounted
on good Chevrolet truck. Cost over $65,-
00000, Stlll llke new, rents for §75.00 per

night. Idenl to boost radio-tv sates skyhlgh.
Gninsz In service, sacrifice $2050.00. Pay for
self in ten weeks. Phone Howard Rigsby,
VE #-5485. or P.O. Box 1662, Birmingham,
Aln.

WANTED TO BUY

Equipment

FM: Cash for transmitter monitor, antenna,
etc. Also interested in purchase of operat-
ing stations. Box 745B, BROADCASTING.
Need am-fm broadcast equipment trans-
mitters, speech-remote-consoie-antenna-
monitors-recorders—the works. Box 103C,
BROADCASTING.

RCA 1-0 used camera head only, any con-
dition, with or without viewfinder, or com-
plete RCA used camera chain. Reply to
William C. Grove, General Manager, KFBC-
TV, 2923 E. Lincolnway, Cheyenne, Wyo-
ming.
Used Dumont field syn¢ generator in ’Food
operating condition. Contact E. M. ink,
Director of Engineering, KWWL-TV, Water-
Ioo, Iowa.

Studio console, preferably Western Electric
25B. Also want 250-1000 watt fm transmitter,
frequency and modulation monitors. Write
David Gustafson, KUMD-FM, Duluth 12,
Minnesota.

Wanted to buy immediately. We want to
purchase two good used consoles or conso-
jettes, turntables, and tape recorders, to set
up two recording studios. If you have some-
thing good and it is reasonably priced. call,
write or wire: Max F. Harper, Chief Engi-
neer. Radio Station WDAK, Columbus, Ga.,
telephone: FAirfax 2-5447.

Studio zoom lens for RCA 1.0 television
monocrome camera. Write Chief Engineer,
WSAU-TV, Wausau, Wisconsin.

Want used Dumont field camera chain in
good operating condition. Contact E.M. Tink,
Dir. of Eng.,, KWWL-TV Waterloo. Iowa.

Anything in broadcasting field from a tube
to a tower sold or bought. Electrofind, 550
Fifth Avenue, N.Y.C.

Do you have white elephant on your hands?
We are in need of complete fm station
equipment. Have c¢.p. for hot spot in south-
ern California ready to go. Prefer complete
station setup. Write, wire or phone Cordell
Fray, 8046 Fulton Avenue, North Holly-
wood, California. Triangle 3-1967.

Used | kw transmitter wanted by mission-
ary station. Korea. Reasonable or donation.
Advise RAVEMCCO. 475 Riverside Drive,
New York.

INSTRUCTIONS

FCC first phone license preparation by
correspondence or in resident classes.
Grantham Schools are located in Hollywood.
Seattle, Kansas City and Washington. Write
for our free d40-page brochure. Grantham
School of Electronics. 3123 Glilham Road,
Kansas City 9. Missouri.

programming, etc. Twelve
week intensive. practical training. Brand
new console, turntables. and the works.
Elkins School of Broadcasting. 2603 Inwood
Road. Dallas 35, Texas.

Announcing,

Since 1946. The original course for FCC 1st
phone license, 5 to 6 weeks. Reservations
required. Enrolling now for classes starting
October 26, 1960. January 4. March 1, 1961
For information, references and reservations
write Williamy B. Ogden. Radio Qperational
Engineering School. 1150 West Olive Ave-
nue. Burbank, California.

Be prepared. First phone in 6 weeks, Guar-
anteed Instruction. Elkins Radio License
School of Atlanta, 1130 Spring St., N.W._
Atlanta, Georgia.

The National Academy of Broadcastin
(3338-16th  St., N.W., Washington, D.C.
Est. 1934. Trains and places radio-tv an-
nouncers dj's. writers. producers. Enroll

now for fall term.

I'CC first phone license in six weeks. Guar-
anteed instruction by master teacher. G.I.
approved, Request brochure. Elkins Radio
%cense School. 2603 Inwood Road, Dallas,
exas.

BUSINESS OPPORTUNITIES

Se¢e medin broker opportunity under “Radio-
help wanted-sales’” thls issue.



RADIO

Help Wanted—(Cont’d)

Help Wanted—Management

Production-Pregramming, Others

!
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CALIFORNIA STATION

With tecrrific advertiser acceptance needs
sales manager to improve cutrent $183,000
per year billing. S is in di
market on low frequency covering vast
San Joaquin Valley with tremendous new
potential. This sales manager must be
experienced self-starter with good sales
production and stable record. Must be
creative sales manager able to work well
with staff. Ideal working conditions and
top salary to right man. Interview required.
Give all details first letter.

Write Box 780B,
BROADCASTING.

P - ¢ - $ 5 M- $ - $ - § P i-¢

e § e § e § $ -6 " -§ $ -3

CALIFORNIA
5,000 WATT STATION

In medium market needs capable and
aggressive sales minded manager. Take
full charge. Must have proven record
of producing and desire stable situation

where enlarged responsibilities provide
larger income. Must be on the street
salesman able to handle salesmen and
staff. Salary plus percentage of profit.
Ideal climate, ideal working conditions.
Interview required.

Write Box 781B, BROADCASTING.

Announcers

WANTED

America’s number one Base-
ball Broadcaster to do play-
by-play for a major league

team.

Rush tape — photo—resu-
me to:

’ BOX 954B,

BROADCASTING.

TOP NEWSMEN WANTED

| |
{ 10,000 watt midwest swingin‘ station |
| comes alive. Alert newsmen needed for |
! nation’s newest, most successful news I
concept, hard driving, production mind-

i ed, beeper conscious, best local coverage I
I with quality. Send tape, resume imme- |
It diately. =
] |

Box 934B, BROADCASTING.

BROKER WANTED—SOUTHEAST

Broker of Television and Radio Stations
to live in the South. Background——Previ-
ous Radio or Television ownership or
Management desirable. Write full and
complete details in first letter outlining
chronologically your experience, educa-
tien, physical appearance and back.
ground. Extremely lucrative for the right
individual.

ASSOCIATED PERSONNEL SERVICE
1627 K Street, N.W.
Washington, D.C.

ST 3.6520

RADIO

Situations Wanted—Announcers

a2l P b r g iR e D g s g B 7 g N 7 W
MORNING DJ-PD
Pied Piper of the powder puff set,
phone personality with saleable
ideas for lively, mature metro ra-
§ dio (and tv). 15 top rated years
thru all changes. Responsible family

man. '§
Box 116C, BROADCASTING Q;

Production—Programming, Others

NEW MANAGER
Currently employed 50 kw Los Angeles
Format station. If your news operation
lacks the depth and direction you demand,
let my experience lead the way. Plenty of
beat-pounding, research-digging, feature-
writing, phone-checking and hustle in my
background. Let’s put it to work for you.
Finest refetences, Write 'News Manager,”
P.O. Box 1618, Hollywood 28, California.

TELEVISION

Help' Wanted—Management

CAREER OPPORTUNITY
for PROMOTION MANAGER

TV station in top 10 market wants
creative promeotion manager with
strong emphasis on audience pro-
motion. This is your chance to join
dynamic group operation where
growth depends on ability. Write
fully and send sample of YOUR
best idea.

Box 144C, BROADCASTING

Help Wanted—(Cont'd)

Technical

s

I, LT, M

1,

.

K A HE - |

SALES ENGINEER TELEVISION

Excellent opportunity to manage tele-
vision equipment sales from the home
office of a major manufacturing com-
pany. Must have heavy technical back-
ground with thorough knowledge of
television transmitters and video equip-
ment. A permanent salaried position
with liberal company benefits. This is
a once in a life-time opportunity for
right man who wants to advance with
a successful electronics manufacturing
company. Mail photo and complete re-
sume to:

Box 125C, BROADCASTING
WK i, M

FOR SALE
Equipment

Splendid used Raytheon one-watt port-
able color microwave system with audic
and complete with two pedestal mounts
if used for fixed operation, cables, one
8" x 12' passive reflector, four-foot
dishes and feeds one radome 1000

watt and 500 watt voltage stabilizers.

Current market price $12,500.00. A
steal at $7,500.00 FOB shipping point in
southeast. Subject to prior sale. Reply:

Box 805B, BROADCASTING.

MK

K

ol

|

No. 1
In The Tape Cartridge Field
Instant Cueing
For descriptive material, write
BROADCAST ELECTRONICS, Inc.
8800 Brookville Rd., Silver Spring, Md.

or
contact your VISUAL ELECTRONICS man

MISCELLANEOUS

BROADCAST PRINTING

New Approved
STANDARD BILLING FORMS FOR
RADIO/TV SPOT
as recommended by SPONSORS, Agency
Financial Groups
1, .95, 2,000—$11.00, 5,000-—$24.00.
Check with order, Delivery within 3 days.
Send copy for your imprint.

FREEBERN PRESS, INC.
Hudson Falls, N.Y.

.%.zc[(l f‘;"?‘ﬂ{lﬁ [ P ey i . mfl".-ﬂy

Radie Remote Contral and
Multiplex Systems
Far
Stupioe TRAMSMITTER LINKS

John A, Maoseley Associales
Box 31¥2 Woedlond 7-1447
Santo Berbara, Califefnio
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Employment Service

BETTER MIDWEST JOBS
From 250w to 50kw
WE PLACE RADIO & TELEVISION
Salesmen Engineers Anncrs.
Combe Mgmt.

Write NOW for free appllcation
WALKER EMPLOYMENT SERVICE
Broadeast Division J
83 So. 7th St., Minneapolis 2, Minn.
FEderal 9-0961

(XA X E XTI RE X R 3

FOR SALE

Stacions

FOR SALE BY OWNER
1 KW DAYTIMER
Single station north Georgio mar-
ket, $75,000-—29% down. ldeal
operation for owner-manager.
Box 784B, BROADCASTING

PP P00 0000060000000 0000000
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3 5,000 WATT

2
{8 &
8  FULLTIMER
¥ Located in large market area 3%
& on Florida Gold Coast. Station ;2
}: billing around $15,000 a month %
’:{ at present, but has unlimited, ::
% undeveloped potential. Price ¥
& $500,000 with 29 per cent %
$down. If you are financially ¢
:; qualified and sincerely interest-
& ed, write: 3"
,;; BOX 117C, BROADCASTING %
SE6EEHGCHEHELLELUGLLEULLLGN

N W

ReRRwRwERLARA.
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Colorado—$125,000;
575,000,
Arizona—$300,000. Mar

1,000 WATT DAYTIMER

Located on Florida east coast, billing
around $3,000 a month, with unlim-
ited potential. Station owns studios,
leases land for $1.00 per vear, Price
only $100,000 with $42,000 down.
Write:

Box 118C, BROADCASTING

5000 WATTS
DAYTIME NORTH CAROLINA

Woanted: experienced operator interested
in purchasing up to 50% of station and
assume active management.

Box 161C, BROADCASTING

HASKELL BLOOMBERG
Station Broker, Lowell, Mass.

Florida—$200,000; $250,000;

A LM LALCLLRARRNRTLRCRRNLRRRCBRBRRw Yy

fenusunueenn

$300,000. North Carolina—
$500,000.
land—5$80,000. Alabama—

$150,000; $200,000. ldalo—S‘?0,000. New Jersey—

$175,000;

Tennessee—S125,000.

Texas—$32,000;

$400,000. Pennsylvania—S$100,000; $160,000. Cali-

fornia—5$175,000. West

cash available and identification.
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Virginia—S$60,000. WRITE

FOR SALB
Stations

Ga Single  Fulltime $175M 29%
Tenn Single  Daytlmer 62M cash
La Single 250w 107M terms
Ga. Single  Daytlmer  50M terms
La Single  Regional 53M terms
Ga Single 250w 34 M 29%
Callf Medlum ODaytimer 185M 29%
Fla Medium Reglonal 230M 29%
Wyo Medium lkw-D 125M 29%
Texas  Medium 1kw-D 225M 29%
La. Medlum Fulltime  158M terms
Ter letro 25% int, 12M cash
Wash Metro lkw-D 85M terms
Calif Metro  FM 49M 10 yrs
Texas  Metro  1lkw-D 130M 29%
Fla Major Fu 250M terms
Calif W W 475M ter
And Others.
PAUL H
CHAPMAN COMPANY

INCORPORATE D

MEDIA BROIERE
Please Address

1182 W. Peachtree St., Atlanta th

FOR SALE

Stations

s (U NZENDBORTER s—

CALINORNIA. 512,300 down. $300
monih payout. Asking price $60,000.
NORTHWEST. $27.500 down. 10 yearn
payout. Asking price $93.000,
ARIZONA, 510,000 down. Asking price
$43.000.

WILT CUNZENDORFER

AND ASSOCIATES

8630 W. Olympic, Losx Angelen 33, Calif,
Licensed Brokers Financial Consultants

NORMAN & NORMAN
Mohlnu-c Coon.w'lngn: :'A:pnro!un

RADIO-TELEVISION STATIONS

Notion-Wide Service
Experiencad Broadceasters
‘Confideatiol Negatiations

Security Bldg. Davenport, lowa

MID-ATLANTIC

This 3 KW daytimer returned §41,000 to
its owner last year, yet he devoted only
10% of his time 1o yhe operation. Estab-
lished 5 years in exceilent 3 station qual-
ity market. Only one¢ salesman on staff.
Vastly underdeveloped revenues. Gross
provides 7 Year payout after tax. 7-year
terms. $225,000. Brand new equipment
and studio facilities.

HOWARD 8. FRAZIER, INC.
1736 Wisconsin Ave, N. W,
Washington 7, D. C.

Licensed
Brokers

Tv and Radio
Consultants

STATIONS FOR SALE

TOP SOUTHWEST MARKET DAYTIMER.
Excellent frequency. Asking $120,000
with 29% down.

TOP NORTHWEST MARKET DAYTIMER.
Programs country and western music.
Asking $135,000. Terms,

ROCKY MOUNTAIN. Profitable. Full
time. Asking $300,000 with 29% down.
This is an excellent facility.

CALIFORNIA. Full time. Absentee owned.
Asking $67,500 with $10,000 down.

WEST NORTHCENTRAL STATE. Very
profitable daytime facility serving o
market not overburdened with radio.
Did over $15,000 last month. Asking
$150,000 with 29% down.

JACK L, STOLL & ASSOCS.
Suite 600-601
6381 Hollywood Bivd.
Los Angeles 28, Calif.
HO. 4-7279

42

Dollar
for
Dollar

you can'l
heat a
classified ad
for getling
top-flight

personnel

BROADCASTING




Due in part to diminished physical activities, the recom-
mended daily dicetary allowances for ‘““Men, 65 years,”’
are lower in calories but similar in cssential nuirients
recommended for younger age groups. This reduction
in calories is casily accomplished by a moderate reduc-
tion in dietary fat. 4 basic cereal and milk breakfust as
shown in the table below merits consideration because
its moderate low-fut content of 10.9 gm. provides 20 per

A man of 65
requzres
same essential

nutrients but
fewer calorzes

cent of the total calories, yet it provides for this age
group and for most others about one-fourth of the
recommended daily dietary allowances of protein, im-
portant B vitamins, and essential minerals. The Iowa
Breakfast Studies on Men Past 60 Years of Age dem-
onstrated that a well-balanced, moderate low-fat morning
meal was a sound one for the maintenance of health and
well-being during the morning hours.

Recommended Daily Dierary Allowances® and the Nutritional Contribution of @ Basic Cereal

and Milk Moderate Low-Fat Breakfast

Menu: Orange Juice—4 0z.;

Cereal, dry weight—1 oz.;

Whole Milk—4 oz.; Sugar—I1 teaspoon,
Toast (white, enriched)—2 slices,
Butrer—5 gm. (aboui 1 reaspoon);
Nonfar Milk—8 oz.

Vitamin Niacin Ascorbic
Nutrients Calories Protein Calcium Iron A Thiamine Riboflavin equiv. Acid
Totals supplied by
Basic Breakfast 503 20.9 gm. 0.532gm. 27 mg. 588U, 0.46mg. 0.80mg. 7.36mg. 655 mg.
Recommended Dietary
Allowances—Men, 65
Years (70 kg.— 154 |b.) 2550 70 gm. 0.8 gm. 10 mg. 50001V, 1.3 mg. 1.8 mg. 18 mg. 75 mg.
Percentage Contributed
by Basic Breakfast 19.7% 29.8% 66.5% 27.0%, 11.8% 35.49% 44.49% 40.9% 87.3%

Cereal institute. Inc.: Breakfust Source Book.

Chicaga: Cereal Institute, Inc., [959.

Food & Nutrition Bd.: Récormmended Dietary Allowances, Revised 1958.
Natl. Acad. Scl.—Nuail. Research Council Publication 589, 1958.

Watt, B. K., and Merrill, A. L.: Composition of Foods— Raw,
Processed, 'repared. U.S.D.A. Agriculture Handbook No. 8, [950.

*The allowance levels are intended to cover individual variations
among most normal persons as they live in the United States under
wsual environmental stresses. Calorie allowances apply 10
individuals usnally engaged in moderaie physical activity. For
office warkers ar others in sedentary occupations they are excessive.
Adiustments must be made for variations in body size, age,
physical activity, and environmental temperature.

CEREAL INSTITUTE, INC.
135 South La Salle Street, Chicago 3

A research and educational endeavor devoted to the betterment of national nutrition

120
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'OUR RESPECTS TO ...

—_— -

Thomas Joseph White

Tom White’s career in the station
representation business is one of indi-
vidual development in harmony with
company growth. The Avery-Knodel
radio-tv station rep firm was three years
old and had a New York staff of 12
when Mr. White, starting as a trainee,
became the 13th man on Sept. 17, 1948.
This is anniversary week for both the
man and the company—which cele-
brates its 15th on Saturday (Sept. 17)—
and Mr. White’s rise to vice president
and director of tv sales is representative
of Avery-Knodel’s climb to prominence
in the field.

In the summer of 1948 Mr. White
was struggling with two problems: he
was unhappy with his niche in the busi-
ness world and he wanted to relocate
in New York, his favorite city. An ap-
plication at the New York office of
Avery-Knodel answered both needs.
His delight at returning to New York
was matched by the enthusiasm he put
into proving himself in an unfamiliar
business field and he put off thoughts of
marriage for the next 10 years, while he
concentrated on his profession.

Brooklyn-born, on Aug. 25, 1918,
Thomas Joseph White was 12 when
his parents moved to Westhampton,
Long Island, a resort community where
he and his own family now spend many
of their summer weekends. He attended
Westhampton schools, graduating from
high school in 1936, In summer he
caddied at local golf links and clerked
in stores. After high school, he decided
on a business college course at Ben-
jamin Franklin U. in Washington, D.C.
He attended one year and then ac-
cepted a position in the New York
offices of Eastern Air Lines.

Sceing the Country ® As rumblings of
war grew louder, Mr. White enlisted in
the Army Air Corps—nine months be-
fore Pearl Harbor. Mis tour of duty
lasted until September 1945, An Om-
cers Candidate School graduate, it was
his military fate as a training officer to
be translerred frequently from one U.S.
post to another during his entire period
of service. The travel experience proved
at least onc thing to him: there was no
place in the states he liked better than
New York. He was discharged with the
rank of first lieutenant

Back in civilian life, Mr. White re-
turned (0 his desk at the air-line office,
but it was only a short time belore
Eastern packed him ofl to Detroir as
@ division manager. Tt was here he
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began taking stock of his carcer and
decided to make a fresh start. During
this period he became interested in the
station representative field through talk-
ing to acquaintances in a rep company
which had offices in the same building
as Eastern. This led to his application
at Avery-Knodel in New York and he
was soon on his way back to that city.

First Sale ® Once more, Mr. White
went into training—spending six months
as a trainee—making out availability
sheets and performing the other routine
functions at a rep company. Passing the
sink-or-swim test, he moved up to the
radio sales staff and recalls that his first
sale involved five night-time chain-
breaks on WMBR Jacksonville, Fla.

He worked in radio sales for the next
18 months and then was assigned brief-
ly to both radio and tv sales. Avery-
Knodel represented three tv stations at
that time. He moved into the tv sales
end permanently, becoming director of
the department in Qctober 1958. His
efforts were further rewarded Jast
March with a vice presidency.

A believer in team play policy as the
most constructive way (o carry out a
project, Mr. White keenly appreciates
this practice at Avery-Knodel. Perhaps
this also accounts for his hesitancy in
admitting to personal accomplishments

AVERY-KNODEL'S WIITE
He bought a return ticket

within the organization. He prefers to
see any credit reflected on his staff. The
tv sales department, which currently
serves 27 tv stations, has a staff of eight
salesmen in the New York oftice and
two persons who handle sales develop-
ment. Mr. White holds weekly staff
meetings and his day-to-day responsi-
bilities include station relations (with
occasional trips to represented markets)
and general problems that arise.

Mr. White's interest in the tv spot
medium goes beyond the immediate
confines of Avery-Knodel. He is a mem-
ber of the Station Representatives
Assn.’s trade practices committee and
belongs to the Radio & Television Ex-
ccutives Society.

Family Phase ® Married life began
at 39 for Tom White. In April 1958, he
and the widowed Silvia Nunez of New
York were married in Port Washington,
N.Y. With her two children (Lisa, 7
and Mimi, 6), the family settled in
Forest Hills, Queens, where several of
Mr. White’s representitive company
competitors also live. Mr. White’s house-
hold has since grown to include Judy,
1v2, and “T.).” (Thomas J. White 111},
5 months. A devoted family man, he
avoids hobbies or other individual pur-
suits which would take up the time he
spends at home with the children. When
they go to Westhampton for a weekend,
Mr. White occasionally plavs a round
of golf at the Westhampton Country
Club, of which he is & charter member.
He is also a member of the Forest Hills
Men's Club.

Tn 12 vears at Avery-Knodel, Mr.
White has demonsirated more than
learning and leadership ability in the
midst of competition. A ready smile,
directness in speaking and modesty are
among the traits that win friends for
himselt and Averv-Knodel. He s re-
specied both for his manner and his
good business judgment. But what’s
important 1o his own satisfaction: he
has been convinced from the start that
he came to the right place.

Mr. White puts it this wav: “In the
12 vears of my association with national
spot sales, I've scen—and been a part
ol—Dbroadcasting’s growth to a billion
dollar business. Avery-Kaodel, (oo, has
grown (o continuously meet the com-
petitive problems of today . . . the chal-
lenges of tomorrow. Honest, hard work
can result in even further growth—and
profits, too—to the entire industry. It's
necded, 1t will pay ott.”

m



EDITORIALS

Fine print: must reading

INANCIALLY, television's health was never better. The

aches and fever of a couple of years ago, when the
national economy itself was a bit debilitated, have passed
and the patient has snapped back stronger than ever.

The authority for this diagnosis is the annual financial
checkup by FCC, which issued its 1959 report a fortnight
ago (BroancasTING, Sept. 5). Despite some unsettling
moments in spot in recent months, most authorities expect
1960 10 continue—though perhaps more moderately—the
trend the FCC found for 1959 revenues were up, expenses
were not up as much, and profits were up by almost 30%
—before federal income tax, of course—to a new record
of $222.3 million. Not bad for a 12-year-old.

The picture is so pretty that outsiders with an eye for
a quick buck might not be blamed for wanting in. Insiders
selling services to management—unions are among those
that come to mind—might feel entitled to a bigger cut of
this obviously juicy melon. Some managements themselves
might be misled into wholesale but unsound curtailments
—in programming, tor example—in an effort to improve
their take-home ratio.

We suggest, therefore, that nohody overlook the fine
print in the FCC tables. The totals give a good picture of
the television business as a whole, hut the fast-buck oper-
ators and the vendors are not dealing with the business as
a whole. They are dealing with its components, one station
or at most a few stations at a time, and there is evidence
aplenty that the components—the stations individually—
arc not universally prospering.

The unfortunate fact is that one out of four stations in
1959 wound up with a loss instcad of a profit. Ahout half
of the uhf stations were in the red. A fourth of the post-
frecze vhf stations were still suffering losses in 1959, And
ninc of the 107 vhi stations that were granted before the
frecze was imposed in 1948 were losing money |1 years
later. It is obvious that although television has provided
high rewards for some, the possession of a television license
does not guarantee access 10 Fort Knox.

There is another danger in the pretty picture. The bigger
any business gets, or seems (o get, the more it becomes fair
game in the ecyes of headline-hunting bureaucrats and con-
gressmen. For these sharpshooters the fine print is must
reading—not just the fine print on losses but that describing
expenses as well. The biggest expensc is programming.
Indeed it exceeds all other expenses combined.

This fact alone suggests that, contrary to the carping of
some critics, hroadcasters are aware that their most im-
partant function is programming, and they are backing that
belicf with more money than they put into anything clsec.

Every man an expert

BT wasn’t 100 long ago when the members of Congress
" who evinced an interest in broadcasting coutd be counted
on on¢ hand. Then the problems were minimal. Senators
and representatives shied away because radio was highly
complex and the tunction of the FCC was largely that of
controlling allocations to aveid ruinous electrical inter-
ference.

In the last decade a full-scale turnabout has occurred. It
began with the onset of television, Now everyone in Con-
gress is an expert. Just ahout the liveliest topic of congres-
sional discussion these days—next to the elections and the
cold war—is television.
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But the interest is not in allocations, although this
ponderous subject has been given the once-over-lightly in
cach secssion since the end of World War II. The interest
is in the potency of television and radio in electioneering,
plus such matters as program quality and ratings.

And it is precisely in these areas that Congress cannot
legislate under the First Amendment, except where criminal
offenses are concerned and they arc covered otherwise in
our statutes. This, however, does not deter Congress from
debating, hours on end, or investigating, at taxpayers’ ex-
pense, these forbidden subjects.

It isn’t hard to assess the reason for this unprecedented
congressional interest. For some time the political scientists
have established that he who has broadcast exposure and
knows the techniques stands an infinitely better chance of
winning an election than the non-broadcast or inept broad-
cast campaigner.

Hence the burst of activity at the last session of Congress
to (1) exempt news and panel shows from the equal time
provisions; (2) suspend Section 315 as it applies to presi-
dential and vice presidential candidates; (3) establish the
Senate “watchdog” subcommittee to keep tab on political
balance (it lost out at the very last day of session on an
increase in budget from $35,000 10 $150,000 10 monitor
political broadcasts); (4) instruct the FCC to monitor for
possihle favoritism.

The national political conventions were tailored for v
coverage, 1o the chagrin of the print media. This may ac-
count to some degrec for repcated assaults upon (v and
radio by editors and publishers. Understandably it could
account too for the attitudes of most of the critics and
columnists who would hardly run counter to the views of
their hosses.

Few seriously question the importance of radio and
television in the 1960 campaign. The networks must
maintain equitahle balance in the handling of news and
special events. And upon every individual broadcaster de-
volves the responsibility for balance in state and local
elections.

Politicians love broadcasting for what it can do for them.
But for every winner there must be a loser.

Broadcasters must be wary of today’s embrace. It could
become tomorrow’s stranglehold.

Drawn for BROADCASTING by Sid Hix
“Our simple ways aren’t good enough for them since
they mmade those breakfast food conunercials!”

BROADCASTING, September 12, 1960
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