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THE POWERFUL VOICE OF BIG AGGIE LAND

:
- e

)
P, =
Tt A

T

NORTH
DAKOTA

DAKOTA

. NEBRASKA

¢

WNAX-5/0CBS RADIO

PROGRAMMING FOR ADULTS OF ALL AGES

PEOPLES BROADCASTING CORPORATION
Sioux City, lowa, Sioux Falls and Yankton, South Dakota

Represented by Katz

t's been 40 years now since folks in Big Aggie Land first
heard the powerful voice of WNAX-570 . . . This month

Big Aggie is celebrating her 40th birthday and her boom-
ing voice is stronger than ever. During the past 40 years
Big Aggie has become a way of life to the 2l/; million farm
rich residents of Big Aggie Land. So much of a habit that
over 80%, of them listen to WNAX-570 three to seven
times each and every week, year in and year out. The only
way you can reach and sell the residents in five-state Big
Aggie Land which is, by the way, America's 40th radio
market is on WNAX-570. See your Katz man. Let Big Aggie
do the rest!

E KATZ AGENCY, inc.

Matonal Beprevantatmey

PEOPLES BROADCASTING
.-..wf CORPORATION
{  WNAX, Yankton, S. Dak
KVTV, Sioux City, lowa
WGCAR, Cleveland, Ohio
wwa * WRFD, Columbus-
Worthington, Ohio
WTTM, Trenton, N.J.
WMMN, Fairmont, W.Va
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A question of major interest to South Florida parents: Should it be
Teachers or TV? Which will benefit the children of the community
more: small, personal-attention classes — or the mass-instruction
techniques of TV education — or a combination of both?

On Wednesday, September 26th, WCKT presented an in-depth
documentary investigation of the facts. Interviews with some of
the people involved ...educators, parents and students...were
presented by the WCKT News Department, along with analytic
commentary on the current usage of this new educational medium.

Classroom TV Challenge was another example of WCKT’s policy
of citizenship through showmanship.

BISCAYNE TELEVISION CORPORATION

EZd3d wCKT—CHANNEL 7 - MIAMI . WCKR — RADIO 61
BROADCASTING, October 22, 1962
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*SALES MANAGEMENT “*Survey of Buying Power" 6/10/62

THE CHANNEL 8 MARKET is a rich, buying market. WGAL-TV
is unique in its extensive, multi-city coverage of the area. This
television station is outstanding because it is far and away the
favorite with many, many thousands of viewers. Your advertising
expenditure on this Channel 8 station will pay rewarding returns.

Lancaster Pa.
NBC and CBS

STEINMAN STATION
Clair McCollough. Pres.

Representative: The MEEKER Company, Inc. « New York « Chicago . Los Angeles San Francisco
BROADCASTING, October 22, 1962



Commercial limit and Lee

Lively discussion promised for FCC
meeting Wednesday (Oct. 24) on pro-
posal of Commissioner Robert E. Lee
to adopt as FCC rule those portions
of NAB codes setting maximums on
time devoted to commercials (BROAD-
CASTING, Sept. 24). Item, passed over
for several meetings, will be called up
this week, and Commissioner Lee is
preparing strong argument for its
adoption. He has support of Chair-
man Minow in proposal to ask for in-
dustry opinions.  Otherwise plan
would be killed within agency, and
no public announcement made.

Tax facts spur sales

Spurt in station sales is seen from
now until Jan. | when new deprecia-
tion recapture provision goes into
effect which will close tax benefits for
sellers—particularly those holding ma-
jor tv or radio properties where de-
preciation rates are substantial. Sta-
tion brokers feel new tax law provi-
sion may make sales less attractive
after several vears. Key to sudden in-
terest by prospective sellers is new law
which requires that depreciation sum
paid in year of sale be considered
normal income, taxable at 52% rate,
rather than as capital gains, at 25%
rate, as now.

10-inch GE portable

Decision not firm yet but General
Electric plans introduction of transis-
torized portable tv set with 10-inch
screen next spring. GE says its new
interest is sparked by current rise in
Japanese miniature tv portables in
U. S. If GE goes ahead it will be first
U. S. company to compete importantly
with small screen imports.

Thanks for nothing

Crude form of payola has cropped
up in one important market. Disc
jockeys received individualized letters
in envelopes containing $20 bills. Let-
ters, signed with girl’s name and giv-
ing return address, thanked d.j.s for
playing certain record and added: “T’ll
drop in to see you soon.” Record had
never been played by many d.j.s who
got letters.

In cases that have come to light,
payola didn't work. All six d.j.s at one
station turned letters and money over
to manager who sent the $120 back
to sender by registered mail, with let-
ter explaining acceptance would vio-
late anti-payola law. Indications are
this was local incident. Address of
payola sender was in same town where
known recipients worked.

CLOSED CIRCUIT- :

NAB search for site

NAB’s search for new Washington,
D. C., location has narrowed down to
one-two-three basis with decision ex-
pected to be announced within week.
Grapevine has lot next door to present
association headquarters at 1771 N St.,
N.W., as number cne choice. This is
lot purchased several years ago by
National Presbyterian Church. Pur-
chase would make possible utilization
of this land together with that on
which present NAB headquarters
building now sits so that a large office
structure could be erected. Second
choice, now apparently out of run-
ning, was lot near new International
Inn on Thomas Circle. Location,
rather than steep increase in real estate
values since Inn was built, turned sev-
eral members of committee against
this site. Third lot considered is west
of Connecticut Avenue.

Fm power fight

Fm Broadcasters of Southern Cali-
fornia, who feel FCC plan to reduce
fm power ignores area’s unique geo-
graphical makeup and its cffect on
signal propagation, plan to carry fight
to preserve present power to courts,
if necessary. Leading makers of fm
receivers reportedly have pledged sub-
stantial donations which, with stations’
own contributions, would provide war
chest in excess of $250,000.

Mississippi probe called off

FCC plan to conduct on-the-spot
investigation of Mississippi radio-tv
stations’ handling of integration riots
was killed by Dept. of Justice. FCC
Chairman Newton Minow had ordered
tv investigators to Mississippi to deter-
mine if stations had complied with
fairness doctrine in coverage and edi-
torials of integration of university.
Upon learning of plan, Deputy At-
torney General Nicholas Katzenbach
(chief of Justice delegation in Mis-
sissippi) asked investigation not be
made on grounds it could cause more
trouble. FCC men originally sched-
uled to leave Washington Oct. 12.

Radio tool

What authorities regard as impor-
tant new radio sales tool was shown
off under unusual circumstances last
week and is slated to be given wide
distribution shortly. It is study con-
ducted by CBS Radio Spot Sales, and
it undertakes to show that for adver-
tisers there’s much more to radio than
so-called “traffic time.” Specifically it

shows that for long stretches, weekend
radio delivers almost as much male
audience as the highest (and usually
most expensive) weekday traffic pe-
riods. Tried out on selected agencies
and clients, study was so well received
that Spot Sales officials took unusual
step of letting their competitors in on
it, too. Some 35 reps heard presenta-
tion and got kits at unpublicized ses-
sion in New York last week.

Ethnic outlet for L.A.

Los Angeles can expect second
“ethnic” televiston station soon. It will
be now dark ch. 22 KBIC (TV) pro-
grammed primarily for Negro and
other minority audiences—but not for
Latin American sector which is already
being served by ch. 34 KMEX-TV
there. Assets of dormant uhf have
been sold by John Poole, pioneer uhf
proponent, to group of Nashville,
Tenn., principals for $180,000, which
is about what Mr. Poole spent on
equipment. Station operated for short
time, but never full-scale commercial.
Nashville group, including H. C.
Young Jr., Jerome Glaser and Martha
W. Mills (flour), own WENQO Madi-
son (Nashville), Tenn.; WGUS North
Augusta, S. C.; WYAM Bessemer,
Ala., and WDBM Statesville, N. C.

Bernstein to Berlin

Lester Bernstein, vp, corporate in-
formation at NBC, has made rush trip
to West Berlin, presumably in connec-
tion with controversy stirred by net-
work’s filming of digging of escape
tunnel under Berlin wall and its plans
to go ahead with resulting telecast (see
story page 62). NBC won’t comment
on Bernstein trip, but it’s believed his
mission is to reassure West Berlin city
government that telecast of The Tun-
nel won't injure interests of city or
individuals involved.

Streibert to RFEF?

Theodore C. Streibert is expected to
be named president of Radio Free
Europe Fund (Crusade for Freedom).
Mr. Streibert left vp and general man-
agership of WTCN-AM-TV Minneap-
olis-St. Paul last August to become
consultant to International Div. of
Time-Life Broadcasting. He was first
director of U. S. Information Agency,
1953-57. Leslie R. Shope is RFEF
president; Charles H. Kellstadt, for-
mer board chairman of Sears, Roe-
buck, continues as fund’s board chair-
man. Mr. Streibert’s appointment
may follow his return from RFE trip
to Munich (BROADCASTING, Oct. 1).
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puzzle:

WHOSE
NEWS IS
WHOSE?

ABC
World News

Weather f eorh Capitol
m | News |‘ DC. || Business | Backstage | Virginia || Maryland | | Report

Nine newscasters—Ron Cochran, Len Deibert, Keith McBee, Ed Meyer, Joseph
McCaffrey, Louis Allen, Felix Grant, Johnny Baichelder, and Steve Gilmartin—
cover ABC World News, Virginia, D.C., Sports, Maryland, Business, Backstage,
Weather News and Capitol Report on WMAL-TV’s hour-long daily news roundup.
Puzzle: Match newscaster to news subject from the following fictitious personal
information*

Allen and Batchelder beat the Md. newsman at golf. The Va. newsman
lives in the same part of town as McBee and Allen. McCaffrey, the
backstage reporter, the D.C. newscaster and the world news reporter
play bridge together. Gilmartin, Grant, Batchelder, the world news
reporter and the D.C. newsman are bachelors; the others are married.
The Va. newsman is a brother of the Md. newsman’s wife. The sports
newsman got passes to a football game for Mr. and Mrs. McBee, and for
Batchelder, Deibert, and the weatherman. Meyer and the weatherman
are soccer fans; Deibert and the world newsman like tennis. The sports
reporter is engaged to Grant’s sister. Meyer, his wife, Batchelder and the
backstage reporter like Bossa Nova. The weatherman has three daugh-
ters, the Va. newscaster has two sons, and McCaffrey has a boy and a
girl. The Capitol reporter’s wife gave a party for Mrs. Allen. McCaffrey
is taller than the backstage, sports and business newscasters, but McBee,
Deibert, Cochran and Allen are taller than he is. The Md. newsman
fishes with McCaffrey and Meyer.

Send in your work sheet, showing the logical steps taken. Winners will receive a
newsworthy prize.

*For accurate biographies of ouir talented news staff and current availabilities on
our well-watched Evening News Report, check H-R.

wmal-tv

Evening Star Broadcasting Company Washington, D. C. represented by H-R Television, Inc.

Afflilated with WMAL and WMAL-FM, Washington, D. C.; WSVA-TV and WSVA, Harrisonburg, Va.
(1 BROADCASTING, October 22, 1962



WEEK IN BRIEF

Move toward bulk buying of tv spots by national adver-
tisers seen gaining headway. Following long-time practice
of P&G are half dozen leading advertisers with others
weighing advantages of mass commitments. See. ..

BULK BUYING WINS SUPPORT ... 31

Marion Harper suggests new fee plan for special situa-
tions: let agency get cut of profits from business brought
in by advertising campaigns. Interpublic president offers
idea at AAAA meeting in Chicago. See . ..

HARPER PROPOSES SHARING ... 32

Government lawyers turn down suggestions that FCC get
deeper into programming through helping establish local
citizens advisory committees, publishing criteria for “mi-
nority” tastes, setting limit on commercials. See ...

REJECT PLAN FOR FCC... 44

Broadcasters lay down barrage of questions for Ken Cox
and get some down-to-earth answers, leading to sugges-
tion they be compiled as “catechism.” Atlanta dialogue
touches also on editorializing, politics and codes. See. ..

NAB SERIES OFF RUNNING ... 72

NAB is going to sponsor programming clinics next year
so broadcasters can improve local originations and head
off threatened government controls, Collins tells meetings.
Improve the product plan unveiled. See. ..

COLLINS ANNOUNCES CLINICS ... 76

Tv's block booking ban argued before U. S. Supreme
Court. Government asks for more stringent terms in
judgment: distributors point to few tie-in contracts un-
earthed and ask that entire suit be dismissed. See. ..

SUPREME COURT HEARS PLEAS... 60

Four Star stockholders hold family-type meeting on
studio lot, are more interested in Dick Powell's medical
prognosis than in business matters like revenues and
profits, which are bright according to officers. See . ..

FOUR STAR STOCKHOLDERS MEET ... 68

Retailers buck crackdown on co-op allowances at Fed-
eral Trade Commission meeting but manufacturers express
satisfaction with agency's attack on "discriminatory” prac-
tices. FTC chairman expresses faith in advertising. See . . .

FTC KNOWS AD BENEFITS ... 51

Big to-do about freedom tunnel tv showing, with officials
of U. S. State Dept., West Berlin, West Germany, East Ger-
many frowning on telecast. But NBC says it plans to put
program on Oct. 31 as scheduled. See...

NBC'S ‘TUNNEL’ IS REBUKED ... 62

Catv chief calls for broadcasters and cable operators
to get together and work out their problems. NAB officials
promise to relay idea to tv group. Seminar con catv in
Atlanta is spirited and at times blunt. See ...

JOINT MEETING ON CATV?...79

DEPARTMENTS < BROADCASTING
AT DEADLINE ...ooooeerereirceseriscesineenns 9 GOVERNMENT .ovroveirrressssrrrrennnn. 44 T uBEIR ey O TELGumn fg naee
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CHANGING HANDS ...evrversrrns 84  THE MEDIA ......ooorreeeecerrresecrssenenne 72 at washington, D. C., and additiona
CLOSED CIRCUIT .o 5 MONDAY MEMO ... 22 Subscription prices: Annual sub-
DATEBOOK .o rersrs % NEW PRODUCTS IN TV oo M| e s hotion rliding Year:
DATELINE coerverrsrsssssrne 92 OPEN MIKE wovo e 1 | Joar R Cnads ana” 8400 tor ai
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Basketball Greats
are Made!

The one on the left is our commercial manager

We publish this in the interest ef all those Denver U. basket-
ball fans who wonder what ever happened to Jack Hauser.
This is to let you know where he is... what he is.

As our commercial manager, Jack is the man who helps you
make your advertising dollar go further in the Dallas-Fort
Worth market.

Valuable tip to national advertisers! Use Jack as a local
extension of your sales department while you’re getting an
important promotion underway. Jack not only knows the eccen-
tricities of the market, he probably knows your distributers,
dealers or other retail-level people by name. Trust him to imbue
them with an enthusiasm that makes your campaign pay off at
the point of sale.

Noteworthy, too, is Jack’'s ingenuity in searching out the
right schedule, custom-tailored to vour individual need. For
example, the orbit plan, which he recently introduced to Texas.
When you go into “orbit,” your spot revolves through each
week’s programming. From a competitive advertiser’s view-
point, your messages literally appear to be all over the station.

Currently, this plan is sold out, so Jack has had to come
up with other plans of equal merit. Teel free to call or write
him for specifics. Postscript: unfortunately, no autographed
reprints (suitable for framing) of the Police Gazette cover

are available, After all, fellas, it'’s
been a long time since 1948. WFAA'TV

Channel § ABC — WFAA-AM-FM-TV Communications Center. Broadeast services of The Dallas Morning News. Represented by Edward Petry & Co., Inc.



Late news breaks on this page and on page 10
Complete coverage of week begms on page 31

‘Tunnel’ still on
despite U.S. blast

NBC’s plans to telecast special pro-
gram on digging of Berlin escape tunnel
remained firm Friday despite stiff State
Dept. comment on tunnel operation
(see story, page 62).

NBC officials, following meeting to
discuss State Dept. statement said pro-
gram is still scheduled for Oct. 31.

NBC statement disclosed that Wil
liam R. McAndrew, executive vp, NBC
News, met with Robert Manning, as-
sistant secretary of state for public af-
fairs, to discuss program on Wednesday.

NBC statement said Mr. Manning
never asked network to cancel program,
and that Mr. McAndrew was “gratified”
department recognized this was editorial
decision for NBC News.

Statement also said Mr. Manning
never used “harsh terms” employed by
Lincoln White, State Dept. press officer,
on Friday. Mr. White repeated, in sub-
stance, views first expressed by another
department official late Thursday.

Mr. White, however, later issued
“clarifying statement” which said de-
partment doesn’t contend showing of
film will risk any lives. He said net-
work had given assurances film had
been edited to prevent identifications,
except in cases where permission to be
shown was given.

NBC said it is still holding talks with
State Dept. and West Berlin officials
(see CLoSED CIRCUIT).

ABC-TV changing horses
but locale's the same

Although tv season is only few weeks
along, first network move in changing
prime-time schedule one notch has been
disclosed. ABC-TV will drop Cheyenne,
Warner Bros.-produced western in
Monday 7:30-8:30 slot, effective Jan.
7, and replace it with another Warner
Bros.-produced western, The Dakotas.

In daytime schedule, ABC-TV is
moving Camouflage (game program)
out of 12:30-1 p.m. and establishing
Father Knows Best re-runs in its place.
Tennessee Ernie Ford, who is on at
11-11:30 a.m., moves to noon. The Jane
Wyman Show re-runs go in at 11 a.m.

‘Open End' appropriate,
Metromedia tells FCC

David Susskind Open End program
of over year ago which discussed Frank
Sinatra clan was “appropriate for the
audience to which it was intended,”
Metromedia Inc. told FCC Friday in re-

BROADCASTING, October 22, 1962

Too close kinship

FCC last Friday told WJR De-
troit that Socialist Labor Party
gubernatorial candidate James
Sim is entitled to “equal oppor-
tunity” air time, This is first com-
mission decision on Sec, 315 of
Communications Act since recent
omnibus policy statement (BROAD-
CASTING, QOct. 15).

WIR had pleaded that its cov-
erage of debate between Republi-
can George Romney and Demo-
cratic Gov. John B. Swainson,
sponsored by Economic Club of
Detroit, was regularly scheduled
news report and thus was exempt
from equal time rule. FCC, how-
ever, said event being covered was
incidental to political debate, en-
titling Mr. Sim to equal time from
WIR.

ply to query as to whether performers
drank liquor on show.

FCC inquiry was made Oct. 2 after
complaint from member of Congress.
Metromedia, which tapes and syndicates
program, said it was unable to deter-
mine if liquor was consumed on camera
but that no employe of licensee (show
was taped at Metromedia’s WNEW-TV)
gave alcoholic beverage to panelists.
There was buffet, Metromedia said, and
during intermissions panelists could ob-
tain drink there.

“These individuals performed in the
manner that one would expect in a pro-
gram devoted to a light, humorous sub-
ject,” Metromedia said. Their actions
were not unlike appearances presented
to public by panelists on other tv shows,
licensee maintained. Panelists were
Jackie Gleason, Toots Shor, Joe E.
Lewis, Richard Gehman, Marya Man-
nes and late Ernie Kovacs.

MacEvoy International
to operate in Madrid

First U. S. advertising agency in
Spain will start operating today (Oct.
22). Called MacEvoy International
S. A,, it is headed by Dennis MacEvoy,
former Reader’s Digest-International
vice president, Its managing director is
Edward D. Brown Ir., former account
executive for Ted Bates & Co., New
York. Agency expects minimum billing
of $1 million during year beginning
Jan. 1 form U. S., Spanish, and other
European accounts. Headquarters of
new firm is in Madrid.

AT DEADLINE

Kennedy vetoes b|II
on anti-obscenity

President Kennedy has vetoed contro-
versial bill aimed at controlling publi-
cation or distribution of obscene ma-
terial in District of Columbia.

In memorandum of disapproval on
Friday, he said bill (HR 4670), which
Washington broadcasters and newspa-
pers had urged him to veto, raises
“grave constitutional” questions.

He cited 1961 Supreme Court case.
which he said “seems clearly to make
the search and seizure provisions of this
bill unconstitutional.”

President said he agrees with Con-
gress that District of Columbia residents
should be protected against dissemina-
tion of indecent material. But he said
that because of constitutional questions.
Congress should reconsider bill.

Powell group to probe
alleged radio-tv bias

Whether Puerto Rican and Negro
performers are discriminated against
when they seek employment in radio,
television and other performing media
will be subject of congressional hearing
beginning in New York Oct. 29,

House Education and Labor Commit-
tee, headed by Rep. Adam Clayton
Powell (D-N. Y.), plans to hear witness-
es from management, labor and public.

Rep. Powell said hearings will be ex-
ploratory only, and said they “will be
conducted in a friendly atmosphere.”

‘World-Herald’ studying
Newhouse offer to buy

Directors of Omaha World-Herald
are scheduled to meet Wednesday
(Oct. 31) to consider offer by Samuel 1.
Newhouse to purchase newspaper and
its tv adjunct, KETV (TV), in that city.

Mr. Newhouse, owner of multiple
newspaper and broadcast properties, re-
portedly offered $40 million for assets
of Omaha publishing company (Broab-
CasTING, Oct. 15). In addition to news-
paper and tv station, World-Herald
owns medical building in Omaha.

Extra Metromedia dividend

Board of directors of Metromedia Inc.
announced Friday (Oct. 19) it has de-
clared extra dividend of 10 cents per
share for 1962 in addition to its regu-
lar semiannual dividend of 10 cents per
share. Extra dividend is payable Nov.
30 to stockholders of record on Nov. 16.

more AT DEADLINE page 10
9



WEEK’S HEADLINERS

Dick Powell
elected board
chairman, Thom-
as J. McDermott,
president, and
George A. Elber,
executive vp, of
Four Star Tele-
vision, North
Hollywood, Calif.
Mr. Powell was
formerly  presi-
dent and held
this office since formation of company
in June 1959. Mr. McDermott, former
senior vp in charge of radio-tv at Ben-
ton & Bowles, joined Four Star in 1959
as executive vp and chief executive offi-
cer. He had joined B&B in 1942 as
producer of radio programs, was elect-
ed vp in charge of radio-tv in 1953, and
appointed to his later post of senior vp
and member of board of directors in
1958. Mr. Elber, former senior partner

Mr. McDermott

Mr. Powell Mr. Elber

in N. Y. law firm of Davis, Gilbert,
Levine & Schwartz, joined Four Star in
1960 as first vp and business manager.

Thomas J. King, executive vp and
assistant general manager in charge of
central region (11 midwestern states)
for McCann-Erickson, Detroit, named
executive vp in charge of central re-
gion (see story on M-E’s Chicago office
expansion, page 36).

For other personnel changes of the week see FATES & FORTUNES
S e e e A — S Tl AT L

Santa Maria requests
correction on ch. 12

Santa Maria Telecasting Corp., one
of two applicants for ch. 12 Santa
Maria, Calif., Friday asked FCC to
order second applicant (Central Coast
Tv) to inform public that Central has
not been awarded channel.

Unusual request was made because
Sept. 17 proposed findings by Broad-
cast Bureau recommending grant to
Central were broadcast and printed in
Santa Maria as final grant by FCC,
Santa Maria said. Applicant said
KCOY, owned by three Central Coast
principals, and KHER, both Santa
Maria, made such announcements.

Petitioner charged these announce-
ments and newspaper articles were “de-
ceptive or erroneous and have created
embarrassment, hardship and injury.”
Santa Maria asked that Central Coast
be required to announce factual situa-
tion on KCOY and to release similar
announcement to other media.

Grand jury discharged
in MCA investigation

Possibility of government criminal
action against MCA ended Friday (Oct.
19) with discharge of special grand
jury in Los Angeles which was im-
paneled Nov. 20, 1961, to consider
whether such action were justified.

Leonard Posner, attorney for Anti-
trust Division of Dept. of Justice, who
conducted investigation and prosecuted
civil action that was concluded after

10

MCA withdrew from talent representa-
tion field to concentrate on tv and mo-
tion picture production, said jury heard
over 150 witnesses and studied “at least
20,000 documents” during its 11
months of service.

With the end of the investigation that
began some two years ago, Mr. Posner
announced his resignation from govern-
ment service. After taking California
State Bar exam, he will be associated
with Beverly Hills law firm of Zagon,
Aaron & Schiff.

Cowles studies plan
to buy ‘Family Circle’

Special meeting of stockholders of
Cowles Magazines & Broadcasting Inc.
has been called for Oct. 30 at New
York’s Waldorf-Astoria Hotel to create
new class of preferred stock and re-
designate present issued and unissued
capital stock as common stock.

New issue of 6,000 shares of 5% vot-
ing, cumulative preferred stock ($100
par value) and 312,500 shares of com-
mon stock (including 29,053 shares
held in treasury) will be used in pro-
posed acquisition of Family Circle Ma-
gazine, women'’s service publication dis-
tributed principally through supermar-
kets.

Meeting will also elect two additional
directors, nominees being Palmer K.
Leberman and Carl J. Schaefer, prin-
cipal owners of Family Circle Inc. If
Family Circle acquisition fails, both
have agreed to resign from Cowles
board.

Capt. Leberman in 1948 founded
what is now KING-TV Seattle, Wash.,
(using call letters KRSC-TV). He sold
station to Mrs. A. Scott Bullitt in 1949
for $375,000,

Cowles Magazines & Broadcasting
owns KRNT-AM-TV Des Moines,
lowa, and publishes Des Moines Regis-
ter and Tribune and Look magazine.

Filmways, Sutherland
sign production deal

Filmways Inc., New York, and John
Sutherland Productions Inc., Los An-
geles, will shortly sign “mutually ad-
vantageous” tv commercials production
deal, according to Lee Moselle, newly
appointed chief executive officer and
president of Filmways.

Arrangement has Sutherland entering
New York market with Filmway’s key
personnel headed by Fred Raphael and
use of Filmways' facilities. Filmways,
meanwhile, would concentrate its com-
mercial production in California under
subsidiary, Filmways of California Inc.

Filmways’ plan, which is subject to
stockholders approval in December, is
tied in with its expansion of motion
picture and tv program production on
West Coast (CLoSED CIrRcUIT, Oct. 15).

WGN-TV plans test
of 8 mm film on news

WGN-TV Chicago plans to use 8mm
film, silent and sound, on its 10 p.m.
news show tonight (Oct. 22).

Using standard Fairchild 8mm sound
camera with zoom lens, station has
modified standard Fairchild Cinephonic
8mm sound projector for one-time
demonstration timed to coincide with
opening of 92nd annual convention of
Society of Motion Picture & Television
Engineers in Chicago.

Bruce Dennis, manager of news,
WGN Inc., says if and when profes-
sional 8mm projection equipment be-
comes available, overall production
costs can be reduced by at least 50%
yet both picture and sound quality is
comparable to present 16mm quality.

The ball is over

Sunday night listeners to
“WCBR East Bronx, N. Y.,” had
to find new source of entertain-
ment last night (Oct. 21).

Station, which had been oper-
ating on 1620 kc Sunday nights
from 8-11 p.m., programming
rock 'n’ roll music, was project of
two teenage Fordham U. students.
“WCBR” had been heard in
Rhode Island and Delaware, ac-
cording to FCC engineers who
tracked down locale of unlicensed
three-month-old operation.
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a statement of
permanent policy

“NO MORE THAN 25 STATIONS”

BROADCASTING, October 22, 1862

Only one television station representative operates on
this credo. Only one television station representative has
never changed its limit of the number of stations it
would represent: H-R Television, Inc.

H-R stations know where they stand. No hind-quarter
treatment. All receive equal, personal attention and serv-
ice. And profit by it. We enjoy this close relationship. So

do our stations. We intend to continue it.

Therefore, we now reaffirm this vital, bedrock policy
that undeniably stands alone in the changing field of
major station representation . .. knowing that respon-
sible, profitable representation depends upon crack-and-
crevice knowledge of each station . .. each market . . .
each competitor; a knowledge acquired only through

limited list representation.

1f yours is an important television station, in

an important U.S. market, you should hear

the complete H-R story. Call Frank Pellegrin, R,

PLaza 9-6800 in New York.
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SOMETHING NEW
HAS BEEN ADDED
TO THE GREAT

COLUMBIA
POST-48's!

There's a new look to the COLUMBIA POST-48's—73 top-
quality feature films, most of which were produced between
1956 and 1961, have been added to the original group of
over 200 COLUMBIA POST-48's.

And quick as you could say “From Here To Eternity,” four of
the Columbia Broadcasting System’s owned and operated sta-
tions, WCBS-TV New York, WCAU-TV Philadelphia, WBBM-TV
Chicago and KMOX-TV St. Louis (already happily signed up for
the original group) snapped up these new COLUMBIA releases!

For further details, contact your Screen Gems representative.

Distributed exclusively by

SCREEN

GEMS, inc.

1. FROM HERE TO ETERNITY 2. THE EDDY DUCHIN STORY 3. OUR MAN IN HAVANA 4. THE LAST ANGRY MAN S. THE MAN INSIDE 6. THE KEY
7. THIS ANGRY AGE 8. BITTER VICTORY 9. THE GARMENT JUNGLE 10. AUTUMN LEAVES 11. MIDDLE OF THE NIGHT 12. OPERATION MAD BALL
13. TANK FORCE 14. PARADISE LAGOON 15. FACE OF A FUGITIVE 16. THE LONG HAUL 17. FULL OF LIFE 18. THEY CAME TO CORDURA 19. ALL
THE YOUNG MEN 20. THE BURGLAR 21. | AIM AT THE STARS 22. SURPRISE PACKAGE 23. JUBAL 24, COCKLESHELL HEROES 25. STORM
CENTER 26. PICKUP ALLEY 27. KILLERS OF KILIMANJARO 28. THE TWO-HEADED SPY 29. THE WHOLE TRUTH 30. BELL, BOOK AND CANDLE



KCEN-TV
CHANNEL
OFFERS

IN THE

WACO-TEMPLE
MARKET

center of Texas'
population density
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*Waco-Temple Market ARB Mar. '62 Y

Midway between Dallas,
Fort Worth, Houston and
San Antonio, KCEN-TV's
maximum 100 KW Power
on Channel 6 offers great-
est coverage in the market
and assures:

LOWEST COST per 1000*
FAR LESS duplication*

POWEAED Y6 SEAVE 33 CENTAAL TEXAS COUNTIEE

BLAIR TELEVISION ASSOCIATES
National Representatives
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Radio’s success

EpiTor: Very good reporting on
“What’s radio’s success secret?” [LEAD
SToORY, Sept. 17]. . . . Even had the tele-
vision boys reading the article with
interest. . —~—Jim Hofmann, KID
Idaho Falis, Idaho.

EDITOR: I would appreciate . . . 20 re-
prints of “What's radio’s success secret?”
[BROADCAST ADVERTISING, Sept. 17]. 1
feel that this article is “must” reading for
our radio people. . . .—Redd Gardner,
general manager, KCRG-AM-TV Cedar
Rapids, lowa.

(This article was not reprinted but some

tear copies have been forwarded to Mr.
Gardner.

Davis ‘Monday Memo'

EpiToRr: Qur sincere congratulations to
Robert M. Davis, his advertising agency
and Glendale Federal Savings & Loan
Association for having the courage to
experiment with fm [Monpay MEMo,
Oct. 1]. It is most refreshing to find
people who are willing to buy a medium
on the basis of past performance and
potential rather than the same old
numbers. . . —Roy A. Eisner, general
manager, KQIP (FM) Odessa, Tex.

Mutual coverage

EDITOR: An error is noted in respect
to Mutual’s role in the radio coverage
of the events at the University of
Mississippi [PROGRAMMING, Oct. 8.
Editing programs is not a function
carried out by Mutual President Rob-
ert F. Hurleigh, as the story mistakenly
reported.

In our report to BROADCASTING, we
highlighted that Mr. Hurleigh broadcast
a strong editorial on Oct. 1 concerning
the riot the previous night. . . . Mr.
Hurleigh's daily public service edi-
torials . . . have received wide accept-
ance from our 502 affiliates. . .
Frank Zuzulo, director of public rela-
tions, Mutual Broadcasting System,
New York.

Heart of America story

EDITOR: . . .“Heart of America in transi-
tion” [SPEcIAL REPORT, Sept. 24] hits
the nail right on the head. . . . What im-
pressed me most was the grasp . . . of the
situation in the Midwest, and in Kansas
in particular. [It] accurately and force-
fully portrayed the evolution that is tak-
ing place here . . . the gradual shift from
an agricultural to an industrial base. . ..
—Thad M. Sandstrom, general manager,
WIBW-AM-FM-TV Topeka.

EDITOR: , . . The story was excellent on
other cities but Scottsbluff should have
been included. Population of the
Scottsbluff-Terrytown-Gering  strip  is
21,000. Eleven panhandle counties have

»

MIKE &

1,773,650 livestock; one feed lot alone
can handle 50,000 head of cattle. . .
Our area is famed for some 500,000
acres of choice irrigated land. Our im-
mediate area includes three major meat
packing plants, six sugar refineries, five
livestock feed plants, the Midwest’s larg-
est steel fabricating plant and numerous
oil wells.—George H. Haskell, general
manager, KNEB-AM-FM Scotishbluff,
Neb.

EDITOR: . . . At a meeting of all Tall
Corn Network stations there was great
enthusiasm and appreciation for your
excellent survey of the Midwest market.
Congratulations. — George J. Volger,
general manager, KWPC Muscatine,
Iowa.

EDITOR: . . . In the references to trans-
portation facilities little if any mention
was given to interstate bus transporta-
tion or to motor freight carriers. . .
The bus lines carry more passengers
than the railroads and airlines com-
bined. . . . Central Bus lines division of
Continental Trailways is one of the
largest non-aircraft payrolls in Wichita.

. . In Kansas City Continental is
bulldmg a 24-story office building.—
Ted M. Howell, president Ad Pr Inc.,
Dallas.

EDITOR: Congratulations on the “Heart
of America,” particularly on the Nebras-
ka part. We have had many fine com-
ments from community leaders.—A.
James Ebel, vice president-general man-
ager, KOLN-TV Lincoln, Neb.

[Beprints of BroADCASTING'S Special Report,
“Heart of America in Transition " are avail-

able for 25 cents a single co er
100 copies; 43%7 .50 per ?i'oo 3%0
872 00 per $87.50 per 5%00 per

FCC & editorializing

EDITOR: May I quote from my corre-
spondence of November 1961 to the
chairman of the NAB Editorializing
Committee prior to its meeting in Wash-
ington on Dec. 11, 1961.

“We are editorializing on WBML and
it is our firm conviction that our trade
association should consider some stand
that would urge the FCC to refrain
from looking into or trying to analyze
the content of an editorial. Their ref-
erence as to “whether the broadcast of
such editorials were presented in a fair
and responsible manner” leads into
avenues of various and impossible de-
terminations. . ,

We made this suggestion to the com-
mittee, but so far, no response: “Re-
solved: That the FCC will never con-
cern itself with the content of an edi-
torial by a broadcast station and further
resolved that the FCC should concern
itself only with the fact that the lLi-

BROADCASTING, October 22, 1962



Now ready for your station—
Exclusively in your market

25 One-Hour Programs
produced

Exclusively for Television

Y% World Renowned Conductors
Y Brightest Stars of Musical Stage
% Brilliant Soloists and Instrumentalists
% 14 Symphonies
Y 5 Pop Concerts
Y 5 Musical Specials
Y 1 Ballet

real

N usic

SERIES 11

Leopold Stokowski e Andre Previn ¢ Andre
Cluytens ¢ Arthur Fiedler « George Szell « Nathan

Milstein ¢ Richard Tucker « Florence Henderson
Fritz Reiner « Hans Rosbaud « Robert Trendler
Jean Martinon « Rudolf Serkin « Robert Casa-
desus » Sarah Mae Endich « Walter Hendl ¢ John
Browning e Isaac Stern « Tony Bennett « Earl
Wrightson « Bill Hayes « Peter Nero « George
Greeley ¢ Ferrante & Teicher o Elaine Dunn
Hamilton Trio « Joe Eich Singers « The Hi-Lo's
Ruth Page Baliet « Chicago Symphony Orchestra

Sold Exclusively by WGN Syndication Sales
2501 Bradley Place, Chicago 18, Hlinois
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ordinary television station...”

Chester (S.C.) Reporter

“If WIS-TV were an ordinary television
station, we would not be wasting our
paper and ink,” said the Chester (S.C.)
Reporter in a recent editorial. “But
WIS-TV is one of the pioneer stations
in the South, and the only one, so far as
we know, that has consistently tried to
meet its public service obligations with
energy and imagination.”

We thank our media colleague heartily.
We don’t think we are alone in recogniz-
ing our responsibilities, but we will con-
tinuetotry tojustify thiskind of unusual
praise, with unusual performance.

WIS

television

WIS TELEVISION -

NBC / Columbia, South Carolina

Charles A. Batson, Managing Director
A

L
a station of - BCSh~
y s

TheBroadcasting Companyof the South
G. Richard Shafto, Executive Vice President

WIS television: Channel 10, Columbia, S.C.
WIS radio: 560, Columbia, S.C.
WSFA-TV: Channel 12, Montgomery, Ala.

All represented by Peters, Griffin, Woodward, Inc.



MERGENCE
OF A
POWERFUL
INDEPENDENT
IN SEATTLE-
TACOMA

|, ™

L

TELEVISION

PRIME MINUTES
NOW AVAILABLE

EXPERIENCED, IMAGINATIVE
PROGRAMMING

Before you buy television in the Pacific
Northwest, consider this one basic fact:

Only KTNT-TV in this area includes five major
cities in its A’ contour, (Seattle, Tacoma,
Everett, Bremerton, Olympia). KTNT-TV's tower
is ideally located to beam o cleor signal to
oil of this major market.

ask Paul H. Raymer Co.
about all the detoils,

TELEVISION

PACIFIC NORTHWEST'S
GREAT INDEPENDENT

Studios in Seattle and Tacoma

18 (OPEN MIKE)

censee offered equal time for an op-
posing view.”—George W. Patton, vice
president, WBML Macon, Ga.

Iron-clad contract?

EDITOR: A survey should be taken to
find out how much revenue is lost each
year in radio and television by firms
who cancel before the expiration of
their contracts. I think our industry
needs a tremendous public relations job
to enforce the contractual agreements
of sponsors and their products. . . . In
other fields . . . people are not as apt
to “get out of” a contract as in radio
and tv.

Something has to be done . . . to
protect not only ourselves but those
purchasing time with us. If a sponsor
is contracted for 10 weeks, we should
be given the chance to prove our worth
during this period. But when he be-
comes dissatisfied after four, and can-
cels, who benefits? He hasn’t received
the business anticipated, and it becomes
that much harder to resell him in the
future. . . .—Rich Newman, KBTV
(TV) Denver.

Screen announcers?

EpITOR: Three cheers for Blake Tabor of
Leesburg, Fla., for his excellent analysis
of the sad plight of radio! [OPEN MIKE,
Aug. 20]. Tom Jordan’s comments are
also valid [OPEN MIKE, Sept. 24].

My estimate of an announcer is not
the amount of his experience, but his in-
nate ability; this should be determined
by a screening board. These boards
should be set up by each state broad-
casters association.

In addition to Mr. Tabor’s sugges-
tions, may I suggest that radio needs
humor? Not the wise-guy announcer
kind but the kind that we enjoyed when
Bob Hope, Jack Benny, Fibber McGee
& Molly, Edgar Bergen, Eddie Cantor,
etc., were on the air. Couldn’t these
transcriptions be taken out of mothballs
and syndicated?— Si Willing, general
manager, KMAR Winnsboro, La.

The wrong rep

EDITOR: . . . In the report on interna-
tional tv [SPEcIAL REPORrT, QOct. 15]
you indicate that ABC International
Television Inc. owns minority interests
in and represents TG-BOL-TV Guate-
mala City, Guatemala (ch. 3).
Intercontinental Services Ltd. has
represented Station TG-BOL-TV since
Oct. 1, 1959, and continues to be its
representative in the U. S., even though
ABC has acquired a small equity in the
station.—Jeanette F. Sytsma, vice pres-
ident, Intercontinental Services Ltd.,
New York.
[ABC International Television Inc. repre-
sents TG-BOL-TV and the affiliated Central
American Televlsion Network for network

sales: Intercontinental Services Ltd. repre-
sents the station for spot sales.]

BroapcasTING Pustications Iwc.

4 BROADCASTING

THE BUSINESSWEEKLY OF TELEVISION AND RADIO

Executi and pubucauon headquarters:

BROADCABYING: 1738 DeSales
St., N.W., Wuhin a6 Do Telophone
Metropolitan 8-1

Ebrror AND PUBLISHER
Sol Taishoff

Editorial

Vice PresipeNT ANp Exzcurive Eprro
Edwin H. James

Ebrrorial. Dmecror (New York)
Crater
Managmg Eprron
Art King

Sxnior EDITORS! Frank
Ebincs (ilyweol Fradarios . B
gera rams, Lawrence
glher Chicago): Eorross: Harold
ins, Dawson Nail; Searr 8
Sid Booth, Ga pbell, Jim deBetten-
court, John Gardiner, Larry Michie, Leonard
Zeidenberg; RIAL AssisTanTs: Elizabeth
Meyer, Rosemarie Studer. Nancy K. Yane;

SECRETARY TO THE PusLisHER: Gladys Hall.
Business
Vice PRESIDENT AND GENERAL MANAGER
Maury Long

VICE PRESIDENT AND SALEs Maxaozm
Winfield R. Levi (New York)
Lawnence B. Tamaorr
SOUTHERN SALrs MaANAGm: Ed Sellers; Pmo-

DUCTION MANAcER: George L. Dant;
MaNAcEr: Harry Stevens; CLASSIFTED
risiNg: _Dave Lambert; ADVERTISING A-t

ANTS: Robert Sandor, Joyce Zimmerman:
ISa:ﬁyﬂMy T0 THE GENERAL MaNacEm: Doris

LiEr: Irving C. Miller; ASSISTANT

CoMPTRO
Aupiror: Eunice Weston.

Publications and Circulation

Dmzcror or PUBLICATIONS: John P Cosgrove;
CIRCULATION MaNAczr: Frank Gentile;
CIRCULATION ASSISTANTS: David Cusick. Chris-
tine Harageones, Edith Liu, Burtm Hess,
James E. O'Leary, German Rojas.

Bureaus
New York: 444 Madison Ave., Zone 22, Plaza
5-8354.

rromal Dmzcror: Rufus Crater; Bumsavu
Enmmn:cncl: DavidW.Per ; ASSOCIATE

Chi 360 N. Michigan Ave., Zone 1,
Central 8-4115

Sgnior Eptror: Lawrence Christs : Mrp-
wEST SALES Manacze: Warren W, tam;
AssisTANT: Barbara Kolar,

Hollywood: 6253 Hollywood Blvd.,, Zone
Hollywood 38-3148. =

Smoa Eprrorn: Bruce Robertson; Wmsteax
SALrs Manacer: Bill Merritt; Assistawe: Vir-
ginia Stricker.

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

BroaccasTing® Magazine was founded in 1931
by Broadcasting Publications In¢., using the
title, BroapcasTiNg®*—The News ﬁuuinc of

6* was introduced in 1946.
*Reg. U. S. Patent Office
Copyright 1962: Broadcasting Publications Ime.
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‘BEST.BUY!
THESE THREE
HOUR SHOWS

il

TELEVISION

NEW YORK: 1540 BROADWAY, JU 2-2000 « CHICAGO: PRUDENTIAL PLAZA, 467-5756 - CULVER CITY: MGM STUDIDS, UP 0-3311

BROADCASTING, October 22, 1962

MGM Television offers a balanced value in full-
hour programming for selective station needs.
Adventure, drama, action and mystery. Dozens
of top name guest stars. Suited for early eve-
ning, weekend and late night schedules. Adapt-
able for prime presentation and as economical
spot carriers. A reasonable investment. The best
buys of the hours are from MGM-TV (producer
of three current leading network hours on
NBC-TV: “Dr. Kildare,” “Sam Benedict’* and
""The Eleventh Hour"”), For details and prices in
your market contact MGM-TV today.

Markets now playing MGM-TV off-network hours:

Amarillo « Baltimore « Belfingham « Charleston, S.C. « Cincinnati « Dallas-FL Worth”

Decatur » Denver « El Paso « Ft. Wayne « Honoluly « Indianapolis « Las Vegas « Los
Angeles « Louisville » Madison « Miami « Milwaukee » Minneapolis « Mobile « New
Orleans « New York « Phoenix « Portland, 0. « Rockford, 1ll. « San Francisco
Scranton « Stockton = Tere Haute « Twin Falls - Washington « Wichita

19
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METROPOLITAN
BROADCASTING TELEVISION
WNEW-TV New York
WTTG Washington,D.C.
KMBC-TV Kansas City, Mo.
KOVR Sac.-Stockton,Calif.
WTVH Peoria,lllinois
WTVP Decatur,Illinois
METROPOLITAN
BROADCASTING RADIO
WNEW New York

WII' Philadelphia.l’a.
WHK Cleveland,Ohio
KMBC Kansas City,Mo.
FOSTER AND KLEISER
©OUTDOOR ADVERTISING
Oflices in California,
Washington and Oregon

METRO BROADCAST SALES
Station Representatives

WORLDWIDE BRROADCASTING
WRUIL Radio. New York




Intern ational accord These six world-famous figures reached agreement on

at least one subject: Each has appeared on “Open End,” television’s finest discussion program, for an extended
two-hour conversation with host David Susskind. Produced by Metropolitan Broadcasting Television, “Open End”
is one of many features on national, foreign and local issues presented each week on Metromedia’s Television,
Radio and [nternational Broadcasting Stations. Qur Foster and Kleiser Outdoor Division, turns to its community
responsibilities in similar fashion by providing an extensive number of poster panels and painted bulletins each

year for vital public service campaigns throughout California, Washington and Oregon. Metromedia, a diversified

communications company, dedicated to a “quality operations” philosophy, presents the finest in entertainment,
information and education to people living in an area covering two-thirds of the wor]d.METROMEDIA




MONDAY MEMO from pousLas warreN, vice presitent, Smith/Greenland Co., New York

The tie-in ad campaign shows two heads can be better than one

“Cut your advertising budget in half.
You can have the same schedule and
impact for 50% off.”

It’s difficult to envision the adver-
tiser whose eyes wouldn’t light up upon
hearing an agency proposition such as
this. Yet, such a proposal falls neither
within the realm of fantasy, nor does
it require a sudden increase in the pur-
chasing power of the American dollar.
It is a marketing windfall that can occur
for those advertisers who are ready and
willing to employ a technique called
“tie-in” advertising.

Essentially, a tie-in campaign is a
joint venture between two related prod-
ucts. Our agency has established its
reputation primarily in the food field,
and we have found that such products
are particularly suited to this type of
promotion. The technique, we believe,
can be extended beyond the food field
with equally successful results and can
be used with both limited budget prod-
ucts and large scale advertisers.

Competition for Space » Supermar-
ket food products compete fiercely for
shelf space. Many are natural comple-
ments to each other since they are
on the family dining table. Ham and
eggs, waffles and syrup—or a variety
of other combinations—will always be
identified closely by the consumer.

These complementary combinations
can be exploited with tie-in campaigns,
which, if properly conceived and
executed, can be much more effective
than an individual campaign going it
alone.

While there are no pat formulas for
a joint campaign, there are certain pre-
conditions, a majority of which should
exist before two products are committed
to togetherness.

Products selected for a tie-in should
be closely identified in the consumer
mind (and obviously they should be
in no way competitive), especially
when tv commercials are planned, since
tv facilitates visual demonstrations of
products in use.

Product distribution should run along
parallel lines. A joint campaign will be
more effective if the products are dis-
tributed through approximately the
same network of brokers, wholesalers
and retail outlets. Trade advertising will
then be more effective than if scattered
among two unrelated distribution chan-
nels.

Similarly, point-of-purchase displays
will be less effective if the two products

22

are sold through different types of retail
outlets.

Similar Objectives » The overall
marketing objectives of two products
must be similar before they are mated
in a joint campaign. If one is attempt-
ing to command the major share of the
teen-age market and the other is seek-
ing success among senior citizens, a
major conflict will arise when media
selection and other decisions are to be
made. Products also should be matched
to insure that regional appeal is directed
at similar portions of the nation.

Perhaps the most important criteria
in the success of a tie-in campaign is
a complete understanding of the re-
spective roles and responsibilities of the
two products to be featured in the cam-
paign. No questions can remain un-
answered at the outset. This calls for a
sophisticated level of cooperation and
liaison work between the two adver-
tisers involved and their agencies,

Experience indicates that expenses
should be shared 50-50. Too often, the
agency initiating or proposing a joint
project becomes saddled with the bulk
of the creative work (an arrangement
neither equitable nor successful). If the
agencies involved have worked together
with success in the past, it is some-
times possible to devise an intelligent
division of labor (one might take re-
sponsibility for creative work while the
other takes charge of media selection
and trade promotion).

Naturally, both agencies retain the
right to veto any “harmful” proposal.

Tie-in Advantages = The major value
of a joint campaign is its ability to
make ad dollars travel farther. To bor-
row Department of Defense terminol-
ogy, tie-in is a method of yielding *“more
bang for a buck.” By spending half as

much money for an equivalent amount
of tv or radio time, advertisers have an
added fund to exploit the campaign
through point-of-purchase displays,
trade promotions and other efforts.

‘We have found that tie-in campaigns
provide more than double the value of
the traditional type of campaign. In
virtually every instance, results as a
whole have been greater than the sum
of the individual efforts contributed by
each -party. Commercials are more
plausible because they can be demon-
strated visually against a broader back-
ground of products-in-use.

From a merchandising point of view,
a joint campaign provides extra arms
and legs to circulate the campaign mes-
sage through all channels of distribution.
Two sales forces can talk it up. Pack-
aged goods can profit from tie-ins by
doubling the impact at point-of-sale.

One of our most successful joint cam-
paigns is a current one involving our
client—Downyflake Foods—and Ver-
mont Maid, a maple-syrup producer.
(BROADCASTING, Sept. 24).

Downyflake, the nation’s largest
maker of pre-baked, frozen waffles, pan-
cakes and French toast, has advertised
its pop-in toasters on tv in the nation’s
major markets. Recognizing that, syrup
is a closely complementary product,
we approached Vermont Maid with a
tie-in proposal.

The tv campaign has had a significant
impact on New York area sales of both
products and represents one of our most
successful joint promotions.

With advertising costs continually ris-
ing and the competitive situation—par-
ticularly among consumer products—
growing more difficult each day, we be-
lieve that the tie-in will become an in-
creasingly more popular marketing tool.

Douglas Warren, vice president in charge
of food accounts, Smith/Greenland Co.,
New York, joined that agency in 1959 as
account executive for Downyflake Foods.
Previously, he was advertising director at
Seabrook Farms Co. His first advertising

post was with Lang, Fisher & Stashower
Inc., Cleveland, where he started new
product entries nationally for Carling beer
and other food and beverage products.
Before that he was a feature writer on the
“Cleveland Plain Dealer.”
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bland

The unassuming and the innocuous
are, from time to time, too much a
part of broadcasting. More often
than not, it s a case of the bland
leading the bland. The rare stations
which program with the spirited
flavor of our times: controversy, ex-
change of opinion and sheer on-the-
toes excitement, reap the rewards of
a responsive audience. Perhaps that’s
why our stations are continually
moving forward . .. marking progress,
not just time. People watch. People
listen. People know.

POST - NEWSWEEK STATIONS

A DIVISION OF THE WASHINGTON POST COMPANY

WTOP-TV, WASHINGTON, D.C.
WJXT, JACKSONVILLE, FLOR!DA
WTOP RADIO, WASHINGTON, D.C.

g |
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The Story of The PGW Colonel. .. A Best Seller For More Than 30 Yedrs

ON THE GO!




- HE KNOWS THE OTHER SIDE
OF THE STREET

PGW Radio Colonels devoted 48 years to selling print media before joining
* our company. The Television Colonels were with the networks for 48 years.
Altogether, we've had 132 years on the other side of the media street.

They were instructive years—and because of them, all PGW Colonels have a better.
broader understanding of media values—and how to evaluate them.
That’s why the Colonel is always on the go!

P ETERS, G RIFFIN, W OODWARD, ixc.

Ploneer Statlon Representatives Since 1932

NEW YORK ATLANTA DETROIT FT. WORTH MINNEAPOLIS © LOS ANGELES
CHICAGO HOSTON $T. LOUIS DALLAS PHILADELPHIA -SAN FRANCISCO
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WRVA-RADIO unlocks
more homes at
less cost than all other
Richmond stations

COMBINED*

*NCS '61 Radio—50% and over penetration

WRVA-RADIO

50,000 Watts AM, 1140 KC
200,000 Watts FM, 94.5 MC

‘National Re_presehtative: ‘
PETERS, GRIFFIN, WOODWARD, INC!|
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A calendar of important meetings and
events in the field of communications

*Indicates first or revised listing

OCTOBER

Oct. 20-28—-Western Region convention of
American Assn. of Advertising Agencies,
Hilton Hawail Village, Honolulu, Hawall.
Phillip W. Wenig, president of Standard
Rate and Data Service Inc., New York,
will discuss *Missing Media Data—Its New
Importance to Advertising,” In an open
session meeting. Joseph Maguire, presi-
dent of Botsford, Constantine & Gardner,
Seattle, has been added to the panel in a
closed business session which will explore
“How to Make a Profit."”

Oct. 21-23—North Carolina Assn, of Broad-
casters, fall convention at Governor Tryon
Hotel, New Bern. James C. Hagerty, vice
president in charge of news, special events
and public affairs for ABC, will address
the association’s Oct. 22 luncheon. New
officers and directors will be elected on
Tuesday, Oct. 23.

Oct. 21-25—National Assn. of Educational
Broadcasters, 1962 annual convention. Hotel
Benjamin Franklin, Philadelphia. Mayor
James H. J. Tate will address the assocl-
ation at a banquet on Wednesday, Oct. 24.
Also participating in the convention ac-
tivities will be Dr. Allen H. Wetter, super-
intendent of Philadelphia's public schools,
and Martha Gable, director of radio and
television for the Philadelphia school sys-
tem.

Oct. 21-26—Society of Motion Picture &
Television Engineers 92nd convention at
The Drake in Chicago. Theme of the Chi-
cago program is “Communications Progress
—Televislon and Motion Pictures in In-
dustry and Education.”

Oct. 22—Deadline for comments on FCC
rulemaking involving changes in multiple
ownership and duopoly rules (extended
from Sept. 20).

*Oct. 22-26—European Broadcasting Union
meets in New York (Carnegie International
Center, except for opening session at Wal-
dorf-Astoria) and in Washington (New
State Dept. Bldg. on Oct. 24).

Oct. 22-31—International Television & Film
Exchange, Copenhagen, Denmark.

*Oct. 25—Connecticut AP Broadcasters Assn.
meeting at the Yankee Silversmith, Walling-
ford, Conn.

Oct. 26—International Radle & Television
Society, roundtable luncheon, Hotel Roose-
velt, New York.

*Oct. 26-28—Eastern Conference of Women's
Advertising Clubs (Advertising Women of
New York host club), Commodore Hotel,
New York. Through cooperation of Adver-
tising Federation of America, advertising
men will be able to attend.

Oct. 26-28 — West Central area AWRT
conference, New Center for Continuing
Education, U. of Nebraska, Lincoln.

Oc¢t. 26-31—Board of directors, National
Community Television Assn. Special meet-
ings Oct. 26 and 27 have been scheduled
for auxiliary services, industry relations
and standards committees. Executive com-
mittee will meet Oct. 28. Fuli board will
meet Oct. 29-31, Valley Ho Hotel, Scotts-
dale, Ariz.

*Qct. 28-31—Broadeasters’ Prometion; Assn.
convention, Holiday Inn Central Hotel,
Dallas, Tex. NAB President LeRoy Collins
will be keynotée speaker. Other speakers
include: William B. Lewis, Kenyon & Eck-
hardt; Jack Harris, KPRC-TV Houston;
Mike Shapiro, WFAA-TV Dallas-Fort Worth;
Stephen Riddleberger, ABC Radio: Bili
Michaels, Storer Broadcasting Co.; Norman
Cash, TvB; Roy Danish, TIO; Edmund C.
Bunker, RAB; and John F. Box Jr., Balaban
Stations.

*Oct. 31—ABC International Television Inc.,
breakfast-meeting Visualscope presentation

DATEBOOK

showing development of tv. Americana Ho-
tel, New York.

*Oct. 31—Hollywood Ad Clubs Shirtsleeves
Session on ‘‘Agency Presentation That
Sold,” Hollywood Roosevelt, 12-3 p.m. Jack
Donahue, general sales manager, KTLA
(TV) Los Angeles, chairman of panel of ad-

vertisers. Jack O'Mara, TvB West Coast
manager, will preside.
Oct. 13—International Radio & Television

Society, production workshop, Hotel Roose-
velt, New York. Subject: international
radio and tv with the accent on commer-
cials and techniques.

NOVEMBER

Nov. 1—New deadline for comments on
FCC (fm allocation rulemaking proposal
(changed from Oct. 1). Replles are due
Now. 16.

Nov. 1—East Central region meeting of
American Assn. of Advertising Agencles.
Statler-Hilton, Detroit.

*Nov. 4-10—Second annual National Country
Music Week of the Country Music Assn.,
Nashville, Tenn. Network tv specials, heavy
record label promotion, local radio and tv
saturation and the second annual presenta-
tion of the C&W Hall of Fame honorees
keynote the affair. Roy Horton, an execu-
tive with the Southern Music Publishing
Co., New York, is the Country Music Assn’s.
C&W Week chairman.

*Nov. 5-7—French-Language Broadcasters’
convention at the Queen Elizabeth Hotel,
Montreal. The first morning of the con-
vention will be devoted to cultural aspects
of media, with discussions on the economic
factors In the afternoon. The second day
will be entirely given over to the adver-
tising agencies. The final day will consist
of ACRTF business meetings and elections.

*Nov. 8-9—0Ohfo Assn. of Broadcasters fall
convention, Columbus Athletic Club, Colum-
bus, Ohio.

Nov., 10-25—World Economic Progress As-
sembly and Exposition under international
auspices. Special sectors devoted to radie
and tv. McCormick Place, Chicago.

*Nov. 12—Georgla School Day of the Air,
2-3 p.m. simultaneous, state-wide salute by
150 GAB members to schools and education.

*Nov. 12—Screen Actors Guild, annual gen-
eral membership meeting, 8 p.m. Beverly
Hilton Hotel, Beverly Hills, Calif.

*Nov. 12-13—Illincis Broadcasters Assn, fall
meeting, Sheraton Chicago Hotel, Cocktail
party reception will be held on Nov. 11 at
5 p.m.

*Nov. 12-14—Fall radio meeting, Electronic
Industries Assn, King Edward Hotel, To-
ronto, Ont. Two sessions on radio and tv
receivers are scheduled, both on Nov. 14.
Among papers to be delivered: Report on
receiver installations, New York City uhf
project, Jules Dietz, FCC; characteristics of
rf transistors for am/fm automobile radio
sets, Robrecht Bosselaers and Slig Gertzis,
Amperex; present and future unsolved ra-
dio designers’ problems, E. D. Hasty and
H., B. Dorsey, Bendix; uhf translators for
extending tv coverage, Stanley P. Lapin,
Adler Electronics; high performance fm/am
automobile receiver, P, S. Manson and M.
Slavin, Bendix.

*Nov. 12-15—National Assn. of Rallroad &
Utilities Commissions, Roosevelt Hotel, New
Orleans. FCC Chairman Newton N. Minow
will speak on space communications.

NAB Fall Conferences

Oct. 22-283—Edgewater Beach, Chicago
Oct. 25-26—Statler-Hilton, Washington
Nov. 8-9 —Sheraton-Dallas, Dallas
Nov. 12-13—~Muehlebach. Kansas City
Nov. 15-16—Brown Palace, Denver
Nov. 19-20—Sheraton-Portland, Ore.
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First in Milwaukee*

.and still first!

Station Image, more than any single quality, has made
Channel 4 Milwaukee’s number one TV station . . .
in the eyes of both viewers and advertisers. This “Total
Image” is the sum of these parts:

PROGRESSIVENESS — The history of television in
Wisconsin is literally the history of WITMJ-TV. It
was the first station in Wisconsin on the air ... with
network shows . .. with color. And it’s first in coverage
(a population area of 4,468,903 people).

EXPERIENCE — Most of WTMJ-TV’s people have
worked more than 15 years in television and form
Wisconsin’s largest, most experienced station staff in
live and network programing.

QUALITY PROGRAMING— Program policies of good
taste are traditionally practiced in local production
and in selection of network programing.

HIGH-STANDARD ADVERTISING POLICIES— Ad-
vertising rates are clearly stated and explained in an
official Rate Card, with rates the same for all. WTMJ-
TV does not “triple-spot,” will not accept advertising
it feels would be objectionable.

PROGRAM VARIETY — WTMJ.-TV believes in pro-
graming to meet its community’s varied needs: enter- o
tainment, information, education. Included in its in Milwaukee, went
balanced schedule are daily high-quality live shows on the air

and the station’s own feature and news programs. December 3, 1947
For more detailed information on what makes up the -+ -4 years before
Total Image of WTMJ-TV, write: L SR el

in Wiscensin .. .
the 11th commercial
TV station in the

WT'M l_ I \ , entire country.

THE MILWAUKEE
JOURNAL STATION
WTMJ-AM-FM

NBC in Milwaukee

Represented by: HARRINGTON, RIGHTER & PARSONS — New York,
Chicago, San Francisco, Atlanta, Bosten, St. Louis. Los Angeles

*




Atlanta




Perhaps you haven’t seen Atlanta lately? You’d be amazed the moment you step off the plane into our
new twenty-million-dollar airport. And you would have to bring your market estimates up to date when you
view the variety of elegant modern homes, shopping centers, churches, office buildings and major industries
that have expanded this new metropolis since 1949 (the year WAGA-TV began telecasting).

Outstanding test market — Here is a sophisticated Southern city — acclaimed as a favorite test
market — that has jumped 54% in population in thirteen years. .. to over a million!

Here is a booming city, an expanding five-county industrial market unique in the Southeastern region
— a culture-conscious area that enthusiastically supports opera, concerts, theater, and art festivals.

New Atlanta blends the customs and tastes of residents who have come from all parts of the nation.
Only 23% of its citizens are natives. The result is a genuinely cosmopolitan city.

Atlantans prefer WAGA-TV — If you're judging Atlanta television stations by outmoded stand-
ards, you may be surprised to discover that Atlantans have kept pace with the new preferences in televi-
sion programming. Because Atlanta is different, the Storer station has found the difference and created
the programming to fit! Now the Atlanta station most respected and most viewed by adults is WAGA-TV.
Such respect and discriminating attention have been earned through WAGA-TV’s exclusive daily
editorials on important local issues, complete PANORAMA NEWS coverage, and quality public interest
programming unapproached by other stations in the market. The Storer programming philosophy con-
tinues . . .““famous on the local scene . . . for public service.”

Result? Advertisers prefer and specify WAGA-TV in the 23rd market!

SRDS ranks Atlanta 23rd in retail and automotive sales, 24th in population, 25th in food, apparel and pas-
senger car sales among metropolitan areas; 23rd in the nation as a television market with WAGA-TV deliv-
ering the metro plus 61 more counties with 50% or more net weekly circulation* Small wonder WAGA-TV is

overwhelmingly favored by local and regional advertisers—the people who know stations and our market best!
*1960 ARB Coverage Study

waga«tvE}

Represented by Storer Television Sales

BEST-BUY STATION IN ATLANTA — AN INDISPENSABLE MARKET

LOS ANGELES § PHILADELPHIA | CLEVELAND TOLEDD DETROIT IMPORTANT STATIONS
WO RPN IR K IN IMPORTANT MARKETS

NEW YDRK MILWAUKEE CLEVELAND ATLANTA TOLEDD DETROIT STORER
s e T WAGA-TI WEEOLTY WIEK-TH BROADCASTING COMPANY




WKRG-TV

Mobile—Channel 5—Pensacola

MOBILE. FEHSAE#LI.

WKRG-TV delivers 100% more TV homes,
9:00 AM to Midnight, than either Station A or Station B
in Mobile-Pensacola. ARB, June, 1962.

Effective Immediately Call
H-R TELEVISION, INC.

or

C. P. PERSONS, JR., General Manager
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BULK BUYING WINS NEW SUPPORT

m Path plowed by P&G now followed by other big spenders
m General Foods, Colgate-Palmolive, American Home follow lead
B Lever Bros. studying plan; presentation for Bristol-Myers

A movement toward “bulk buying”
is gaining headway in spot television,
stirring salesmen’s hopes that it may
counter-balance the older tendency
among advertisers to schedule their cam-
paigns in seemingly shorter and shorter
flights.

The bulk-buying approach is far from
new but appears to be winning new ad-
herents, principally among the multiple-
brand advertisers who represent spot
tv’s biggest spenders.

Where Procter & Gamble was the
principal advertiser known to be using
it a few months ago, a half-dozen or
more are reported employing the bulk-
buying technique now—and still others
are weighing its possibilities.

P&G, television’s No. 1 spender, has
used the technique extensively for over
the past four years. Essentially, the sys-
tem involves a commitment on the part
of an advertiser to buy a certain num-
ber of announcements (usually 520,

1,040, 1,300 or more) over a 52-week
period.

The Difference = Unlike the year-long
sponsor who contracts for a specific
number of announcements each week,
he may schedule a varying number each
week, depending on his seasonal and
other requirements. The sponsor will
earn discounts in accordance with plans
offered by the station, but will be short-
rated if the total number of announce-
ments contracted for is not reached
prior to the end of the 52 weeks.

In addition to P&G, advertisers which
were reported to have used this volume
buying approach are General Foods,
Colgate-Palmolive, American Home
Products and various cigarette brands.
Colgate-Palmolive was mentioned by
several sources as having devised am-
bitious plans in this area, and is under-
stood to be widening its participation.

The keener interest in this concept is
illustrated by reports that another major

advertiser, Lever Bros., is undertaking
a major study of the pros and cons of
volume buying, and a presentation on
the subject is being prepared for Bristol-
Myers.

Stations have been prepared for sev-
eral years for this type of business. An
estimate from an official of one tor
multi-brand national advertiser is chat
approximately 60% of the nation’s tele-
vision stations make provision for bulk
buying with appropriate discounts.

Advantages Seen = Though there are
obvious advantages to advertisers in
bulk buying, there are certain disad-
vantages, too. These latter factors, rep-
resentation officials concede, have im-
peded the acceleration of this practice.

Among the plusses cited for this
technique were:

= An advertiser earns normal dis-
counts, but is not committed to buy a
specific number of spots each week.

= He is enabled to concentrate a large

Opening of NAB regional meetings brings broadcasters together

Two new faces in Atlanta television were greeted at the
first NAB Fall Conference—Joseph M. Higgins, general
manager, and Richard M. Fairbanks, who took over WLWA
(TV) from Crosley, changing call letters to WAII (TV}). L to
r: Mr. Fairbanks; Fred Fletcher, WRAL-TV Raleigh, N. C;
Andrew Haley, Washington attorney; Mr. Higgins; Walter
Brown, WSPA-TV Spartanburg, S. C.; George B. Storer,

BROADCASTING, Octoher 22, 1962

head of Storer stations and member of NAB Tv Code
Review Board (see special story, page 76); A. Louis Read,
WDSU-AM-TV New Orleans, member, NAB Editorializing
Committee. The new one-and-one-half day format proved
effective for the meetings. (BROADCASTING's full report
on both the Atlanta and the New York regional meetings
is carried in this issue, beginning on page 72.}
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A revolutionary new form of ad-
vertising agency compensation—a
share of the profits that their ad pro-
grams help create—was envisioned
last week by Marion Harper, presi-
dent and chairman of Interpublic
Inc.; in a sense the agency would be-
come a ‘“‘co-entrepreneur,” he indi-
cated.

The new agency compensation
form would probably apply only to
special situations, he said, and would
not replace the traditional 15% sys-
tem. The new method would evolve,
he indicated, because of the refine-
ments taking place in advertising
measurement and “accountability”
procedures which would enable the
agency to prove that its advertising
program contributed in a measurable
way to a given record of sales,

AAAA Hears Harper = Speaking
Wednesday in Chicago before the
25th annual meeting of the Central
Region of the American Assn. of Ad-
vertising Agencies, Mr. Harper pre-
dicted that under such an arrange-
ment of compensation, an agency
might share in ‘the profit realized
through a sales volume exceeding a
specified level. The arrangement
might call for basic compensation of
the agency for out-of-pocket expen-
ses, he said, so that “if a product
failed to sell at a certain level, the
agency, while not participating in
profit, would have the protection of
being compensated for its basic
costs.”

Mr. Harper, who also is board
chairman of the AAAA, said he be-
lieves other benefits will flow to both
agencies and advertisers because of
the current drive toward more ac-
curate accountability. He predicted

number of announcements during pe-
riods when his advertising needs are
urgent and cut back when his require-
ments are less stringent.

= The bulk system reduces “paper
work” to a minimum for the advertiser,
the agency, the rep and the station.

= It provides the advertiser with a
franchise for his announcements
throughout the year and protects him
against a “freeze-out” in a critical ad-
vertising period.

Agency officials emphasized there
was one main disadvantage to volume
buying. Spot television’s strongest sell-
ing point for years, they emphasize, has
been its flexibility.

The bulk practice leans in the direc-
tion of inflexibility in that it commits
an advertiser to buy announcements

32 (LEAD STORY)

increased professionalism in adver-
tising, greater emphasis on adver-
tising as a profession in universities,
the staffing of agency media depart-
ments with computer technicians and
greater opportunities for women ex-
ccutives.

The two-day central region 4-A
meeting also heard John H. Platt,
Platt & Fowler, and formerly senior
vice president of Xraft Foods, sound
an alarm over the high number of
advertising accounts which switch
agencies annually. He noted that last
year alone no less than 260 major
account changes took place, repre-
resenting billings of some $322 mil-
lion.

This record of switches “is deplor-
able,” Mr. Platt said, “and is symp-
tomatic of some things that must be
deeper and more serious than the
changes themselves.”

Advertisers Warned = Mr. Platt
urged advertisers in their own self-
interest to “indulge in periodic self-
examination.” He felt that the too-
common practice of making the
agency the whipping boy “is a red
herring that obscures fundamental
causes of business downtrends or
failures.”

Douglas L. Smith, advertising and
merchandising director of S. C. John-
son & Son, related a case history of
the introduction and marketing of
the company’s insecticide product,
Raid, a heavy television advertiser.
Johnson decided to introduce Raid
in 1954, he recalled, and devoted
great attention to a careful copy de-
velopment program and large test
market campaign, after which the
product went national. “Last year
Raid outsold the next three insecti-

throughout the year, even though he
may want to eliminate spot television
entirely for a certain period.

Another built-in obstacle is that only
certain advertisers require the advertis-
ing frequency prescribed to earn the 52-
week discount. Representatives and
agency executives specified them as ad-
vertisers with multiple brands (food,
detergents, pharmaceuticals, cigarettes)
and possibly regional advertisers that
are consistent spot tv users, such as
breweries.

There was no unanimity of opinion
among agencies as to the prospects for
more widespread use of bulk buying.
On the whole, agencies with clients in
the multiple-brands believed that this
approach would spread. On the other
hand, other agencies felt there was a

Harper proposes agencies share in profits

cides combined,” he said.

S. J. Rosenstein, board chairman
of Tower Marts International, re-
minded the 4-A of the “tremendous
importance” of nationally advertised
brand names to the successful opera-
tion of today’s discount chain. Dis-
count store operation by and large
is self-service, he noted, which means
high volume that can be achieved
only when most of the merchandise
“sells itself.”

In discussing his prediction of the
profit-sharing compensation plarn for
agencies, Mr. Harper said the idea is
as plausible as revolutionary. “The
crucial area for competition today
and in the future,” he said, “will be
far less in production than in market-
ing ideas.” Companies compete
through marketing strategies more
today than they do through their
manufacturing systems or access to
raw materials or financing, he ob-
served.

Rewards Earned = “It would seem
reasonable for those who contribute
so essentially to a company’s added
success,” he continued, “to earn re-
wards related to their contribution—
on some mutually satisfactory basis.
In this way, the agency’s client re-
lationship would change its emphasis
from personal service to shared en-
terprise. An agency might thereby
become a ‘co-entrepreneur.’”

This would be made possible
through accountability, Mr. Harper
explained, “through methods relating
to cause and effect and through the
qualifying of influences that have al-
ways been matters of opinion or esti-
mate.”

The development would put pres-

movement away from annual commit-
ments.

Two Viewpoints = One source noted
that these two attitudes are not neces-
sarily irreconcilable. He explained that
the “big spender” conceivably could
move into bulk buying to benefit from
its advantages, whereas the less affiuent
advertiser could concentrate on “short-
termers,” investing during the most pro-
pitious periods, utilizing spot for speci-
fic promotions.

The big advertiser viewpoint was
summarized this week by a top media
exccutive at a large agency: Large com-
panies with multiple brands like the 52-
week contract because close study shows
that it will save money. Spot rates at
many tv stations have risen at a higher
level proportionately at the one-time
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sure on the agency to develop ad-
vertising closely aligned with the cli-
ent’s objectives, he said, and would
encourage the agency to take a broad
marketing rather than parochial view
of its activities.

Such a plan also would be wel-
come to the advertiser, Mr. Harper
felt. If “some specified advertising
performance contributed to a mil-
lion-dollar increase in profits,” the
advertiser should be willing to share
part with the agency that would be
credited with bringing it about.

Mr. Harper predicted that a work-
able system of accountability for ad-
vertising and other communications
programs would evolve sometime be-
tween now and 1970. But it wasn’t
too long ago, he noted, that the possi-
bility of measuring advertising in re-
lation to sales would have been con-
sidered visionary, except in certain
cases like direct mail or premium of-
fers. Agencies also confined research
chiefly to copy and media.

Will Be Possible = “But it will now
be possible, with the help of the so-
cial sciences and mathematics, to
measure advertising as a single in-
fluence, isclated from all the many
variables involved in carrying on a
business,” Mr. Harper said. “We will
have the computer to process a com-
plex flow of information; and we’ll
have a body of professionals able to
apply operations research and linear
programming techniques to market-
ing communications. We will be in
a much better position to answer the
advertiser’s question, “what do I get
for what I spend?”

Mr. Harper said today’s stress on
accountability was articulated large-
ly by the Assn. of National Adver-
tisers’ project “X” and was the out-
come of an *“almost universal de-

level as compared with frequency plans.
The ultimate result should be to bring
more money into the spot tv field.

In rebuttal, the media chief at an-
other large agency with single-brand
clients claimed that volume buying miti-
gates against flexibility. He said his
agency utilized spot tv for specific pro-
motional campaigns, rather than for
a long-range advertising effort.

Billing Aspeets = He agreed that
‘long-term buying facilitated the billing
process but added: “We would say that
flexibility and merchandising ability are
the main factors we look for in spot.
‘We put convenience and bookkeeping
down in eight and ninth places.”

Station Trepresentatives wanted to
make it abundantly clear that the vol-
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mand by business. Management
asked for yardsticks to judge its mar-
keting communications in much the
way it audits other expenditures.”
Mr. Harper said he feels that an
accountability procedure will be part
of every communications program

Mr. Harper

before too long. “It will include
carefully defined goals and clearly
established benchmarks for measur-
ing accomplishment.

“For many products — notably,
capital goods—we may never deter-
mine a relationship of advertising to
sales; but we will be able to assign
values to action that contributes to
sales—as for example, spreading
knowledge of a certain product char-
acteristic; promoting traffic in dealer
stores; or measuring advertising’s ef-
fect on a product's life-cycle. We
will then be able to present ‘reports
of stewardship’ employing yardsticks
that create greater confidence in our
recommendations for a following
year.”

More Professional = Mr. Harper

ume buying plans on a guaranteed 52-
week basis did not represent a depar-
ture from the rate cards. They empha-
sized that only normal discounts applied
in accordance with the various plans
offered by the stations.

They expressed the hope that more
and more advertisers would utilize this
approach, explaining that in recent
years the length of campaigns under-
taken by many clients has been for
shorter durations. Several executives
noted that this practice added to the
“paper work” involved in processing a
spot order, and accordingly to their
overhead.

Representatives were cagey about the
number of advertisers they had signed
for year-long contracts, explaining that
they did not want to tip their hands to

said the greater stress on accountabil-
ity would also bring about a higher
level of agency professionalism.

Accountability will also have an
impact on creativity, Mr. Harper
said, because ‘“it will require more
of it, and more that will be pointed
sharply toward measurable results.”

Mr. Harper predicted that ac-
countability will bring about change
in the structure, function, and per-
sonnel opportunities of advertising
agencies as well. The organizational
form of larger agencies will continue
to change, he said, and bigger agen-
cies “will set up a number of smaller
units based on the principal market-
ing functions—advertising, promo-
tion, packaging, public relations, and
so on. Smaller agencies may share
or pool resources for measuring their
performance and for providing spe-
cialized services. This may lead them
either to merge or group themselves
into voluntary associations in order
to afford the skills and tools they
need to compete.

“We will see more specialization
of talents and an increasing trend to
the formation of smaller ‘think’
units. We will make more discrimi-
nating distinctions in advertising
skills and in experience with specific
product categories.”

Mr. Harper also foresaw a change
in the personnel requirements of var-
ious agency departments. Media
functions, for example, he said, “will
be in the hands of technicians and
mathematicians.”

The computer will speed the trend,
Mr. Harper said, since it will spill
out more information about specific
prospects; and we’ll recognize pres-
ent habits of thinking about markets
in generalized masses as exorbitantly
expensive.”

competitors. They gave the impression
that more sponsors were involved in
such plans than have been disclosed.

No Formnal Requests « The consensus
was that representatives rarely made
formal presentations for this type of
business and preferred to negotiate in-
formally with clients and their agencies.
In this connection, several agency ex-
ecutives observed that they were cau-
tious about recommending volume buy-
ing to many of their clients. The rea-
son for this reluctance was explained by
one media official in this way:

“For years we have been telling cli-
ents to use spot because it’s so flexible.
You can move in and out, depending on
your advertising needs in Pparticular
markets.

“Now if we go in and bear down on
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the client to buy spot on a year-round
basis, he could become annoyed con-
ceivably and say, ‘Are you out of your
mind? This is just like buying network.’
Accordingly, we have to be careful and
choose the right time and the right
client.”

National representatives reported that
stations welcomed the annual business
because it guaranteed them certain sales.
But one rep official pointed to a cloud
that could crop up in this silver lining.

“Generally speaking, bulk buying
should be advantageous to a station.
But it is possible that it could work out
poorly for particular stations on certain
occasions. As an example, let us say
that an advertiser contracted for 1,040
spots a year and decided to concentrate
them in the fall, winter and early spring.
They would use the early spring and
summer periods only sparingly. This
would leave them dry at a time when
they needed the business and filled up
at a time when they could get business.

“I know that a few stations were con-
cerned about this when P&G started
this practice a few years ago. But,
fortunately, the P&G commitment was
spread fairly evenly throughout the year,
so there was no real sweat. But it
could happen.”

Concedes tv's fault,
but doesn’t know cure

There are too many commercials on
tv, according to David Ogilvy, board
chairman of Ogilvy, Benson & Mather,
but how the number can be reduced
“without bankrupting the networks and
the stations, I don’t know.”

Mr. Ogilvy made his comment last
Monday morning (Oct. 15) on CBS-
TV’s Calendar program, which, for that
day, was devoted to a discussion of the
advertising business. Appearing with
him were Sylvester L. (Pat) Weaver,
president of M-E Productions, and Ni-
cholas Samstag, head of his own agency.

Mr. Ogilvy felt most criticism of ad-
vertising today is of television advertis-
ing. “It’s so interruptive and it’s so
inescapable, and there’s too much of
it . ..” He made an analogy, however,
with Sunday newspapers, saying if
“there were no advertisments it would
be a pretty dull newspaper.”

Mr. Weaver compared U. S, tv adver-
tising with the British system, noting in
that country, “you either have enter-
tainment or you have advertising.” He
thought the placing of different com-
mercials in a series, one after the other,
“is thoroughly interesting.” He con-
demned the American system, the “dis-
cipline of the quarter-hour station breaks
and the cutaways and the you'll-next-
see and brought-to-you-by, and all that
monkey business.”” He added that the
British system saves about 50% of the
“waste time” and “concentrates” on ad-
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Spotting the spots

A similarity between the bulk
buying campaigns of Procter &
Gamble and other major adver-
tisers (see story page 31) and that
proposed by Sealtest Foods Div.
of National Dairy Products Corp.,
through its agency, N. W. Ayer
& Son (BROADCASTING, Oct. 8),
is their ability to place their
spots during particular seasons of
the year. Although the campaigns
are described in both instances as
52-week schedules, it is possible
in either case to select seasons
when the spots must appear.

In the Sealtest campaign tele-
vision stations are asked to place
the spots for two weeks in Jan-
uary, March, May, July, Novem-
ber and December. In the bulk
campaigns placed by other major
advertisers, the advertiser, or its
agency, would be allowed to select
the time of year in which the
spots would run.

Although P&G has followed
this plan for four years its sched-
ules have run consistently
throughout the entire 12 months.
Whether other advertisers will
follow this example is giving sta-
tions and representatives consid-
erable concern,

vertising.

The M-E executive added that *we
get certain . . . sponsorship values that
you can’t get in England.” He referred
to the deficiencies of drop-in advertis-
ing, saying there are “certain kinds of
needs [they] don’t fulfill.”

Mr. Samstag summed up the point
by saying the “English system in part
would help certain elements in our
broadcast business very much.”

‘Redbook’ editor notes
tv entertainment role

Magazines can no longer compete
with television at the entertainment
level, Robert Stein, editor of Redbook
magazine, told a group of advertising
and agency executives in Chicago last
Friday (Oct. 19).

Mr. Stein said: “Television has taken
over the function of soothing and enter-
taining millions.” He called it “suicidal”
for a magazine to try to compete on
that basis.

He said the magazines that enjoy the
greatest acceptance are those that are
doing the best job of serving a particu-
lar group of readers; the magazines ex-
periencing the greatest difficulty are
those that have become bland and
pointless in an attempt to please every-
one. Attacking the “myth” that any

magazine can be edited according to a
formula, he said that “trying to repeat
your successes is the surest guarantee
of eventual failure.”

Mr. Stein concluded that “intelligent
readers buy a magazine because it con-
tinually offers them information and
insight that they find nowhere else—
not because it offers pleasant diversion.”

Sucrets tv spending
to hit $1.5 million

The Quinton Co. Div., Merck & Co.,
Rahway, N. I, is investing an estimated
$1.5 million in spot tv for a fall-winter
cold season campaign to promote its
new line of Sucrets antiseptic lozenges
and gargle. The advertising effort,
which began last week, is concentrated
in the top 100 markets.

The initial advertising thrust on be-
half of Sucrets is using tv exclusively,
with 60- and 20-second announcements
in prime time, late afternoon and early
evening periods, particularly on news
and weather programs. The agency for
Quinton is Doherty, Clifford, Steers &
Shenfield, New York.

A. James Barker, advertising director
of Quinton, cited several reasons for
the selection of spot television for the
campaign, including the medium’s flex-
ibility, its power of visual demonstration
and its ability to reach women shoppers
efficiently.

The new Sucrets line is the first group
of products to be promoted by Quinton
since the consumer products division
was established by Merck & Co. last
July 1.

Business briefly ...

Pharmaco Inc., Kenilworth, N. J., will
support the national introduction of a
completely redesigned package for
Chooz antacid in chewing gum form
with a radio-tv campaign. Schedules,
starting this month, have been pur-
chased on ABC Radio and Mutual, in
addition to tv spot in major markets.
Agency: N. W. Ayer & Son, Philadel-
phia.

Liggett & Myers Co. has bought half-
sponsorship of the one-hour special,
Polaris Submarine: Journal of an Un-
dersea Voyage, to be presented on
NBC-TV, Wed., Dec. 19 (10-11 p.m.
EST). Agency: J. Walter Thompson
Co., New York.

Buxbaum Co., Canton, Ohio, will intro-
duce two new floor mats with a heavy
schedule of one-minute tv spots start-
ing Oct. 21 on WEWS (TV) Cleveland.
The test campaign will last six weeks
with local store tags slated for all spot
announcements. Buxbaum later plans
to extend its tv advertising to other
major markets. Agency: Curtice York,
Mount Vernon, N. Y.
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“Charlotte’s WSOC-TV...
provides carousel ride to 300% increase
in toy sales”—Wilton Damon

“During the past 4 years our toy sales have

‘increased over 300% . We attribute this spectacular
gain to our long-time use of WSOC-TV’s award-winning
children’s show, “Clown Carnival”. Charl’otfp definitely
is the Carolinas’ most important market for toy sales.”

WILTON E. DAMON, sales Manager,
Chapman-Harkey Co., Charlotte, N. C.

Advertisers with a stake in young America can bank on this—nowhere
in the Carolinas will you find children’s program strength to match
that of WSOC-TV. This better television fare for small fry complements
the over-all program structure that is producing big sales successes
for channel 9 advertisers throughout the Carolinas. Schedule WSOC-TV

—one of the great area stations of the nation. CHARLOTTE 9—NBC and ABC. Represented by H-R

WSOC and WSOC-TV are assoclated with WSB and WSB-TV, Atlanta, WHIO and WHIO-TV, Dayton
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M-E EXPANDS IN CHICAGO

Agency moves in new lineup of executive talent
as Harper emphasizes market area’s potential

McCann-Erickson Inc. announced a
major expansion and strengthening of.
its Chicago office last week (Oct. 18).

The advertising agency, 1961’s No. 1
radio biller and fifth ranked in total
broadcast billings last year, has ope-
rated a fully-staffed Chicago operation
since 1924, but new moves, intended to
improve its competitive position, have
added four senior executives in recent
weeks, plus a vice president for mar-
keting, bringing the total staff to 148
people.

T. J. King, former head of M-E’s
Detroit office where he directed the
firm’s service to General Motors, has
been named executive vice president in
charge of the central region (11 mid-
western states).

“We regard the Chicago area as the
world’s second largest advertising mar-
ket,” said Marion Harper Jr., president
of Interpublic Inc., parent company of
M-E. Its growth potential is just being
realized, he said. Many midwestern
companies are contemplating expansion
into overseas markets, he added.

“To make ourselves more fully com-
petitive with those agencies head-
quartered here, we have put in place an
outstanding group of professionals,” Mr.
Harper said.

Who’s Whe = The recent M-E moves
in Chicago:

= Ammon B. Godshall, senior vice
president, has been appointed acting
chairman of the board of management,
which is responsible for the operation
of the Chicago office. Mr. Godshall is
a longtime M-E executive who former-
ly headed the agency’s service to the
Standard Oil Co. (New Jersey). Other
members of the management board:

= William R. Kinnaird, senior vice
president and director of account serv-
ice, a Chicago native who has been
with the firm since January 1954.

= Martin Koehring, senior vice presi-
dent and director of creative services.
Mr. Koehring, winner of several crea-
tive awards, has been with the firm
since April 1955,

= Bernard J. Gross, senior vice presi-
dent in charge of account planning. A
native of Chicago and former execu-
tive vice president of the Edward H.
Weiss & Co., Mr. Gross is a specialist in
package goods marketing and new
product introductions.

= Otis L. Hubbard Jr., senior vice
president, account service, joined M-E
two months ago and was a vice presi-
dent at Needham, Louis & Brorby Inc.,
where he was in charge of the- General
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Mills account.

= Frank E. Simpson, vice president
for marketing, joined M-E after leaving
Leo Burnett Inc., where he was mar-
keting supervisor for eight years.

Chester L. Posey, senior vice presi-
dent who managed the Chicago office
from January 1958 until last week,
is being transferred to the firm’s home
office in New York where his new as-
signment will be announced next week,
M-E said.

Research service plans
qualitative studies

The Pulse Inc. is emphasizing its
qualitative research studies Dr. Sydney
Roslow, Pulse’s director, said last week
in announcing new projects the meas-
urement firm has underway.

The new projects were discussed by
Dr. Roslow at a Pulse luncheon in New
York that bestowed a “Man of the
Year Award” to George B. Storer (see
story, page 86).

The firm has begun on: “Radio Pulse
LQR-100” studying qualitative perform-
ances by leading radio stations by time
periods in 100 top markets; “Telepulse
PDQ"” based on a one-day diary that
will elicit qualitative data for every

local tv program in 25 markets sur-
veyed; “Dimension ’62” that will quali-
tatively study the total U. S. radio au-
dience, and a sixth edition of Pulse’s
Tv Audience Profiles.

The latter profile analyzes network
tv programs in 60 demographic and
product-use categories.

Rep appointments...

= WHP Harrisburg, Pa.: The Katz
Agency Inc., New York, as national
representative.

= KRKD Los Angeles; WNAD Okla-
homa City, and WHCU Ithaca, N. Y.:
Weed Radio Corp., New York, as na-
tional representative.

= KAVE-TV Carlsbad, N. M.: Devney
Organization Inc., New York, as na-
tional representative,

Agency appointments...

= Grove Laboratories Inc., St. Louis,
appoints Doherty, Clifford, Steers &
henfield Inc.,, New York, as agency
for 4-Way Cold Tablets, 4-Way Nasal
Spray, and Decongel, a decongestant
gel, in test markets. The firm also ap-
points Gardner Advertising Co., St.
Louis, as agency for Fitch Dandruff
Remover Shampoo and related prod-
ucts. Both appointments are effective
Jan. 1, 1963.

& Nebraska State Centennial Commis-
sion names Ayres & Assoc. Inc., Lin-
coln, Neb., as advertising agency and
pr consultant.

Miss Edie Adams, whose two-year
contract with Muriel Cigars calls for
her to appear in tv programs and
commercials for the advertiser, is

COMMERCIAL PREVIEW: Edie performs for Muriel

featured in a group of “minute musi-
cals” prepared by the firm and its
agency, Lennen & Newell Inc., New
York.

Miss Adams (shown here) sings
and dances in the commercials,
which will be shown on Muriel-
sponsored programs (a series of eight
half-hour specials titled Here's Edie
on ABC-TV and participations in
Stoney Burke on the same network).

An L&N executive said commer-
cial costs were “very expensive—
probably the most expensive on the
air.” The half-hour specials will be
shown once each month in a time
period shared by As Caeser Sees I,
another half-hour series starring Sid
Caeser and sponsored by Dutch
Masters Cigars (which, like Muriel,
are manufactured by Consolidated
Cigar Co.).

The commercials were produced
at MPO studios in Hollywood. Ernie
Motyl was producer for L&N; Tom
Brady was copywriter and Ed Flynn,
musical director.

]
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WAPI-TV..... BIRMINGHAM ... The Birmingham News. .................... NBG
WBEN-TV. .. BUFFALO ... The Buffalo Evening News ... ......cccvoveenn.. CBS
WJRT......... FLINT . .. Goodwill Stations, Inc. . .o\ v seieeeaneanenn. ABC
WEFMY-TV... . GREENSBORO... Greensboro News Company ... .....c......... CBS
WTPA ........ HARRISBURG . .. Harrishurg Patriot . ... ...o.ueeuneennee.. ABC
WTIC-TV..... HARTFORD . .. Trauelers Broadcasting Service Corp . ... ......... CBS
WJAC-TV..... JOHNSTOWN. .. The Johnstown Tribune-Democrat.............. NBC
WATE-TV. . . KNOXVILLE ... Walt, [nc. . .. .o\oeeeeiaeiniaaaiannns, NBC
WHAS-TYV... LOUISVILLE . .. The Conrier-Jonrnal and Louisville Times . . . . . ... CBS
WCKT......... MIAMI . . . Biscayne Television Corp. ... .....ooouvernennernin.. NBC
WTM]J-TV... . MILWAUKEE. .. The Milwaukee Journal . ..................... NBC
WMTW-TV...MT.WASHINGTON . .. Mount Washington TV, Iuc. . ............: ABC
KETV.......... OMAHA ... World-Herald Corporation . ... .................... ABC
KOIN-TV..... PORTLAND, OREGON . .. Mount Hood Radio ¢ Television Corp. ... CBS
WRVA-TV... . RICHMOND ... Richmond Television Corporation ............... ABC
KSLA-TV..... SHREVEPORT . . . The Shreveport Journal ... ........... .....CBS
WSYR-TV....SYRACUSE. .. Syacuse Herald Journal— Post Standard . .. . .. ... NBC
HARRINGTON, RIGHTER & PARSONS, INC.
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Minneapolis
oo !
St. Paulj

Tawo Markets in One:

Giani 124 County Coverage

TOP ACCEPTANCE! That's what
you want for your sales story. That's
what you get on WCCO RADIO, whose
67% share of audience is twice as large
as all other Minneapolis-St. Paul stations
combined! What's more, WCCO RADIO'S
quarter-hour audience is greater than
that of any other station of the CBS
Radio Network. Powerful WCCO RADIO
delivers two markets in one: the five-
county Twin Cities metro area plus 119
non-metro counties. Adds up to 124
counties with nearly 4 million population,
more than $6.9 billion buying income
and $4.8 billion retail sales. The only
way to cover it all—at the lowest cost
with the highest acceptance—is with
WCCO RADIO, one of the great

stations of the nation.

_/ L4 as many listeners

as all other Minneapolis - St. Paul stations combined !

Represented by X it @8>

WCCO

RADIO

Minneapolis- St. Paul

Northwest's Only 50,000-Watt 1-A Clear Channel Station
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4As Pacific conference opens in Hawaii
AGENCY PEOPLE MOVE WEST FOR FOUR-DAY CONVENTION

The 1962 Pacific conference, western
region, American Assn. of Advertising
Agencies, now in session at the Hilton
Hawaiian Village in Honolulu, Hawaii,
opened Saturday (Oct. 20) with a wel-
coming cocktail party that was followed
by other social events on Sunday, cli-
maxed with the governor’s reception
and banquet. This morning (Monday)
begins with an executive session for
members only, to be addressed by John
H. Critchton, AAAA president, and
John W. Davis of Honig-Cooper &
Harrington, San Francisco, chairman of
the AAAA western region.

Irving E. Stimpson of Baker & Stimp-
son Adv., Seattle, will chair the first
business session of the meeting, con-
cluding part of this morning’s agenda
on “How To Make a Profit.” Speakers
are: Mr. Davis; Pau! Jordan of Hixson
& Jorgensen, Los Angeles; Louis E.
Scott, Foote, Cone & Belding, Los An-
geles; and Joseph Maguire, Constantine
& Gardner, Seattle,

Tuesday’s business agenda includes
a welcoming address from Hawaiian
Gov. William F. Quinn, a talk on
“International Growing Pains” by
James Delafield, president, General
Foods International Div., and one on
“Yen for the American Market” by
Lane Fortinberry, managing director of
the Time-Life Tokyo bureau. Raymond
B. Milici of Milici Adv. Agency, Hono-
lulu, will preside.

Alvin Kabaker of Compton Adv.,
Los Angeles, will preside at the second
Tuesday session, which will hear talks
by Alfred J. Seaman of Sullivan,
Stauffer, Colwell & Bayles, New York,
on “Let’s Assume You're a Genius”;
Fred Lyon of Fred Lyon Pictures, San
Francisco, “Creativity—Myth or Mag-
ic?”; Charles H. Brower, BBDO, New
York, on “Smile When You Call Me
Creative.”

Wednesday morning’s program starts
with Jack W. Smock of Smock, Deb-
nam & Waddell, Los Angeles, presiding
over a meeting to be addressed by
Pierre D. Martineau, research director,
Chicago Tribune, on “Is This Advertis-
ing Necessary?” and by George Mason,
director of economic development, state
of Hawaii, on “What Makes Hawaii
Grow?” King Harris, Fletcher Rich-
ards, Calkins & Holden, San Francisco,
will preside at the second Wednesday
session, with talks by Proctor Mellquist,
editor, Sunset Magazine, on “The Futil-
ity of Playing It Safe”; A. J. Bremner,
Foote, Cone & Belding, Chicago, on
“How Do You Know It’s Creative?”;
Milten Caniff, King Features Syndicate,
on “The Dancing Girls in Front of the
Tent.”

The meeting’s closing day, Thursday
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(Oct. 25) begins with Jess Shinn, Rich-
ard G. Montgomery & Assoc., Port-
land, presiding over a session addressed
by Richard F. Casey, Benton & Bowles,
New York, on “Tests for Test Market-
ing”; Dr. Daniel Starch of Daniel
Starch & Staff, on “Measuring Product
Sales Made by Advertising”; Phillip W,
Wenig, SRDS-Data, on “Missing Media
Data—Its New Importance.” Donald
B. Kraft, Kraft, Smith & Ehrig, Seattle,
will preside over the final business ses-
sion whose speakers will be L. F.
Ohliger Jr., advertising vice president
of Hunt Foods & Industries, on “How
to Get the Most Out of an Agency
Without Really Trying”; Barton A.
Cummings, Compton Adv., New York,
on “Why I Should Choose Advertising
Again”; John H. Hoefer, Hoefer, Die-
trich & Brown, San Francisco, on “All
That Glitters Is Not Gold.”

Phillips Petroleum
names JWT agency

In a continuing re-assignment of ac-
counts held by Lambert & Feasley, New
York, Phillips Petroleum Co., Bartles-
ville, Okla., last week named the J.
Walter Thompson Co. as its agency, ef-
fective Oct. 15. The account bills an
approximate $5 million, of which about
$2 million is in spot tv.

Phillips is the latest of several clients

to move from L & F, following the deci-
sion of the agency’s parent company,
the Warner-Lambert Pharmaceutical
Co., to restrict the agency’s activity to
technical and trade advertising for
W-L.

J. Walter Thompson has obtained a
total of $10 million in business from
former Lambert & Feasley clients. They
are Phillips and two Warner-Lambert
products, Listerine antiseptic and tooth-
paste, and Pro-Phy-Lac-Tic brush prod-
ucts, which bill an estimated total of
$5 million (AT DEADLINE, Sept. 24).
Warner-Lambert also assigned an esti-
mated $3.5 million from L & F to Len-
nen & Newell, New York, covering
Richard Hudnut cosmetics and toiletries,
Du Barry cosmetics and toiletries, Ciri
Perfumes, Sportsman toiletries and
Fizzi soft drinks (BBOADCASTING, Oct.
8).

Winter Games sales by K&E

Kenyon & Eckhardt, New York, was
named last week by the Organizing
Committee of the 1964 Olympic Winter
Games to undertake sale of the tele-
vision rights to North, Central and
South American, Japanese and Aus-
tralian tv networks and stations. A bid-
ding competition will be held in the
Alps surrounding Innsbruck, Austria.
Negotiations for the rights will be su-
pervised by Giancarlo Rossini, K&E
vice president—international, and
James S. Bealle, vice president and tv-
radio director.

Because he moved a little too far
out on the limb last spring and over-
estimated radio’s dominance over. tv
viewing during the summer, Kevin

5

tising Bureau, ate crow last week
(see cut). Between bites of a crow-
shaped chocolate cake, the radio
drum beater explained where he
went wrong.

Slight change in diet: canary to crow

Mr, Sweeney, who in 1961 suc-
cessfully predicted radioc would
reach more Americans than tv for
all 13 summer weeks, last spring said
flatly that in 1962 radio would be
the number one broadcast medium
for 16 weeks, from June till October.
Based on official figures from Sind-
linger & Co., radio’s dominance this
summer lasted 14 consecutive weeks,
a new record but short of the pre-
diction.

“I die hard,” Mr. Sweeney said.
“But for a few percentage points in
early June and late September, the
16-week prediction would have been
right on the nose. To mix a zoologi-
cal metaphor, rather than dining on
crow, I would now be the cat that
ate the canary.”

Mr. Sweeney noted that fall tv
shows were promoted harder and
earlier than ever this year, an indi-
cation that tv is “painfully aware of
the great inroads radio has made into
its audience.”
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DON'T BOTHER THE MAN THE BAD SEED | WIND ACROSS

TO KNOCK WHO NEVER WAS Patty McCormack, THE EVERGLADES
Marilyn Monroe, Clifton Webb, Nancy Kelly, Burl Ives, Emmett Kelly,
Richard Widmark, Gloria Grahame, Eileen Heckart Christopher Plummer,
Anne Bancroft Stephen Boyd Gypsy Rose Lee

What's in volumes 4 and 5
of “Seven Arts’ Films of the 50's"?

PBI1oC

Suspense from 20th-Century Fox in:

FIVE GATES TO HELL-starring

Neville Brand, Dolores Michaels and Patricia Owens
GORILLA AT LARGE-starring

Cameron Mitchell, Anne Bancroft and Lee J. Cobb

A LIFE IN THE BALANCE-starring

Ricarde Montalban, Anne Bancroft and Lee Marvin—
and many more suspense films all contained in
Volume 4's 40 great “Films of the 50's.”

Suspense from Warner Bros. in:

HOME BEFORE DARK—starring Jean Simmons,
Rhonda Fleming, and Efrem Zimbalist, Jr.
TOWARD THE UNKNOWN-—starring

William Helden, Lloyd Nolan and James Garner
7 MEN FROM NOW-=starring

Randolph Scott, Lee Marvin, and Gail Russeli—
and many more suspense films all contained in
Volume 5's 53 great “Films of the 50's.”

AND ... BROADWAY ... ACTION ... DRAMA . ..
SCIENCE FICTION . ..COMEDY .. .MYSTERY...

Seven Arts Volumes 4 & 5 have everything—
everything to please your audiences—top stars—
top stories~top directors—they're all in Seven Arts'
"Films of the 50's" “Money Makers of the 60's"
Volumes 4 & 5 now available from Seven Arts.

{705 | SEVEN ARTS
",: ASSOCIATED
L™ {’ CORP.

I
A SUBSIDIARY OF SEVEN ARTS PRODUCTIONS, LTD.
NEW YORK; 270 Park Avenue Yukon 6-1717
CHICAGO: 8922-D N. La Crosse {P.0. Box 613), Skokie, LIl
ORchard 4.5105
DALLAS: 5641 Charleston Drive ADams 9-2855
L.A.: 3562 Royal Woods Dr., Sherman Oaks, Cal.  STate 8-8276
TORONTO, ONTARIO: 11 Adelaide St. West EMpire 4-7193

For list of TV stations programming Seven Arts’ “Films of
the 50's” see Third Cover SRDS (Spot TV Rates and Data)

Individual feature prices upon request.




$20 MILLION PROMOTION

Gift Stars Inc. announces national coupon plan;
Six-week tv ‘blitz’ in all major markets seen

A major new gift coupon program,
with plans for a $20 million national
promotion campaign, was announced
Thursday (Oct. 18) in New York.

Gift Stars Inc., Minneapolis, which
will start test marketing its coupon plan
early next year on about 40 products,
expects to distribute 11 billion coupons
in 1964, its first full year of operation.
The company said the coupons will
build loyalty for national brands carried
in some 370,000 food, drug and spe-
cialty stores.

Sharing in the Gift Stars presenta-
tion was the Minneapolis-Honeywell
Regulator Co., Minneapolis, which in-
troduced a new electronic data process-
ing system called the Orthoscanner.
Gift Stars has ordered the system for
processing of its large-scale coupon pro-
gram.

Gift Stars reported that housewives
will buy products using the plan at reg-
ular prices, collect the coupons from
the labels or inside the packages, and
forward the coupons to Gift Stars.
Curtis L. Carlson, Gift Stars owner and
president, emphasized that the coupons
will not compete with trading stamps,
whose aim is to build “store loyalty” or
“chain loyalty.” He said that if, for ex-
ample, a customer obtains a card table
with trading stamps, she can obtain

The model peeking over several myth-
ical packaged products holds a proto-
type of the series of Gift Stars cou-
pons which will be promoted in what
is said to be a $20 million advertising
campaign.
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matching chairs with Gift Stars.

Mr. Carlson said the launching of
Gift Stars nationally will be backed by
the “strongest advertising-promotion
program in a concentrated period of
time in the history of American merch-
andising.” He said it will involve a $20
million campaign including radio, tv,
direct mail, billboards and print media.

The Gift Stars national promotion,
handled by Campbell-Mithun Inc.,
Minneapolis, will include: more than
25,000 tv commercials in all major
markets, intended to reach 1.4 billion
homes in six weeks, and radio spots,
105 million home impressions in sev-
en weeks, the firm said. This intro-
ductory program, following smaller-
scale radio-tv campaigns in test mar-
kets, subsequently will be supported in
the advertising programs of the par-
ticipating manufacturers.

HARKEN TO THE PUBLIC

Keep customer wants in mind,
Burger tells marketing group

Hastily conceived, hard-sell product
advertising, such as is now beginning
to appear as sales departments strive to
meet their quotas before the end of the
fourth quarter of 1962, can wreak
havoc with a company image that has
been carefully built over a long period
by a well-planned program of public
relations and institutional advertising,
Chester Burger, president of Communi-
cations Counselors Inc., warned at a
dinner meeting of the Southern Cali-
fornia chapter, American Marketing

Assn.,, Wednesday (Oct. 17) in Los
Angeles.
“Price promotions, deals, contests

and so on can make an immediate im-
pact on sales,” Mr. Burger declared,
“but they cannot be permitted to do
so at the expense of the company’s
reputation for quality, customer service
and integrity.”

Mr. Burger, whose firm is the public
relations branch of Interpublic Inc.,
told his audience that many companies
in their product advertising seem to
ignore the finding of research that the
public forms its opinions of a company
primarily from its products. “Properly
done,” he said, “a company’s institu-
tional advertising and public relations
should benefit the sale of each of its
products, just as the company’s product
advertising and publicity should benefit
the reputation of the company itself.

“Yet, today, some companies are pro-

moting their products in a way they
would never use to promote themselves.
They would not allow their president
to perform as a circus barker, nor would
they cheapen the appearance of their
buildings with loud and tasteless signs.
But some of them today are contribut-
ing to this very effect with their ad-
vertising and publicity.”

Preoccupied » The main trouble, Mr.
Burger said, is that top management is
often so wrapped up in its own con-
cerns (to set a new sales record or a
high net profit or just to beat the com-
petition) that it forgets to listen to the
public and to find out what the com-
pany's customers—and the others it
would like to have as its customers—
really want when they plunk their
money down on the store counter. Too
often the manufacturer assumes that
price is the only or at least the major
consideration of the purchaser, when in
reality what he is looking for is some
product characteristic that will satisfy
his needs, Mr. Burger said.

“Listen to what the public has to
say about you and your competitors,
about your products and theirs,” he
urged. “And be concerned about what
you hear.” He cited the Bell Telephone
System as an outstanding example of a
company which has carefully thought
out its relations with the public, not
only in its advertising and publicity, but
in every phase of its dealings with the
public at every level, from making a
phone call to investing in AT&T stock.

Also in advertising...

Blair sales office moves = John Blair
& Co., New York, has moved its De-
troit sales office to new quarters at 11
Boulevard West Building in that city.
Telephone: 871-3060.

New offices = Bennett & Chase & Co.,
New York ad agency, is moving to new
offices at 333 E. 46th St. Telephone
number remains Plaza 2-1055.

Group names Ally = The Fair Cam-
paign Practices Committee has named
Carl Ally Inc., New York, to handle a
special advertising program in connec-
tion with this year’s local and congres-
sional elections. Special public service
spots for radio and tv will be used for
the two weeks prior to election day.
The FCPC advertising series is directed
at calling attention to unsavory smear
tactics.

New research firm = Marketing Evalu-
ations, a new consumer research com-
pany, has been formed by Jack Landis
and Henry Brenner. Mr. Landis was
formerly director of developmental re-
search at J. Walter Thompson, and
manager of research at NBC. Mr.
Brenner is president of Home Testing
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Institute of TvQ, and will also continue
in that capacity. Address 50 Maple
Place, Manhasset, N. Y. Telephone:
Manhasset 7-7510.

New edition = American Women in
Radio & Television has released the
1962-63 edition of its member direc-
tory. The 150-page directory, circu-
lated to the organization’s 1,600 women
broadcasting personnel, contains adver-
tising for the first time. Revenues from
the sale of ads in the directory will de-
fray printing and publishing costs, and
help AWRT-sponsored projects.

Florida’s abundance
adds cash to ad kitty

An all-time record advertising and
merchandising program of $12.5 mil-
lion, amounting to 90% of the total
1962-63 fiscal year budget, was adopted
here last Wednesday (Oct. 17) by the
Florida Citrus Commission.

With a record crop of oranges and
large crops of grapefruit and tangerines
on the trees, according to Dept. of Ag-
riculture estimates, the advertising taxes
on fruit (based on number of boxes
used commercially) will provide nearly
twice as much money for promotion as
was expected last spring. Doubling of
the orange tax—from five cents per box
to ten—accounts for most of the an-
ticipated increase,

Florida’s estimated crop includes
118,700,000 boxes of oranges, 37,500,-
000 grapefruit and 4,500,000 tange-
rines.

More than half the promotion funds
will be used for consumer advertising,
with an estimated $6,766,000 available.
Merchandising and allied promotional
activity will account for an estimated
$5,685,660. Benton & Bowles, New
York, handling the orange account, will
spend more than three-fourths of the
ad money, while Campbell-Ewald, De-
troit, recently employed by the com-
mission to share in the business, will
place advertising for grapefruit, temples,
tangerines and tangelos.

Media plans have not been completed
by the agencies, but print and tv will
be used extensively. For oranges, Ben-
ton & Bowles indicated that newspaper
and magazine advertising will Tun from
November through June, with tv spots
used heavily in November and Decem-
ber.

The commission yesterday also em-
ployed a Florida agency to stage a
$32,000 “Sell Florida First” campaign,
designed to encourage added use of
citrus by Floridians and tourists. The
efforts of Fry, Hammond, Barr and
Rollinson Inc., of Orlando, will be di-
rected at restaurants, hotels, chain
stores, gift fruit handlers and others
within the state.
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‘Times’ takes to tv to counter ‘Tribune’

The New York Times, for the past
year the target on television of sub-
tle needling by the competing morn-
ing Herald Tribune, is fighting back
with an estimated $200,000, three-
month, tv campaign of its own.

The Times has just started its tv
counter-attack in New York by tell-
ing viewers: “It’s so much more in-
teresting [or scintillating or authori-
tative] and you will be too.”

The Herald Tribune, which pre-
ceded the Times into tv (its campaign
started in the fall of 1961) uses a
theme that some have interpreted to
refer to Times: “Who says a good
newspaper has to be dull?” (Broab-
CASTING, May 14).

A spokesman for BBDO, the
Times agency, said last week the
paper’s entry into tv on a major scale
had been planned for three years,
but he added that the Trib’s schedule

This 10-second commercial for the
“New York Times” consists of stop-
motion frames shown quickly in se-
quence. As the model undergoes
a series of transformations, the
voice-over says: “It's so much more
scintillating, and you will be too.”
The commercials were produced
by Ferro, Mogubgub & Schwartz,
New York. Richard Mercer of
BBDO was creative supervisor; Bill

had a “subconscious” effect that

hastened the Times into the fray.

The Tribune sponsors WCBS-TV’s :

1l p.m. news program twice a week
and runs spot fights on other New
York area stations from time to time.
It’s estimated yearly tv expenditure
is just under $500,000, according to
an executive at Papert, Koenig, Lois
Inc., the Tribune’s agency.

The Times has scheduled ID’s,
20’s, and 60’s on WABC-TV, WCBS-
TV, WNBC-TV, WOR-TV and
WNEW-TV, all New York, through
the end of the year.

A BBDO spokesman noted the
Times has suspended radio advertis-
ing temporarily to devote a greater
portion of its ad budget to tv.

The Times commercials are being
spotted evenings and weekends main-
ly, in various types of programs to
cover the largest possible audience.

Guess, copywriter; Jack Goldsmith, §
art director, and Jack Silverman, §
producer. Other versions are adap- |
tations of the basic theme. Some §
suggest that the “Times” makes

readers more ‘“authoritative” or
more ‘“scintillating.”” All are in-
tended to show that the “Times”
widens the scope of its readers and
the “Tribune” is wrong in saying a
good newspaper has to be dull.
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New products testing television

The following new products were re-
ported last week to have entered spot
tv on at least a test basis. Their activ-
ity was detected by Broadcast Advertis-
ers Reports, a national monitoring serv-
ice, in its off-the-air taping of local tele-
vision advertising and is described here
as part of a continuing series of new-
product reports compiled for BRroaD-
CASTING each week.

Monitored during period ended Oct. 5.

Product: Nu-Soft Powder Package.
5 Company: Best Foods Div. of Corn Products
0

l\gency: McCann-Erickson, New York.

Schedule & Markets: Day and night minutes in
North Central area.

Product: Tintillate Hair Color Rinse.

Company: Helend Rubinstein.

Agency: Ogilvy, Benson & Mather, New York.

Schedule & Markets: Nghttime minutes in
East Central area.

Product: Cinch Shoeshine Pads.

Company: C-Jons Manufacturing Co.

Agency: Ad Plans, Detroit.

Schedule & Markets: Day-and-night-minutes
and 20s in New England.

Product: Caprex Men’s Hair Preparation.

Company: (German company unknown).

Agency: Simons-Michelson, Detroit.

Schedule & Markets: Daytime minutes in
North Central region.

More sponsors buy TAC,
co-op film library says

Television Affiliates Corp. (TAC)
announced last week that three addi-
tional advertisers have bought the TAC
library of public affairs-cultural tv pro-
gramming for showing in local mar-
kets. New advertisers are the Fuel Qil
Dealers of Central Florida, which has

purchased the library for WESH-TV
Orlando, Fla.; Peoples Bank of Leba-
non for WLYH-TV Lebanon, Pa., and
the Liberty Life Insurance Co., Green-
ville, S. C., for WSPA-TV Spartan-
burg, S. C.

Robert Weisberg, TAC vice presi-
dent, reported that five new stations
signed last week as TAC members,
raising the total to 46. They are WTVW
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(TV) Evansville, Ind.; KIMA-TV
Yakima, Wash.; KREX-TV Grand
Junction, Colo.; KKTV (TV) Colorado
Springs, Colo., and KTAR-TV Phoenix.
Initial renewals of TAC membership
for a second year have been received
from WLAC-TV Nashville and WRAL-
TV Raleigh, Mr. Weisberg added.

AFA, AAW discuss
ad improvements

Two advertising groups agreed last
week to make new cooperative efforts
on standards and legislation and to
urge their members to meet jointly at
a conference early next year.

Meeting in Chicago Oct. 14-15, the
joint commission of the Advertising
Federation of America and the Ad-
vertising Assn. of the West set up a
new national committee for self-regula-
tion and improvement of advertising
and recommended that AAW provide
some financial support for the AFA
bureau in Washington.

Member clubs of both groups were
urged to participate in the annual mid-
winter conference in Washington Feb.
6, 1963.

Killed: plan for FCC program control

BY NARROW VOTE ADVISORY GROUP REJECTS PROFESSOR'S PROPOSAL

A move to get the FCC into the
programming field was stopped last
week but only by the slimmest of
margins.

The Administrative Conference of
the United States voted 28-24 not to
accept the recommendations of its Com-
mittee on Licensing which suggested
that the FCC encourage local groups to
participate in license renewal proceed-
ings, require broadcasters to deal with
local public and private bodies on pro-
gramming for “minority bodies,” specify
the amount of time to be devoted to
various categories of public interest pro-
gramming, and impose a quantitative
limit on the number of commercials
within specified time segments.

The recommendations were part of
a series dealing with FCC procedures,
suggested initially by Prof. William K.
Jones of Columbia U., New York
(BROADCASTING, Sept. 24). The recom-
mendations were reviewed by the Con-
ference’s licensing committee and, after
some revisions, submitted to the govern-
ing council of the Conference earlier
this month (BroADCASTING, Oct. 8).

The full membership of the Confer-

4

ence last week adopted various other
recommendations concerning FCC pro-
cedures. Among these: (1) that the FCC
establish criteria for granting applica-
tions permitting the agency to choose
one out of several applicants for the
same facility without the necessity for
a hearing; (2) that the commission cease
using evidentiary hearings where there
is no controversy on the facts; (3) that
hearing examiners be given the right
to rule on interlocutory appeals; (4)
that the FCC “fully publicize and sub-
ject to some form of public discussion”
the programming criteria it actually uses
in considering original applications or
in renewal considerations; (5) that the
Communications Act be amended to
permit the FCC to look into the quali-
fications of prospective station pur-
chasers to make sure buyers have the
same qualifications the commission
found significant when it made the
original grant.

All of the recommendations and sug-
gestions are solely for consideration by
the FCC. The Conference has no stand-
ing to take any binding action.

Warning of Effect = The Administra-

tive Conference is composed of repre-
sentatives of government regulatory and
administrative agencies and practitioners
before these agencies. It was established
last year with the blessing of President
Kennedy. The idea of such a conference
was broached first during President
Eisenhower’s term of office.

The Conference’s purpose is to dis-
cuss common problems relating to ad-
ministrative procedures and to recom-
mend courses of action to federal agen-
cies. Judge E. Barrett Prettyman of the
District of Columbia Circuit Court of
Appeals is chairman of the Conference.
Max D. Paglin, general counsel of the
FCC, is vice chairman.

The Conference was persuaded to
veto the programming ideas by three
Washington lawyers and one hearing
examiner. Strong arguments against
adopting the recommendations were
voiced by Donald C. Beelar, William
C. Koplovitz and Earl W. Kintner, and
by J. D. Bond, a former FCC hearing
examiner now with Atomic Energy
Commission.

Mr. Beelar warned that the disputed
recommendations would “inevitably
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We still got a
few availabilities!

HIS is just to remind you that even though
WDAY-TYV is possibly the most nearly-sold
-out station in the Northwest, this situnation

changes back and forth almost constantly.

Even in owr extremely popular “Party Line”

(late afternoon) — even in our News, Weather
and Sports (and at Noontime) — we can often

come up with a real BANG for you!

NOW might be the very time to ask PGW. How
’bout it?

WDAY-TV

AFFILIATED WITH NBC © CHANNEL 6
FARGO, N. D.
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lead the FCC into the subject matter
of programming” where it is forbidden
by the Communications Act and the
First Amendment.

Mr. Koplovitz called attention to the
FCC requirement already in existence
which calls on broadcasters to publish
and broadcast a notice that their li-
cense is up for renewal, thus virtually
inviting local citizens to make their
comments known to the FCC.

Mr. Kintner, former chairman of the
Federal Trade Commission, urged that
the Conference drop the recommenda-
tions because they involve matters of
enforcement, and that should be the
province of the FCC, not of a group
of general administrative experts.

Defends Suggestion = Prof. Jones de-
fended the recommendations on the
ground that they merely recommend a
method of “clarifying” the criteria al-
ready used by the FCC.

The disputed recommendations:

“[That the FCC] Encourage the par-
ticipation of local interests in the process
of considering the prior performance of
broadcast licensees at renewal time, by
providing by general rule (reflecting ap-
propriate difference between radio and
television) for:

*“(a) Clarification of the obligation of
broadcasters to meet the needs of min-
ority interests as well as those of mass
audiences, perhaps by requiring that a
specified minority of program time shall
be devoted to agricultural, educational,
religious, public affairs, and other min-
ority interest programming, as defined
in the substantive policies of the Com-
mission.

“(b) Clarification of the obligation of
broadcasters to avoid excessive com-
mercialization, perhaps by imposing a
quantitative limit on the number of
commercial announcements broadcast
within specified time periods.

*(c) Widespread publication of the
renewal date and related information
under (a) and (b) above, in the com-
munities served by each broadcaster.

“(d) Encouragement of local groups
to precipitate, and participate in, hear-
ings on renewal applications. Such
groups might include private, voluntary
organizations of segments of the listen-
ing public; state and municipal instru-
mentalities; and perhaps advisory groups
established by the Commission on an
experimental basis to represent the lis-
tening public in specific communities
or areas of the country.

“(e) Encouragement of broadcasters
to consult with any such participating
groups, but only as to the obligations
defined under headings (a) and (b)
above. Limitations upon the authority
of participating groups would be es-
sential to avoid the risk of local censor-
ship of programming.”
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The federal educational television
project has stalled before ever get-
ting started, a victim of a Senate-
House fight over appropriations
matters.

A $550 million supplemental bill,
containing funds for etv and other
government programs, was aban-
doned in the final hours of the 87th
Congress after Rep. Clarence Can-
non (D-Mo.) blocked it from going
to conference for a reconciliation of
differences between Senate and House
versions.

Rep. Canncn, chairman of the
House Appropriations Committee,
refused to grant the necessary unani-
mous consent for the conference
because of Senate efforts to add some
public works projects to the bill. No
House members were disposed to
fight to save the measure.

Affected also were a proposed
study of government use of radio
frequencies by the Office of Emergen-
cy Planning and the U.S. Informa-
tion Agency’s transmitter-construction
program. The Senate had approved
$118,000, and the House $100,000,
to provide OEP’s director of tele-

Etv program blocked by Senate-House feud

communications a staff to determine
whether government agencies are
making effective use of their fre-
quencies. Both versions contained
$9.6 million for construction of ten
250-kw transmitters to beam Voice
of America broadcasts to the Far
East.

The etv item was a relatively
minor one—$2 million in the House
bill and $3 million in the Senate ver-
sion. The Dept. of Health, Educa-
tion & Welfare, which is to adminis-
ter the program, originally had
sought $4,989,000, to get the pro-
gram started.

Five-year Program = Congress last
spring approved a bill authorizing
HEW to make up to $32 million
available on a matching-funds basis
to states and localities for the estab-
lishment and expansion of etv sta-
tions. The program is to run five
years.

But since Congress has departed
without making funds available,
HEW must wait until a new supple-
mental bill can be put through the
88th Congress, which convenes on
January 9.

GE asks rulemaking
for tv stereo sound

General Electric Co. last week asked
the FCC to institute rulemaking look-
ing toward the adoption of compatible
stereophonic sound standards for tele-
vision.

Tv stereo “will provide the public
with an exciting new service” on exist-
ing tv stations without disturbing the
monophonic sound system now avail-
able,” GE said in asking for the rule-
making. The broadcast licensee and
electronics corporation said that it has
completed laboratory development of
a compatible stereo tv system and has
conducted limited field tests which
proved successful.

GE said that, since there are several
acceptable stereo sound systems for tv,
it is necessary for the FCC to adopt
a single set of standards. As an ap-
pendix to its petition, GE explained with
diagrams the proposed transmission
standards for its system of tv stereo
sound. No changes in allocation stand-
ards nor in good engineering practice
are necessary except those dealing with
the method of modulation of the aural
transmitter, GE said.

Under the GE system, a tv station
using stereo sound simply substitutes
the stereophonic signal for the mono-
phonic sound at the input of the audio
transmitter. The stereo signal may be

generated in several different ways,
GE said, and submitted diagrams of
one multiplex system.

In conducting its lab and field tv
stereo tests, GE used KE2XHX, its
experimental tv station. Field tests were
conducted under actual operating con-
ditions, including strong co-channel in-
terference from a Canadian station.

GE is the licensee of WGY and
WRGB (TV) Schenectady, N. Y.

The FCC adopted rules for fm stereo
in April 1961 but has twice refused to
consider rulemaking to permit am sta-
tions to transmit stereophonic sounds.

Motorola asks waiver
for certain tv sets

Motorola Inc. has requested that the
FCC exempt tv sets located in schools,
hospitals and other institutions, motels,
and like places from an ali-channel re-
ceiver rule. This would also include
situations where a central antenna sup-
plies the signal to the receivers.

Motorola stated that sets built for the
above mentioned uses are not the same
as sets constructed for public sale. Fur-
thermore, these sets can be identified
and sold only for the specific purpose
for which they were designed.

Motorola added that exemption could
also apply to FCC plans to establish a
new class of etv service for transmis-
sion to multiple location for channels
in the 1990-2110 mc band.
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Suddenly he talks the sponsor’s language
__because millions of TV viewers will listen!




NOW!

Jack Douglas

in association with

Totally new! Completely true! Entirely different! “Across the Seven Seas”
changes all your ideas about the silent world of documentaries, travelogs, and
adventure shows. Here’s a new standard in commercial enteriainment! A new
dimension of realism! A new series that anticipated the impact of Telstar in
boosting America’s interest in travel-adventure to an all-time high! A new
format to attract and sell the entire family! A new way to build higher ratings
in your market!

Beaurifui . . . every program a quality major production, in breath-taking
color. Bold . .. startling adventure and people from other worlds, now seen
and keard for the first time. Believable . . . ingenious sound equipment records
people talking, singing, performing—a “first” in documentary program-
ming — puts this new series in a class by itself.

king of travel-adventu
from around the world to the TV scre



exciting
new formats
in one great

‘series

{SUNDOWN'
a tour of the world’'s
most exciting cities
after the shadows fall!

{ADVENTURE'
fascinating exploits
of modern-day
Marco Pofos!

‘AT HOME ABROAD?
colorful, true travels
to the four corners
of the earth!

fTHE FABULQUS FiFTY'
 unusual journeys
throughout
the 50 states!

. .‘r Tl'l.rh_{'
Paradise After D !
"g \"t-]'-‘"‘. to \31"3

I _' -\.ir'r‘rﬂ .nl.ﬂ._'.'.*-'
i n "I:u..l oon At m;’“‘

ows, now brings fascinating people
e ‘ 1 . tE 8 VE !



~ Success is a
Jack Douglas

Tradition

AN OPEN LETTER TO BROADCASTERS FROM BASIL GRILLO
President

(B G, bt

“It may seem like quite a jump for our company from BEN CASEY to
ACROSS THE SEVEN SEAS. Actually, aside from the wide differences in
format, the two programs have much in common.

“Before deciding to join Jack Douglas in this venture, we at Bing Crosby
Productions had the opportunity to inspect numerous completed episodes
of the series. We were unanimously and enormously impressed with the
quality of the series —quality which, according to reliable film specialists,
is unmatched in the field of non-fiction. It is a handsome product —the best
of its type made anywhere. Equally important from our point of view, it is
wholesome, colorful, absorbing family entertainment. It is a series capable
of achieving high ratings, and serving as an ideal showcase for any sponsor’s
products.

“We are proud of our association with ACROSS THE SEVEN SEAS, and I
personally am pleased to reaffirm our support of this bright and impressive
Jack Douglas series.”

cross The Seven Seas, the giant idea in
travel-adventure...the surest promise of success!



FTC KNOWS AD BENEFITS—DIXON

Manufacturers favor, retailers oppose crackdown on co-op ads

Paul Rand Dixon, chairman of the
Federal Trade Commission, is seeking
to quiet fears that the agency’s cam-
paign against allegedly discriminatory
advertising allowances in the apparel in-
dustry will seriously curtail or kill off
cooperative advertising.

“If any agency of government is
aware of the benefit of advertising it’s
the Federal Trade Commission,” he
said last week. “We appreciate the val-
ue of cooperative advertising.” He add-
ed that the FTC has neither the wish
nor authority to eliminate it. But he
emphasized that the FTC will move
against discriminatory allowances in
whatever industry they are found.

Mr. Dixon made the comments dur-
ing an all-day FTC conference on co-
operative advertising which has been
requested by the American Retail Fed-
eration, the National Retail Merchant’s
Assn. and other retail groups worried
about the commission’s crackdown on
cooperative advertising practices in the
apparel industry.

The FTC campaign is an attempt
to obtain agreement from 149 ap-
parel manufacturers that they will cease
practices the commission feels violate
the Robinson-Patman Act. That statute
requires that manufacturers’ allowances
for cooperative advertising given to one
retailer be made available on propor-
tionately equal terms to that retailer’s
competitors.

FTIC Backed ® Although the pro-
posed consent orders are aimed at man-
ufacturers, representatives of manufac-
turing groups favored the FTC cam-
paign. They said strict FTC enforce-
ment would protect them against de-
mands from large retailers for special
advertising benefits.

Sidney S. Korzenik, counsel for 23
trade associations in the garment pro-
ducing industries, said that the term
“cooperative advertising” doesn’t cor-
rectly describe the arrangement by
which manufacturers make allowances
to retailers in the apparel industry. He
said “coerced advertising allowances”
would be a more apt term.

One of the major opponents of what
he called “the use of sweeping consent
orders” against allegedly discriminatory
advertising allowances was Harold H.
Bennett, president of the Merchants
Association, which has a membership
of 10,500 department, specialty, chain
and variety stores. He said the practical
effect of executing such orders would
be “to eliminate, or at least substantial-
ly limit, the participation of those who
sign them in cooperative advertising
programs.”

Law Called Vague = He said the law
BROADCASTING, October 22, 1962

is too vague, at least in relation to the
apparel industry, for a confident judg-
ment as to whether a particular cooper-
ative advertising campaign is legal. As
a result, he said, manufacturers might
decide to forego a campaign rather than
risk violating a consent order.

The National Assn. of Retail Cloth-
iers & Furnishers also expressed con-
cern that the FTC campaign would dry
up cooperative advertising. .

But Mr. Dixon said that was the asso-
ciaton’s problem—that the commission
is obliged to enforce the law. He said
manufacturers who sign the consent
order can request commission approval,
in advance of any cooperative adver-
tising program they want to adopt. This
would protect manufacturers from vio-
lating the law unwittingly, he said.

Grocers Back Law s In addition to
apparel manufacturers, support for vig-
orous enforcement of the Robinson-Pat-
man Act came from the National Assn.
of Retail Grocers. Henry Bison Jr.,
general counsel for this group, said
FTC guides issued in 1960 have proven
beneficial to businessmen in the food
trade who want to avoid violating the
law. He also said that, instead of hurt-
ing cooperative advertising, the Robin-
son-Patman Act has made it more effi-
cient for suppliers.

Officials of TvB and the Radio Ad-
vertising Bureau believe that any sharp
curtailment of cooperative advertising
would hurt newspapers more than any
other medium. But radio would also
be affected, since the bulk of its adver-
tising revenue comes from local retail-
ers. Local advertising is the smallest
source of revenue in television, TvB
noted.

FTC dismisses cases
on ad allowances

Two complaints involving charges of
discriminatory advertising allowances
were dismissed by the Federal Trade
Commission last week.

In one, the FTC dismissed a com-
plaint against American Radiator &
Standard Sanitary Corp., New York,
that it knowingly had induced and
received allowances from its suppliers
to belp underwrite a tv program and
that it knew these allowances were not
made available to other customers of
the suppliers. The tv program was not
identified.

An FTC hearing examiner found that
the company was guilty of the charge,
but the commission remanded the case
to the hearing examiner because FTC
attorneys had shown only that the

WHAT MARKET DO YOU WANT
TO SELL ON MAIN STREET?
To reach Main Street,
U.S.A., turn at Mutual.
Whatever your market —teen
age, young marrieds, execu-
tives — you'll find a buying
audience on Main Street,
U.S.A. And who owns Main
Street? Mutual Radio. With
453 listenable affiliates every-
where. Pick your market
and head for Main Street,
U.S.A. Check the signpost
and turn at Mutual Radio.
LANDMARK: Mutual Radio
delivers 97 of the top 100
Main Streets in f\mg{[ca.
Mutual Radio|35

A Service to Independent Stations
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Some 500 radio-tv and newspaper
editors, commentators and reporters
were given foreign-policy briefings
by President Kennedy and other gov-

sored by the State Dept. last week.

Secretary of State Dean Rusk (at
left in photo) is shown with James
Waldrop (at right), news commen-
tator for WIXT (TV) Jacksonville,
Fla., and Al Crouch, news director
for KQV Pittsburgh.

Among other officials who briefed
the newsmen were Newton N. Min-
ow, FCC chairman; Gen. Maxwell
Taylor, chairman of the Joint Chiefs
of Staff; Ambassador Adlai Steven-
son, U. S. representative to the
United Nations. _

Government briefs newsmen on foreign policy

ernment officials at a conference spon- [

allowances were solicited and received,
but not that they were discriminatory.
In the second round, the hearing ex-
aminer, according to FTC Commis-
sioner William1 Kern, refused to permit
commission attorneys to introduce
further evidence to prove this point.

In the second case, the FTC adopted
a hearing examiner’s initial decision
granting a motion to dismiss charges
against Jefferson-Travis Inc., Brooklyn,
N. Y., a subsidiary of Emerson Radio
& Phonograph Corp., which makes
cabinets for Emerson tv sets. At one
time it distributed Emerson appliances
to retailers. The FTC charged that
Jefferson-Travis had then granted dis-
crimatory prices and advertising allow-
ances to favored retail customers. Since
the firm no longer is engaged in this
activity, and there is little likelihood
of it resuming, no useful purpose would
be served by prosecuting, the FTC said.

Transcontinent seeks uhf
in Bakersfield, Calif.

David C. Moore, president of Trans-
continent Television Corp., licensee of
KERO-TV Bakersfield, Calif., announc-
ed last Thursday (Oct. 18) that the
company will apply for ch. 23 in that
city, complying with the efforts of the
FCC to make Bakersfield all uhf.

Up until Mr. Moore’s announcement
KERO-TV had been seeking a license
renewal on ch. 10, resisting the com-
mission’s deintermixture efforts in Bak-
ersfield. (BROADCASTING, Oct. 15 and
July 23).

Mr. Moore stated that the change
from vhf to uhf operation, will “necessi-
tate sizeable capital expenditures.”
However, the company’s successful
operation of WNEP-TV Scranton-
Wilkes-Barre, Pa., on ch. 16 “provides
a basis for projecting in Bakersfield
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satisfactory results that will not signifi-
cantly change the company’s net finan-
cial picture,” said Mr. Moore.
Transcontinent is licensee—in addi-
tion to the two mentioned stations—of
WGR-AM-FM-TV (ch. 2) Buffalo,
N. Y., KFMB-AM-FM-TV (ch. 8) San
Diego, Calif., WDAF-AM-FM-TV (ch.
4) Kansas City, Mo., and WDOK-AM-
FM Cleveland, Ohio. Mr. Moore said
that in addition to the three vhf stations
presently owned, the company is ac-
tively ‘“seeking to acquire such addi-
tional facilities” as commission multi-
ple-ownership rules will allow.

WMCA supplies answer
from FCC’s own book

WMCA New York used the FCC'’s
own words last week to explain to the
commission why the station refused to
let Socialist Labor Party gubernatorial
candidate Eric Haas appear without
another candidate on the Barry Gray
Show.

The Gray program is “a nightly live
news and discussion program” and is
“clearly exempt” from Sec. 315's equal
time requirements, WMCA said in an-
swering the complaint of Mr. Haas.
David Jaquith, Conservative Party can-
didate for governor, was interviewed on
the Gray Show and Mr. Haas also was
to appear on a separate night. How-
ever, when WMCA informed the So-
cialist candidate that a third guberna-
torial aspirant was scheduled to appear
with him, Mr. Haas declined and asked
to appear alone.

WMCA refused and Mr. Haas filed a
protest with the FCC. In its reply to
the commission, WMCA cited example
21 of the FCC’s recent politicial broad-
casting policy statement (BROADCAST-
ING, Oct. 15) which ruled that when
three candidates appear on a regularly

scheduled interview program, a fourth
candidate for the same office would not
be entitled to equal time.

“Should the commission have con-
trary views, we would hope to learn
what other theories and practices might
be substituted for such programming
judgment,” WMCA told the FCC.

Character review set
in six am applications

A consolidated hearing on six am
applications was ordered by the FCC
last week to determine the character
qualifications of the principals involved.
This issue was raised, the commission
said, because of “various ownership
changes” of WHEY Millington, Tenn.,
since July 1959.

Either a present or former owner of
WHEY is a principal in one or more
of the applications set for hearing last
week. They include:

= Tipton County Broadcasters (Rob-
ert C. Whiteley Jr. and Katherine
Whiteley) for remewal of license of
WKBL Covington, Tenn.

= Shelby County Broadcasters Inc.
(Robert C. Whiteley and John M.
Latham) for renewal of license of
WHEY.

= Earl W. Daly, trading as Jonesboro
Broadcasting Service, for a new station
on 1600 kc in Jonesboro, Ark.

® Day-Phil Broadcasting Co. (Earl
W. Daly, Sam C. Phillips and Ben L.
Enochs) for a new station on 1300 kc
in Blytheville, Ark.

» Earl W. Daly, trading as West
Helena Radio Service, for a new station
on 1520 kc in West Helena, Ark.

®» Huntingdon  Broadcasting Co.
(John M. Latham, Thomas D. Hay-
wood and Hamilton Parks) for a new

station on 1580 kc in Huntingdon,
Tenn. ]
Commission records show ~ that

WHEY was first licensed in August
1958 to Mr. Daly. The FCC approved
the sale of the station in July 1959 to
Robert Watson and Fred Thomas, who
in turn sold WHEY in March 1960 to
Messrs. Whiteley and Latham. In Oc-
tober 1960, separate applications were
filed, and later withdrawn, seeking ap-
proval of transfer for Mr. Whiteley’s
50% and later Mr. Latham’s 50% to
Eugene P. Vance.

Messrs. Whiteley and Latham are the
current owners of record of WHEY.
In ordering the hearing, the FCC said
that the various transfers and applica-
tions involving WHEY “raise questions
concerning unauthorized assumption
and transfer of control, false repre-
sentations, trafficking . . . in this pro-
ceeding.” Twenty-one hearing issues
were included in the order.

The hearing will be held in Milling-
ton at a date to be announced later.
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you’ll reach more TV homes than
you’ll find in all of Missouri

KIOJR ES T
VENANGO

" WBEN-TV LAN

If you’re from Missouri—you’ll want to be shown, Here are the facts:

The WBEN-TV coverage area includes 14 counties in Western New
York, four counties in Northeastern Pennsylvania and the extensive
and growing Canadian Niagara Peninsula.

This is WBEN-TV land—a vast market that puts your product in
sight and sound of more than 800,000 U. S. and 700,000 Canadian
households. (March, 1962 ARB figures).

This is a market with millions of people who tune to WBEN-TV
regularly. This station is a major selling medium in the Nation’s
10th Largest Market.

For still more reasons why your TV dollars count for more on WBEN-
TV call us or our representatives.

National Representatives: Harringlon, Righier and Parsons, Inc.

WBEN-TV 7

an affiliate of WBEN- AM-FM
The Buffalo Evening News Stations

CH.

CBS in Bufifalo
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In response to an FCC com-
munique informing the Small Busi-
ness Administration that some of its
lenders had made agreements with
broadcasters that were unacceptable
to the commission, the SBA has is-
sued a directive stating terms under
which loans may be made to sta-
tions and applicants.

The SBA letter said that to be in
accordance with the Communica-
tions Act and commission rules small
business investment companies
(SBIC) must follow five points.

An SBIC which lends money to
a corporate broadcast licensee or ap-
plicant but will not have voting
stock, must not be represented on the
board of directors or have a voice in
the station operation, SBA said.

SBA provides new word on broadcaster loans

Commensurate with this is a second
stipulation that if an SBIC is to be
a holder of convertible preferred
stock, convertible debentures or notes
or stock options, it, too, must not
be represented on a board unless
and until conversions take place or
options are exercised.

Accordingly, a third warning read,
no stockholder may possess a vote
greater than the interest it holds
dictates. Without prior commission
consent, no creditor may exercise
any control of a station that is not
in accord with its ownership.

A fifth provision warned against
any ownership change or transfer of
control of a broadcast property with-
out first seeking the consent of the
commission.

Satellite incorporators to hold meeting
ORGANIZING SESSION FOLLOWS RECESS APPOINTMENTS

The organizaticn of the corporation
that will own the U. S. part of the pro-
posed international communications sys-
tem will get under way in a meeting
in Washington today (Oct. 22) between
FCC officials and the 13 men named
by the President as incorporators.

Commissioner T. A. M. Craven, the
commission’s space expert, and Ber-
nard Strassburg, head of the FCC’s
Office of Satellite Communications, will
brief the incorporators.

President Kennedy gave the incor-
porators recess appointments last week.
That procedure became necessary when
Congress adjourned before the Senate
could act on the nominations (BROAD-
CASTING, Oct. 15).

In a letter to each of the incorpora-
tors, the President said the sale of com-
mon stock should have priority. “Prime
consideration of the incorporators with
respect to the flotation of stock will be
to insure the widest possible ownership
by private investors,” the President said.

The call for today’s meeting with
FCC officials came from one of the
incorporators, Philip L. Graham, pub-
lisher of the Washington Post (Post-
Newsweek stations). He was named
by the President to serve as interim
chairman until the incorporators can
adopt rules of procedure.

FCC’s Office of Satellite Communi-
cations was established to implement
the regulatory authority over the cor-
poration designated by Congress.

The FCC has been preparing for two
international conferences—in New Del-
hi, in January, and Geneva, next fall—
that will consider space communica-
tions.
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A high government official, whose
identity was not authorized for publi-
cation, predicted last week that the cor-
poration, once it is operating, at first
will adopt a mixed system of low- and
medium-altitude satellites to provide
space communications. But eventually,
he added, the high-altitude Syncom sys-
tem will probably be used.

The merits of each system have been
debated by scientists and in Congress.
The low altitude system, of which Tel-
star is a forerunner, would require 30-
40 satellites and expensive ground sta-
tions; the high-altitude system needs
only three satellites and relatively inex-
pensive stations to provide world-wide
service.

The official stressed, however, that a
great deal of work has already been
done on the low-orbit system and that
the boosters needed to lift a Syncom
satellite into its 22,300-mile-high orbit
are not yet available.

San Antonio outlets
charge Bureau ‘abuse’

KMAC-KISS (FM) San Antonio has
asked the FCC to “physically return”
tendered proposed findings of the
Broadcast Bureau recommending that
the stations’ licenses not be renewed
(BrROADCASTING, Oct. 15), KMAC said
that filing of the document 105 days
late and after Hearing Examiner Wal-
ter Guenther had denied an extension
constitutes “an arrogant and gross
abuse” of FCC processes.

The bureau action is “highly preju-
dicial” to KMAC-KISS owner Harold
W. Davis and “is highly improper

under the circumstances,” the stations
charged. If a private party attempted
the same thing, the petition would be
denied “out of hand . . . and the peti-
tioner would be rebuked for his arro-
gance,” the rebuttal to the bureau con-
tinued.

In asking that the proposed findings
be accepted late, the bureau ignored the
extraordinary delay and its only pur-
pose in submitting findings was to place
them before the examiner who “might
unwittingly” consider them, KMAC-
KISS said. The findings should be
physically returned to the bureau so
that they will not appear in FCC files,
the stations said.

The bureau recommended that Mr.
Davis’ licenses not be renewed because
of a commission finding that Mr. Davis
made false statements in a 1954 tv com-
parative hearing for ch. 12 San An-
tonio (BROADCASTING, July 9).

KFYR is cleared
of libel charge

A North Dakota broadcaster has
won an acquittal in a libel suit brought
because of a radio editorial.

The suit was filed four years ago by
LeRoy Walker of Bismarck, N. D.,
against Meyer Broadcasting Co., li-
censee of KFYR in that city. Mr.
Walker asked for $5,000 general dam-
ages and an addition $5,000 for puni-
tive damages.

The action stemmed from an editor-
ial broadcast by the station critical of
the John Birch Society and other ex-
tremest right-wing organizations. Mr.
Walker wrote to the station, implying
that its stand was dictated by the Farm-
er’s Union, an advertiser on the sta-
tion. KFYR read Mr. Walker’s letter
on the air, and subsequently editorial-
ized on Mr. Walker’s charges. It was
this last editorial which, Mr. Walker
claimed, libeled him.

After two hours of deliberation, a
county district court jury returned a
verdict in favor of KFYR.

In testimony to the jury, William
Ekberg, president and general manager
of Meyer Broadcasting, and Robert
MacLeod, manager of KFYR, both
stated that Walker’s letter merited an
editorial reply to defend the station’s
integrity.

In addition to KFYR, Meyer Broad-
casting also owns KFYR-TV also in
Bismarck, KUMV-TV Williston and
KMOT, Minot, all in North Dakota.

KXTV (TV) must bargain
with AFTRA members

A National Labor Relations Board
panel by a split vote last week upheld
a hearing examiner’s ruling that KXTV
(TV) Sacramento, Calif., must bargain
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COVERAGE * When you catch more homes, more people in
the most crowded television market in the

country, you've done something. You'll find the sales dollars in the "must

buy” Providence market lured best by the showmanship and penetration
of WJAR-TV ... a good catch, too.

(%) ARB TV Homes

NBC + ABC - REPRESENTED BY EDWARD PETRY & CO., INC.
O OQUTLET COMPANY STATIONS IN PROVIDENCE — WJAR-TV, FIRST TELE-
VISION STATION N RHODE ISLAND — WJAR RADIO IN TS 40th YEAR
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in good faith with the San Francisco
local of the American Federation of
Television & Radio Artists (AFL-CIO)
(BROADCASTING, April 9).

The board of three members split 2-1
in affirming the examiner’s ruling. One
member, Philip Ray Rodgers, dissented;
he would have dismissed the case be-
cause the union demanded that two
staff directors with supervisory duties
be included in a unit representing non-
technical employes. The majority held
that this was no cause for dismissing
the complaint.

AFTRA members went on strike
against the station Sept. 26, 1960.

The station has filed an appeal against
the decision with the U. S. Court of
Appeals in San Francisco.

Toothpaste ad is ok,
says FTC in 3-2 vote

By a one-vote majority, the Federal
Trade Commission last week decided
that a Pepsodent tcoothpaste tv com-
mercial showing how the dentifrice can
clean tobacco stains from teeth is not
deceptive.

The FTC dismissed charges against
Lever Bros. and its advertising agency,
Foote, Cone & Belding, when it up-
held an initial ruling last August by
one of jts examiners that the commer-
cial was not misleading or deceptive
and that FTC attorneys had failed to
prove that it was.

The advertisement showed a “smok-
ing machine” which deposited a smoke
stain on a white glass plate when a
cigarette inserted in the machine was
“smoked.” The stain was then brushed
away with Pepsodent.

The original FTC complaint, filed in
1960, charged that the commercial was
not a valid exhibition of proof that
Pepsodent can remove tobacco stains
from the teeth of all smokers and es-
pecially the accumulated stains from the
teeth of habitual smokers.

The examiner ruled that the demon-
stration represented only that Pepsodent
has the ability to remove fresh or recent
tobacco stains from the teeth. FTC
attorneys appealed this ruling to the
full commission. Last week’s 3-2 vote
resulted.

The majority, Commissioners Sigurd
Anderson, Philip Elman and William
Kern, held that the complaint should
be dismissed because of failure of proof.
Dissenting were Chairman Paul Rand
Dixon and Commissioner Everette Mac-
Intyre. They contended that the com-
mercial implied that the toothpaste
could remove accumulated tobacco
stains as well as recent ones.

The majority did not file a written
opinion.
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Showdown in NBC, Philco dispute arrives
LONG FEUD NEARS END AS FCC HEARING BEGINS

Today (Monday) is D-Day for NBC
and Philco Broadcasting Co. in their
running battle over ch, 3 in Philadel-
phia, now held by NBC’s WRCV-TV.

Also participants in the hearing be-
ginning today before FCC Chief Hear-
ing Examiner James D. Cunningham
are RKO General Inc., which hopes to
acquire WRCV-AM-TV in exchange for
its WNAC-AM-FM-TV Boston, and
Westinghouse Broadcasting Co.

NBC is required to dispose of
WRCV-TV by Dec. 31 under terms of
a consent decree with the Justice Dept.
The network acquired the Philadelphia
properties from Westinghouse in a
1955 exchange of its am-tv stations in
Cleveland, which led to a Justice anti-
trust suit against NBC with the consent
decree following in 1959,

Philco is fighting 1957 and 1960 li-
cense renewal applications of WRCV-
TV and has filed a competing applica-
tion for ch. 3. Standard comparative
issues are included among the 20 issues
in the hearing, which is expected to
continue for several weeks,

Examiner Cunningham laid down
ground rules for the hearing last week,
specifying that Philco will begin today
an effort to show that NBC and parent
RCA have, since Jan. 1, 1954, engaged
in anti-competitive practices “which re-
flect adversely on its qualifications to
own and operate broadcast stations.”
NBC will then present testimony on the
same issue against Philco and its parent,
the Ford Motor Co.

Westinghouse was made a party to
the proceeding after protesting the pos-
sible loss of an NBC affiliation for its
WBZ-TV Boston if the network’s appli-
cation to acquire WNAC-TV is ap-
proved. WBC has since asked to drop
out as a party, but the FCC’s review
board refused the request (BROADCAST-
ING, Sept. 24). This action has been
appealed to the full commission,

First witnesses to be called by Philco

Original etv deleted

KSAC-TV (ch. 8) Manhattan,
Kan.—the first educational tv
station granted by the FCC—had
its authorization cancelled and
call letters deleted last week for
failure to prosecute its applica-
tion.

Kansas State College was
granted a construction permit for
ch. 8 in July 1953 but KSAC-TV
never got on the air. It is the fifth
etv station to be deleted by the
FCC but the first assigned a vhf
channel.

will be two executives of Westinghouse
Electric Co., parent of WBC. They are
Board Chairman E. V. Huggins and
Chris Witting, vice president for the
radio-tv set manufacturing division, who
was president of WBC in 1955 when
the exchange of Philadelphia-Cleveland
properties was made with NBC. An-
other scheduled Philco witness this
week is Charles D. Thieriot, president
of the Chrenicle Publishing Co.
(KRON-TV San Francisco-Oakland).

After the antitrust issues have been
settled, the hearing will turn to the
1957 renewal of WRCV-TV, which has
been remanded to the FCC by the
courts and made a part of the hearing.
The burden of proof here—whether the
renewal was in violation of FCC rules—
also will fall on Philco, with WBC and
Philco jointly sharing the burden under
the next issues to be considered:
whether NBC has improperly used its
power of network affiliation in negotia-
tions for stations in Boston, Philadel-
phia and San Francisco-Oakland.

Mobile users push
chs. 14-15 plans

Manufacturers of mobile communi-
cations equipment last week urged all
users of their gear to back them up in
their request to the FCC to reallocate
television chs. 14 and 15 to land mobile
usage.

About 50 representatives of mobile
communications users met in Washing-
ton and were exhorted by William J.
Weisz, Motorola vice president and
chairman of the Electronic Industries
Assn. Land Mobile Communication Sec-
tion, to write to the FCC and to “your
Congressmen.”

Robert M. Johnson, GE manager of
government sales and services, seconded
this appeal and added that the group
wants to “make each of you a walking,
talking fighter for additional land mo-
bile frequencies.”

Mobile communications manufac-
turers on QOct. 1 asked the FCC to take
chs. 14 and 15 away from television
and assign the 12 mc band to their use
(BROADCASTING, Oct. 8). The mobile
services already have a band in the
450-460 mc area of the radio spectrum.
Chs. 1 and 15 run from 470 mc to 482
mc. They also are assigned frequencies
in the 25-40 mc region and in the 150-
174 mc area.

The petition to the FCC, filed by the
EIA section, claims that land mobile
communications services require the
additional frequencies because of the
scarcity of space in the three bands al-
located for this use.

At the meeting last week, Jeremiah
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The “station wagon” set — as well as the sedan, com-
pact, import, sports and used car sets — cram what-
ever space is available with 2 billion dollars in mer-
chandise annually. WOC-TY's market coverage area
. . . the largest between Chicage and Omaha, Minnea-
polis and St. Louis . . . is a major distribution center
and a recognized test market.

WOC-TV is more than a member of the com-
munity . . . it's a member of the family. With

responsible local programing, WOC-TV has-

created a loyal audience that responds with
enthusiasm.

Such attention carries a tremendous impact
on the 2 billion dollar market covered by the
WOQC-TV signal. The average household has
an effective buying income of $6,091* and part
of what and why they spend is activated by what
they see and hear on WOC-TV,

The image and impact created by WOC-TV
is given impetus by an effective sales co-ordin-
ating staff that establishes and maintains con-
stant liaison between the advertiser and his
retail outlet.

For full information about WOC-TV, see your
PGW Colonel ... today!

*Sales Management's “Survey of Buying Power — 1962
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This is the new TT25DH designed with
compact walk-in cabinet using half the
usual floor area. Diplexed circuits plus
air-cooled tubes and transformers assure
the ultimate in retiability and trouble-
free performance.
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TO GET

Plus RCA

This “Traveling Wave” antenna design
based on slot radiators results in improved
signal effectiveness, excellent circularity,
low VSWR, high power handling capacity
and low wind load. Simplicity of construc-
tion means virtually no maintenance and it
is resistant to lightning damage.

This RCA “package” provides the most effi-
cient and most economical combination of
antenna gain and transmitter power. The 25
KW transmitter, with an antenna gain of
15-18, provides an ERP (Effective Radiated
Power) of 316 KW. A carefully designed
vertical radiation pattern satisfies require-
ments for close-in as well as far-out coverage.
It’s the “‘easiest way to get 316 KW.” Com-
pared to other transmitter-antenna combina-
tions this one (a) uses only half the transmitter
power; (b) requires only a fraction of the

316 KW ERP!

Traveling Wave Antenna

usual floor space; (c) cuts operating costs in
half; (d) requires lower capital investment.
RCA offers single-source supply, undivided
responsibility, and matched equipment. RCA
supplies all hardware—arranges for installa-
tion, if desired. And RCA is on call for service
24 hours a day.

Your RCA Broadcast Representative is ready
to help you work out the best proposition to
fit your requirements. Call him, or write RCA,
Broadcast and Television Equipment, Dept.
ND-22, Building 15-5, Camden, N, J.

The Most Trusted Name in Television



Courtney, a Washington attorney rep-
resenting the National Assn. of Motor
Bus Owners, raised a question about
the EIA group’s action. He objected,
as did some others, at the filing of the
petition by the EIA section without
prior consultation with using organiza-
tions. He said a unified users’ organiza-
tion might have a different proposal to
make to the FCC.

Mr. Weisz responded that lack of
user unity had made consultation diffi-
cult prior to the filing of the petition.

Mr. Weisz also informed the group
that member companies of the EIA
section had agreed to back the drive
with a public information campaign.

One of the reasons for seeking the
uhf frequencies now, Mr. Weisz ex-
plained, is that the mobile users want to
persuade the FCC to move quickly be-
fore too many stations are granted
these channels and before all-channel
tv sets are put on the market.

He noted that mobile communications
groups still are seeking additional vhf
channels, but, he said, the vhf stations
have “one of the most powerful lobbies
in Washington” and success in that area
is dubious.

Most of the uhf stations now operat-
ing on chs. 14 and 15—there are 14
stations either operating or with grants
on those two channels—are in small
cities, Mr. Weisz emphasized; they are
not operating in the major metropolises
which is where the need for additional
land mobile frequencies is most acute.
He also stated that mobile users have
accepted channel splitting to its most
extreme form and there is nowhere else
to go for added channels.

Only one of the companies in EIA’s
land mobile section has refused to go
along with the petition; this is RCA.

Among the using groups represented
at the meeting were police, fire, business
and other industrial associations.

Etv assighments made
in Chicago, New Mexico

New educational tv channels were
assigned to Chicago and Hatch, N.
Mex., by the FCC last week, Chicago
getting its second such assignment.

The Chicago Educational Tv Assn.,
operator of educational tv station
WTTW(TV) (ch. 11) in Chicago had
asked the FCC to reserve a second
channel. The commission obliged last
week by assigning Chicago the pre-
viously commercial, but unsought, uhf
ch. 20,

Simultaneously with the Chicago
grant, the FCC deleted commercial ch.
12 from Silver City, N. M., and re-
served it for non-commercial educa-
tional use in Hatch, where it will help
New Mexico State U. implement a
statewide program for educational tv.
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Supreme Court hears block booking pleas
GOVERNMENT, DEFENDANTS APPEAL LOWER COURT RULING

The U. 8. Supreme Court was asked
last week to find block booking of fea-
ture films to television stations illegal.

The case was argued Oct. 16 on ap-
peal from a 1960 federal district court
decision holding that six distributors
of pre-1948 motion picture feature
films engaged in tie-in sales in forcing
tv stations to take unwanted films in
order to get pictures they desired.

One station, said Daniel M. Friedman
of the solicitor general’s office, had
to accept more than 700 pictures in
order to get the 500 it wanted. In
another instance cited by Mr. Fried-
man, a Huntington, W. Va., station had
to accept a number of unneeded foreign
language films in order to get the group
it wanted.

Fighting to overturn the lower court
ruling was a battery of lawyers headed
by Louis Nizer, famed New York at-
torney. Representing Loew’s Inc., one
of the defendants, Mr. Nizer argued
that the antitrust violations were so in-
significant that the suit should be dis-
missed. Only two out of 202 contracts
between Loew’s and tv stations, only
four out of 221 contracts by Associated
Artists Productions Inc., only three out
of 411 contracts by United Artists and
only two out of 1,500 contracts by
Screen Gems were found to involve
tie-in violations, Mr. Nizer emphasized.

Loew’s distributes MGM films, AAP
distributes Warner Bros. films; United
Artists, independent producers; Screen
Gems, Columbia.

The other two defendants are Na-
tional Telefilm Assoc., distributor of
20th Century-Fox features, and C&C
Super Corp., handling RKO films.

Copyright Question = Mr. Nizer
noted that the lower court found no
dominance by the six distributors in the
field and no coercion of buyers. He
acknowledged that the films were all
copyrighted, but he emphasized that
these films were in competition with
8-9,000 other films, also copyrighted.

The copyright angle was broached
first by Justice Byron R. White. If a
product is copyrighted or patented, there
is no need to prove dominance in the
field in order to win an antitrust con-
viction.

Mr. Nizer also argued that tv sta-
tions were primarily interested in the
price of film packages, not in the con-
tent. The bargaining between distributor
and tv station, Mr. Nizer said, was on
price.

Other attorneys for the defendants
made much the same argument.

Mervin J. Pollack, representing C&C
Super Corp., maintained that his client

could not be found guilty of block
booking violations because it did not
sell its packages for cash, but for spot
announcements. C&C sold its films to
stations in return for spot time, Mr.
Pollack explained, and the spot times
were turned over to International Latex
Co. in exchange for financing.

New Justice Arthur J. Goldberg
raised a question about the connection
between the 1941 Paramount consent
decree, which forbade motion picture
producers from block booking films for
theatrical exhibition, and films for tv.
In the former, he observed, feature
films were the sole product used by the
exhibitors; in tv, this is not the case.

Appealed by Both ® Both the govern-
ment and the movie distributors ap-
pealed the federal district court ruling.
They both also appealed from the
judgment issued by the district court.

Mr. Friedman claimed the court did
not go far enough in banning tie-in
sales. In one example he cited a Balti-
more station which sought 10 “Selznick
pictures” and was quoted a price of
$61,000. The price for a package of 46
pictures, including the 10 Selznick fea-
tures, Mr. Friedman stated, was $62,-
000.

This illustration was used by the gov-
ernment counsel to press for more
stringent terms in the injunction. Mr.
Friedman said the government feels dis-
tributors should be forced to put prices
on individual pictures based on produc-
tion and selling costs. Pictures must be
offered individually, he said, and a dis-
count may be offered for purchase of
a package, but the package price must
bear a relationship to the savings in
selling.

The antitrust suit was filed by the
Department of Justice in 1957. After
a court trial, New York U. S. District
Judge Archie O. Dawson found in-
stances of block booking and tie-in
sales by each of the six defendants

FTC member sworn in

A. Leon Higginbotham Jr., a
34-year-old Philadelphia attorney,
was sworn in last week as a mem-
ber of the Federal Trade Com-
mission. Supreme Court Justice
Byron R. White administered the
oath of office. Mr. Higginbotham
was named by President Kennedy
to a seven-year term to succeed
William C. Kern. Both Mr. Hig-
ginbotham and Mr. Kern are
Democrats.
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(BroaDCASTING, Dec. 12, 1960). He
issued judgments two months later
(BROADCASTING, Feb. 13, 1961) pro-
hibiting all six distributors from con-
ditioning the sale of one feature film on
the purchase of another. He also banned
any condition whereby a group tv sta-
tion owner must buy the same film for
all his stations. Any price differential
between the package price and the price
for individual films, Judge Dawson
ordered, must not have the effect of a
tie-in. He did not ban package film
sales or a better differential in pricing
for a package as against individual films
for television.

One of the objections by the govern-
ment was that the judge did not ban
the practice of offering a package to
one station in a market on an all-or-
nothing basis and, if unaccepted by the
first station, offering it on the same
basis to other stations in the same mar-
ket—before breaking the package down
into individual films.

Other objections by the government
to the decree: it does not prohibit “un-
reasonable” differentials between the
price of the package and the price for
separate pictures; it failed to require that
distributors must provide an adequate
description of every film offered in ad-
vance of negotiations.

Fm plan encounters
four more dissidents

The FCC'’s proposed fm allocations
rules came under new fire last week.
Three fm stations and an engineering
firm voiced their discontent in petitions
filed with the commission.

The deadline for comment on the
FCC’s proposed revision of fm rules,
including a nationwide table of allot-
ments, has been extended from Oct. 1
to Nov. 1 (BROADCASTING, Oct. 1).

WTVB-FM Coldwater and WOIA-
FM Saline, both Michigan, attacked the
allocations proposal as an arbitrary
“yardstick.” Both feel the propesed
rules are an inferior substitute for a
“more reasoned approach of engineer-
ing judgment,” and that the FCC pro-
posal neglects a careful consideration
of the individual needs of each com-
munity. A fixed table will tend to
“freeze” the “unequal distribution of
fms in major city areas,” the stations
contended.

WSLS-FM Roanoke, Va., took the
proposed allocations rules to task be-
cause of the reduction in power for
seme stations. WSLS-FM opposed any
power reduction for existing fms now
in excess of the class power allotted
under the proposed rules.

Kear & Kennedy, a Washington,
D. C., engineering firm, opposed the
new fm rulings, substantially supporting
the contentions of WSLS-FM.
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Always the Winner

In the Central
New York Market!

There's no beating the best. It isn't
as if nobody tried. Compefition is keen
—and, to give credit where it's due,
competitive programming often merits
real praise.

But when you consider that the programming
service of WSYR-TV is under the direction of
executive personnel with an average of 19 years
broadcasting experience right here in Ceniral New
York. a fop talent staff with an understanding of its
job and its audience, and a firmly established

tradition of being several laps ahead of the field—
staying ahead comes kind of naturally.

WSYR-TV does work at it, however,
steadily and conscientiously. The
results speak for themselves.
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PROGRAMMING

NBC'S ‘TUNNEL’ OFFICIALLY REBUKED

Will be aired despite State Dept., German governments

NBC-TV’s filming of the construction
of an escape tunnel under the Berlin
wall has drawn sharp reactions from the
State Dept. and the governments of
East Germany, West Berlin and West
Germany.

Despite the controversy, NBC said last
week it was proceeding with plans for
showing the 90-minute special, The
Tunnel, on Oct. 31 as scheduled (BROAD-
CASTING, Oct. 15). The network ex-
pressed confidence its decision would be
justified by the telecast.

There were the developments last
week:

s The State Dept. said it has told
NBC that television coverage of tunnel
operations were “risky, irresponsible,
undesirable and not in the best interests
of the U. 8.” But a department spokes-
man said the question of whether the
film should be shown “is for NBC to
decide.”

= The West Berlin City government
told U. S. officials there that it would
“regret the showing of the film.” It
said the broadcast would not be “in the
best interest” of the city. Some of the
students who dug the tunnel were re-
ported to fear the film would disclose
their identities.

s The East German government an-
nounced that all those who participated
in making the film would be barred
from East Germany. That government’s
Interior Ministry said NBC had fi-
nanced “an attack against the frontier”
of East Germany. NBC declined com-
ment on this development.

v The West German government,
through its embassy in Washington,
informed the State Dept. it shared
West Berlin’s concern about the showing
of the film. The views of the West Ber-
lin and West German governments were
transmitted to NBC, according to the
State Dept.

NBC Reply = NBC said it was con-
fident that the State Dept. and the West
Berlin city government would, when
fully informed about the program, agree
that it “will not be injurious to the in-
terests of the governments and individ-
uals involved.”

The network also said that “at no
time did NBC receive a request from
any government agency to withdraw
from film coverage of the digging of a
tunnel under the Berlin wall.”

The statement said the network had
an “informal conversation with a State
Dept. representative who expressed some
concern over such journalistic coverage”
and that the network carefully evaluated
the matter,

The network said it recognized the
tunnel operation—"already well under-
way when we were approached” by the
students to film their work—*entailed
clear risks.” But, the statement said,
“in weighing the State Dept.’s concern
—as in determining originally to cover
the story—we concluded that the metic-
ulous precautions taken in carrying out
our coverage effectively avoided any ad-
dition to the risks already implicit in the
students’ project.

“Our confidence in this independent
journalistic decision has been fully justi-
fied by events.” the statement added.
“The tunnel was completed without any
breach of security or injury to anyone,
and 59 people escaped to freedom. And
we believe our enterprise has been re-
warded by an extraordinary 90-minute
television document of major news sig-
nificance.”

The network’s figure of 59 escapees
through the 450-foot tunnel was con-
tradicted by reports from West Berlin
and the State Dept. that put the number
at 29,

U. S. Not Informed * A State Dept.
official conceded that the department

had not asked NBC to “withdraw” from
its tunnel project, but said that was only
because U. 3. officials were not aware
the network was actively engaged in
such an operation.

He said it was learned later that the
filming had been in progress at the time
a State Dept. representative informed
the network that the department con-
sidered involvement in tunnel projects to
be “not in the best interest of the U. 8.”

The question of whether NBC will
show the film “in the face of protests
from West Berlin, including that city’s
senate, and representations from the
Federal German Republic's embassy in
Washington, is for NBC to decide,” the
spokesman said.

“I think our view of the question is
quite clear,” he added.

The department first expressed its
views to NBC about television escape-
tunnel operations after it had won an
agreement from CBS last August to
drop a similar project involving a dif-
ferent tunnel (AT DEADLINE, Oct. 15).

50% of ‘Hercules’ cost
recouped—Trans-Lux

Trans-Lux Television Corp. already
has recouped one-half of the produc-
tion costs of The Mighty Hercules car-
toon series through pre-release sales in
10 domestic and overseas markets,
Richard Carlton, Trans-Lux tv vice
president for sales, announced last
week.

The series, currently in production,
will consist of 130 5% -minute episodes
and is being offered for an October
1963 start. Mr. Carlton reported that
sales have been made to WPIX (TV)
New York, WBZ-TV Boston, KDKA-
TV Pittsburgh, KYW-TV Cleveland,
KPIX (TV) San Francisco, KOGO-TV
San Diego, WGR-TV Buffalo, KHVH
(TV) Honolulu, WTCN-TV Minneap-
olis-St. Paul and Transglobal Television
Inc. of Japan.

A new 84-unit package of “adult
entertainment” feature films has been
put into national tv syndication.

Walter Reade-Sterling Inc., New
York, which started a sales campaign
for the package last week, announced
immediate sales to WOR-TV New
York and WGN-TV Chicago.

Saul J. Turell, president of Reade-
Sterling, noted that the introduction
of mature programming of the type
represented in “Cinema 70” is no
more than an extension of a trend

already evident in the motion picture
business. He said the so-called “spe-
ialty” film which a few years ago
might play 50 theatres across the
country, now often books thousands
of successful engagements, “proving
the national audience for this kind
of material is there.”

Among the films in the package,
called “Cinema 70,” are: “Room at
The Top,” “The Entertainer,” “Gen-
eral Della Rovere,” “Make Mine
Mink,” “Gervaise,” and “Ballad of a

New package features ‘adult entertainment’ films

Soldier.” “Bread, Love and Dreams”
(with Gina Lollobrigida), “The Apu
Triology,” “The Seven Samurai,”
“Ugetsu” and “Gate of Hell” (last
three Japanese), “The Roots” (Mexi-
can), “Battle of the Sexes” (with
Peter Sellers), “Kanal” (Polish),
“Expresso Bongo” (with Laurence
Harvey), “It Happened in Broad
Daylight,” “School for Scoundrels”
(with Terry Thomas and Allistair
Sim), “The Long, the Short and the
Tall” and “The Roof.”
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WBC-TV specials aimed at family, children
SANTANGELO PROGRAMS FEATURE VARIED FARE

A new series of 13 one-hour taped
tv programs, prepared for “family” and
children viewing, was announced in
New York last week by Westinghouse
Broadcasting Co.

The specials for young people will be
seen twice each month on WBC’s five
tv stations starting this month, and will
be syndicated to other stations. Two
weeks earlier, WBC announced a series
of 10 half-hour taped shows (Legacy
of Light) that WBC tv stations are tele-
casting this fall. Both the latter, a re-
ligious programming series, and the chil-
dren’s programming are slated for
prime-time viewing.

Westinghouse stations are WBZ-TV
Boston, KDKA-TV Pittsburgh, KYW-
TV Cleveland, WIZ-TV Baltimore and
KPIX (TV) San Francisco.

Both series are produced by Michael
R. Santangelo of WBC. The half-hour
Legacy programs, each correlating the
precepts of the Ten Commandments
and the moral issues of our time, were
produced in association with the Union
of American Hebrew Congregations.

The Legacy series also can be tele-
cast by other stations at a nominal fee
and is part of a continuing Westing-
house project in the area of religious
programming. Last year, WBC pro-
duced Face of the World, a group of
13 programs, in cooperation with the
Jesuit Missions, and Man and His Prob-
lems, an examination of the Presby-
terian faith.

Classics and Art Forms = The pro-
grams illustrate the Commandment
theme with adaptations of such classics
as Oedipus Rex, Anna Karenina, Broth-
ers Karamazov and Hedda Gabler and

n WBC TV's
duction of “Oedipus,” Thomas Hill
{I), Paul Bedford {c) and Myrna Kaye
wear masks of tragedy.

“Legacy of Light" pro-

utilize such art forms as ballet, drama
and opera. The series was scheduled
to begin Oct. 21 (Sunday) in New
York on WOR-TV and is to continue
there weekly for the next nine weeks.

First in the monthly children’s series
is Magic, Magic, Magic, starring ma-
gician Milbourne Christopher in a cap-
sule history of the magical art. Julie
Harris and Zero Mostel appear as his
guests,

Other programs taped: First Concert,

The “great debate” of the current
congressional political campaign will
be “Humphrey vs. Scott” on NBC-
TV and NBC Radic, Monday, Oct.
29 (8:30-9:30 p.m. EST).

Appearing as spokesmen for their
parties: Sen. Hubert Humphrey (D-
Minn.) and Sen. Hugh Scott (R-
Pa.). They were selected for the ap-
pearance by the national chairmen
of the two major parties. Neither is
a candidate for office in the current
campaign.

William R. McAndrew, executive
vice president, NBC News, said the
network’s debate proposal “affords
a fresh opportunity to advance the
public interest . . . in the off-year
political campaign process.”

The format for the 1962 debate
will have an opening statement of

GOP, Democratic senators to debate on NBC

eight minutes by each spokesman
and a closing summary of three min-
utes by each. The remaining time
the speakers will answer questions
from four NBC News correspond-
ents, with questions alternated be-
tween both participants. Each an-
swer will be limited to two-and-a-
half minutes, with comment by the
other spokesman limited to one-and-
a-half minutes.

Sen. Humphrey, Senate Majority
Whip, was first elected to the Senate
in 1948. Sen. Scott was national
chairman of the GOP in 1948-49
and was elected to the Senate in
1958.

William B, Monroe, NBC director
of news in Washington, will be ex-
ecutive producer of the program,
from NBC Washington.

§6 (PROGRAMMING)

a concert of popular classics performed
by the Cleveland Symphony Orchestra
conducted by Robert Shaw, who also
supplies a commentary before a live
audience (taped by KYW-TV); Black
Nativity, a “Gospel song-play” seen on
Broadway last Christmas season; Baird’s
Eye View, history of puppets narrated
and demonstrated by puppeteer Bil
Baird; People and Other Animals, a
zoological tour by Ivan Sandetson,
noted naturalist.

Telecast Twice » Richard M. Pack,
WBC'’s vice president for programming,
said the children’s programming series
is being scheduled by the five Westing-
house tv outlets in early evening hours
for family viewing and that a second
telecast of each program will be placed
in an earlier time slot. WBC added the
shows were not only for youngsters but
also suitable for “the young in heart.”
The series explores the entertainment
arts and cultural areas.

The new Westinghouse series that
uses well-known artists and personali-
ties to interpret the arts has been in
preparation for some time and was first
reported in June (“Children’s Tv Goes
to College,” BROADCASTING, June 18).

Stereo series starts
in ten major markets

Ampex Stereo Time, a half-hour fm-
stereo musical program sponsored by
Ampex Corp., began a 26-week sched-
ule in ten markets throughout the coun-
try last week. The program, which in-
cludes pre-recorded Ampex sterec com-
mercials, will have the same format on
each of the ten outlets, but its music
will be selected by 1nd1v1dua1 stations.

Stations carrying the show are KPEN
(FM) San Francisco, WVCG-FM Mi-
ami, WDTM (FM) Detroit, WQXR-
FM New York, WFLN-FM Philadel-
phia, WASH (FM) Washington, D. C,,
KVIL-FM Dallas. KFMU (FM) Los
Angeles, WKFM (FM) Chicago, and
WBCN (FM) Boston.

Cunmngham & Walsh Agency, San
Francisco, is handling the account for
Ampex.

WINS New York signs Faulk

John Henry Faulk has signed with
WINS New York to host Program
PM, a new Monday-Friday series (10-
11:30 p.m.) beginning Nov. 12,

Mr. Faulk’s last radio series was with
CBS in 1957. He won a suit against
Aware Inc., in June (BROADCASTING,
July 2) in which he charged that he had
been dismissed from the CBS show and
blacklisted in radio and tv because of a
pamphlet that erroneously linked him
with Communist front organizations.

On Program PM, Mr. Faulk will do
interviewing and location taping of ac-
tivities in the New York City area.
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HOW YOU CAN

DRAMATICALLY IMPROVE BUSINESS

AND STATION PERFORMANCE FOR
NEXT TO NOTHING...

How much more money could you make if you could...

B Increase your potential audience

¥ Quadruple radiated program power
® Sound much louder and clearer

® Increase received S/N ratio

B Offer the sponsor more listeners per dollar
B Increase listener loyalty

® Sound much better than competitors

® Reduce operating costs

And do it all for as little as $495.00?
AUDIMAX stations—more and more every day—do!

Here’s how: Audimax is your assistant broadcast en-
gineer—an electronic brain that boosts your station’s
radiated program power and market coverage,
greatly improves sound, and improves operating effi-
ciency by automatically controlling program levels
with near-human intelligence and superhuman speed
and accuracy—all without objectionable side effects
and distortion.

Audimax differs in concept from ordinary level
controls (limiters, compressors, AGC's, etc.) and ac-
complishes what they attempt to, without the addi-
tional problems they introduce. With such devices,
the gain is always either rising or falling. With fast
recovery times, pumping sounds occur. Slowing the
recovery time allows short bursts of sound to put
“holes” in the program. Audimax, instead, works
like a competent engineering assistant.

Automatic Gain Riding —When levels are too high,
Audimax quickly and inaudibly lowers the gain with-
out thumping —When levels are too low, Audimax
raises the gain without pumping. With explosive
sounds, (e.g., pistol shots, barking dogs) Audimax
momentarily corrects the gain, then instantly re-
turns to previous level, without leaving ‘holes.”
When levels are correct, the gain remains constant.

‘udimax’s exclusive platform mode of operation
reserves short-term dynamic fidelity.

Automatic Program Control —Audimax’s exclu-
sive logic monitors the incoming signal and com-
Jares it with previous program information in its
memory, deciding whether to raise, lower or main-
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tain constant gain. The result: Perfect levels every
time. Gated Gain Stabilization — Audimax also rec-
ognizes noise and background effects and maintains
constant gain during pauses, eliminating unnatural
fade-out of the background effects and disturbing
swish-up of background noise, completely preserv-
ing the natural sound of dramatic programs, sports-
casts, etc. Return-to-Zero Feature —In standby con-
ditions Audimax waits, and when convinced that the
program has ended, slowly drops to normal gain.

Magnified Modulation and Market Coverage—
While performing control functions automatically,
Audimax boosts overall levels—to 6 db higher than
normal manual methods —quadrupling radiated pro-
gram power and potential audience. You “stand out”
on the dial, your programs sound louder, clearer and
better than ever before, increasing listener loyalty.
All this means more value for the sponsor, and a
vast increase in your money-making potential.

Prove it for yourself. Satisfaction guaranteed.
Order your Audimax today !

Audimax II RZ < T m $625.00
Audimax I without Gated Gain Stabiliza-
tion and Return-to-Zero feature . $495.00

LABORATORIES

STAMFORD, CONNECTICUT
ADIVISION OF COLUMBIA BROAOCASTING SYSTEM, INC.

Another product of CBS Laboratories contributing to
better Broadcasting.
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Daystar would poll opinion leaders on tv
CHAMBERS OF COMMERCE AID ASKED IN ‘ANTENNA' PLAN

A plan for communicating directly
with tv viewers and local opinion lead-
ers through a new non-profit organiza-
tion called ANTENNA, for Analysis of
Nationwide Television Entertainment
and News, is outlined in a letter sent by
Leslie Stevens, executive producer of
Daystar Productions, to chambers of
commerce asking for names of opinion
molders in their communities.

Mr. Stevens writes, “It now becomes
imperative for all who are involved in

television—from the production com-
pany which makes the show to the view-
er who sees it and to the local retailer
who sells the sponsor’s product—to be
concerned with television’s image and
to be aware of the international impact
of that image.

“Whether television, as a commercial
medium, will ever reach its finest ca-
pacity is dependent in a large part on
the viewer. Thus, it is proper for Day-
star Productions, as an independent tel-

John McGowan, of Peters, Griffin, Woodward, gives Bruce the “club hat.”

Bruce Curtis, of Leo Burnett, joins the Tricorn Club

Membership in the Tricorn Club separates the men from the boys when it comes
to market savvy. Bruce got tapped by correctly answerin