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'S_el-ling ﬁdothpastge? What better time to talk to her _
‘than now? Reach your customers while they're using
‘the product. Put Spot Radio’s unique timeliness to
work for your brand on these outstanding stations.
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Welcome to
the Dan Ryan
Expressway

JOIN OUR AUDIENCE ON WHEELS. Listen to Flying Officer Irv Hayden's award-win-
ning rush-hour traffic reports on WGN when driving on the new Dan Ryan Expressway.
Presented in cooperation with the Safety Education Section, Traffic Division, Chicago
Police Department.

Direct, exclusive air-to-ground communications between the WGN Trafficopter and
Chicago Police Communications Center will help make your trip more enjoyable.

Seven reports are presented in the morning starting at 6:55 a.m. during the Eddie
Hubbard Show. Seven reports are presented in the peak evening driving hours starting
at 4:30 p.m. during the Brickhouse-Hubbard Show and the Wally Phillips Show.

Keep tuned to WGN-Radio/720 for that something extra!

Another community service of

WGN RADIO pia 720 @

Another important plus!
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An eye for what’s news in Chicago!

This salute appeared in 14 Chicago community and early-evening rush hour Trafficopter reports.

newspapers—welcoming thousands of new express-

way drivers to WGN Radio’s exclusive morning ers for advertisers!

AITEN
d \
FoRoy )

WGN RAD'O on its toes and in the air in Chicago!
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Join the Broadcast Pioneers—wear your pin with pride.
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Another important WGN Radio plus—more listen-



These are the serious citizens. They’re build-
ing a home to fit the demands of their growing
family. They're investing in the future. They
do not make snap-decisions. They must weigh
...plan...save. ltisimportant that they know
what to buy . . . when to buy! They are the
people you must reach in order to sell your
product or service. Reach them . . . self them,
and thousands of adults like them . . . in the

SERIOUS CITIZENS

Baltimore metropolitan area every day on
WCBM Radio. Serious citizens prefer WCBM's
adult-level radio programming — the news —
the music—the personalities— the programs!
No doubt about it—WCBM Radio best delivers
your message to the adult listeners . . . the
people with spending power in this rapidly-
expanding mass market . . . the 13th largest
in the United States!

Va
National Sales Represenlalive /

M Bhadeady il

A SERVICE OF METROPOLITAN BROADCASTING

A CBS RADIO AFFILIATE » 10,000 Watts on 68 KC & 106.5 FM e Baltimore 13, Maryland
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WGAL-TV delivers a loyal, responsive audi-
ence. This unequaled viewer following results
from fourteen years of pioneering, finest facil-
ities, and the most complete and modern
equipment in the area. Channel 8 is the only
single medium in this entire region that assures
full sales power for your advertising dollars.

WGAL-TV

Channel 8

Lancaster, Pa.

STEINMAN STATION . Clair McCollough, Pres.

Representative: The MEEKER Company, Inc.- New York * Chicago - Los Angeles * San Francisco
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Tv spot heaithy, too

While spot radio is enjoying
stepped-up activity (page 27), there’s
no apparent let-up in spot tv. One
tabulation by Broadcast Advertisers
Reports from its new 10-market clock-
around tv monitoring service shows
that in just one product category—
drug and pain relievers—42 different
brands were on air with 1,411 an-
nouncements in those markets in one
four-day span. Bufferin was way out
front in number of messages, followed
by (in order) Contac, Alka-Seltzer,
St. Joseph Aspirin, Bromo-Seltzer,
Four-Way Cold Tablets, Thorexin,
Anacin, Isodettes and Romilar CF
Cough Syrup. Markets getting biggest
shares of this business, all placed via
national spot, were (also in order)
New York, Chicago, Philadelphia, San
Francisco and Washington.

Minow into space?

Report was making rounds in
Washington last week that FCC Chair-
man Newton N. Minow may wind up
on new Space Communications Corp.,
but confirmation was lacking. One of
top posts—presumably presidency, ac-
cording to well-founded reports—is
slated for Air Force Undersecretary
Joseph V. Charvk and reportedly will
pay $125,000. Two other fop jobs—
chairmanship and vice-chairmanship
—presumably would pay in same
area. Another broadcast personage
who had been under consideration for
one of top posts is National Associa-
tion of Broadcasters President LeRoy
Collins (BROADCASTING, Jan. 14).

Late, later, latest

Insomniac agency people (and
other New Yorkers) may soon be
able to watch television all night long.
CBS-owned WCBS-TV, whose grand-
daddy “Late Show” reaches its twelfth
anniversary neXxt month, just may cele-
brate occasion by announcing plans
for 24-hour-a-day operation. If it
works out, extra three to four hours
per day, starting after existing Late
Late Show, would be programmed
with movies (Late Late Late Show
and Late Late Late Late Show?).

The price of a strike

Not calculated to reassure agency
and advertiser executives, either as
readers or as media buyers, was re-
port in New York last week that some
newspapers there have drafted severe
economy moves to go into effect when
current newspaper strike is finally
over. Obvious reason for economies:
to help balance off wage and other
cost rises resulting from strike settle-
ment. There's long been talk that
some papers may not re-open after

T T T R T e e e e e T
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strike, or won't last long if they do,
but last week’s report anticipated
probably substantial curtailments in
news coverage of at least some papers
whose survival has never been ques-
tioned.

The popular vote

NAB radio board members running
for re-election are eyeing with interest
nominations for new two-year terms
currently being submitted by member-
ship (see story page 87). Nomina-
tions, it’s felt, will reflect reaction of
rank and file membership to reap-
pointment of President LeRoy Collins
for three years (two years beyond
existing contract) at joint board meet-
ing in Phoenix Jan. 15.

If majority of candidates are re-
elected, it’s deduced this would indi-
cate vote of confidence in board's bal-
lot (41-0) in favor of Gov. Collins’ re-
appointment. Fact that Gov. Collins
last Monday in Los Angeles said at
news conference that it was still his
“deep and personal” conviction that
tobacco advertising should be con-
rrolled may have bearing on elections.

Quiz for Cox

Memo to Kenneth Cox: Be ready
to discuss FCC’s need for new quar-
ters at your FCC confirmation hearing
Thursday (Jan. 31). Your old boss,
Sen. Warren Magnuson (D-Wash.),
chairman of Senate Commerce Com-
mittee, has promised special all-indus-
iry committee dedicated to securing
building for FCC that he will discuss
subject. Harold Mott, Washington
attorney and chairman of special com-
mittee, reported at group meeting last
week on earlier discussions with Sen.
Magnuson (BROADCASTING, Jan. 21).
Senator plans prompt action to secure
FCC adequate housing, probably in
building with other agencies, and Mott
committee is soliciting general sup-
port to keep “dire” needs of FCC be-
fore Congress.

Cork buys Kaye

Armstrong Cork Co., through
BBDO, New York, reportedly has de-
cided to pick up first-refusal right on
Danny Kaye Show that'll be slotted
Wednesday, 10-11 p.m., in CBS-TV’s
schedule next season (Crosep CIr-
cuir, Jan. 21). Armstrong is keen
on alternate-hour sponsorship of new
series, but purchase has not yet been
made firm. U. 8. Steel, also BBDO
client and other advertiser holding
first-refusal on show, has not made
decision on whether it wants tie with
Kaye series.

Second-class postage paid at Washington, D.

Fitzpatrick next

Next appointment in current re-
shuffling of FCC staff may be promo-
tion of Thomas Fitzpatrick, assistant
chief of Hearing Division, to chief.
Decision on Mr. Fitzpatrick isn’t as
firm as that on four other appoint-
ments, still to be announced officiallv
(see story page 92). But Mr. Fitz-
patrick is leading candidate to suc-
ceed Robert Rawson when latter
moves over to chief of Renewal and
Transfer post. Mr. Fitzpatrick, cur-
rently participating in Omaha local
programming inquiry, joined FCC
staff in 1950 after graduating cum
laude from New York U. Law Schoo!l
and practicing in New York. He was
assigned to Hearing Division in 1954,
and named its assistant chief in Jan-
uary 1960.

Sports minded

Texaco has decided that sports pro-
gramiming on both radio and television
is vehicle it wants and will buy for its
advertising messages. Company has
actively been seeking radio sports
shows for its spot campaign in that
medium (also see story, page 27), and
currently is on lookout for sports
programming on tv networks. Tele-
vision purchase would be for next
secason. Benton & Bowles. New York.
is company’s agency.

Regional group

New association of regional radio
stations will take definite shape Feb.
8 at Mayflower Hotel meeting in
Washington. It’ll be called Assn. on
Broadcast Standards and will open
Washington headquarters to protect
regionals’ interests in clear-channel,
daytimer and other proceedings that
may affect them.

End in sight?

FCC’s latest letter to General Elec-
tric asking for more detailed informa-
tion on company’s corporate structure
may only be darkness before dawn in
company’s long-pending effort to get
licenses renewed for three stations
(BROADCASTING, Jan. 21). One reason
commission has been unable to reach
decision in case is conflict between
Broadcast Bureau and General Coun-
sel’s office on how to proceed. Broad-
cast Bureau would approve renewals
without requiring hearing. Counsel’s
office has been urging commission to
hold hearing because of antitrust con-
viction of GE. However, source close
to intramural battle indicated last week
tide was beginning to run in favor of
Broadcast Bureau.
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NE'VE GOT
A WAY
WITH
WOMEN

Specially the Big-Buying
18-t0-39 Year Olds!

They love us in the years when
they're buying most! Get in on
this happy marriage of Detroit's
No. 1 station and Detroit's No. 1
spenders. Call STS to get your
clients’ products on more 5th
market shopping lists.

WOMEN VIEWERS
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WEEK IN BRIEF

It's been a good January for radio. Business is the best
in years, spurred by increased spending by national
spot advertisers. The results of a survey of advertisers,
agencies and radio reps. See lead story . ..

RADIO SALES UP IN 1963... 27

The men closest to federal regulation of communica-
tions and the FCC, the lawyers who live in that environ-
ment, have taken first steps looking toward a possible
overhaul of the commission, the law and the rules. See. ..

CLEAN SWEEP OF REGULATIONS... 44

Have the apple and orange finally married? A major
research breakthrough is claimed by CBS-TV, which now
has a way of comparing the uncomparable on the basis
of total advertising effectiveness of media. See ...

COMPARING APPLES, ORANGES ... 30

Last week was a big one all around for those who criti-
cize the way the FCC does business. Even a commissioner
(Ford) joined LeRoy Collins and others in charging the
commission with inequities and inefficiencies. See . ..

IT WASN'T RAIN AT FCC.

Peopie buy and sell the year round. Therefore, says
Leonard Lavin, Alberto-Culver president, they ought to
advertise all year. An interesting look into the views of
one of television's newer, important clients. See ...

ADS SHOULD RUN ALL YEAR... 34

Two new developments on the liquor-beer-wine front.
An advertising agency is surveying stations and Sen. Pas-
tore has issued a warning that he may introduce a bill
to prohibit liquor ads on the air. See ...

KEEP THE HOUSE CLEAN... 56

This is the 20th Century and 20th Century news media
should be given equal access with older media in covering
the news, according to CBS' Frank Stanton. He said
public agencies and proceedings should be open. See. ..

STANTON: ‘END LIMITATIONS'... 83

Chairman Minow of the FCC has revived an oft-proposed
plan for creation of a citizens advisory board. This group
would be created to appraise broadcast programs and
report to the FCC every year. See ..

CITIZENS BOARD URGED ... 85

SPECIAL REPORT NASHVILLE

A cultural revolution—a very commercial one—is under
way in American music, with Nashville, Tenn., as the focal
point. This recording-composing-performing center has
now become the world's No. 2 musical city. See ...

The Tennessee city is rising to the top as a recording
center as the misnomer “country music” is now applied to
a score of musical types. An on-the-scene account of a
business miracle triggered by radio. See . ..

BIG, NEW MUSICAL SOUND ... 67 THE NASHVILLE STORY ... 67
DEPARTMENTS
AT DEADLINE .. e 3 LEAD STORY oo P4 BROADCASTING

BROADCAST ADVERTISING 27 THE MEDIA ...

BUSINESS BRIEFLY ... . 34

MONDAY MEMO . Noverbor by  Brosacacime Bostich:
CHANGING HANDS ... .. 84 OPEN MIKE ... T i e oy inge Dol
CLOSED CIRCUIT oo 5 OUR RESPECTS offices.
DATEBOOK 12 PROGRAMMING o e ey s $7.00.
........................................ SCT on 1ior weekly sues WU,
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HOW DO YOU MEASURE A BROADCASTING STATION?

=

The lady cannot see. Still, she knows our station and wanted to visit us. We are told that
she “sees” WTIC-TV programs, as do many who are sightless. Their vivid imaginations
supplement the audio with a video of their own. And, of course, WTIC Radio has been her
friend and companion for many years.

But this lady had to “see” with her hands the statue of “The Broadcaster” which stands
in Broadcast House.

Surveys, such as A. C. Nielsen and ARB, clearly define WTIC-TV’s outstanding audience
leadership in southern New England. The latest Politz survey of our area has proved that
WTIC Radio is also without peer.

But somehow, a blind lady who came to visit us tells of another kind of leadership which
cannot be measured in sheer numbers . . . and reminds us anew of the awesome trust which
our viewers and listeners repose in our station.

WTIC(})TV3/AM/FM

Broadcast House, 3 Constitution Plaza, Hartford 15, Connecticut

WTIC-TV is represented by Harrington, Righter & Parsons, Inc.
WTIC AM-FM is represented by the Henry I. Christal Company

BROADCASTING, January 28, 1963



Late news breaks on this page and on page 10
Complete coverage of week begins on page 27
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Lawyers delay move
on regulatory revamp

Federal Communications Bar Assn.
held annual membership meeting Fri-
day (Jan. 25) without taking action on
recommendations of special committee
for far-reaching changes in government
regulation of broadcasting (see story
on page 44).

Leonard Marks, chairman of com-
mittee, reported to membership on rec-
ommendations. Official status of con-
troversial report will be determined
later, according to incoming FCBA
President Donald Beelar. Report itself
has not been circulated among lawyers
in bar association but Mr. Beelar said
new executive committee would meet
this week to chart future course.

He will recommend report (which is
summarized in detail beginning on page
44) be sent to FCBA members with
special committee to be named to ac-
cept lawyers’ comments and recom-
mend that association accept or reject
all or portion of recommendations. He
stressed report of Marks committee
currently has no official status as views
of FCBA but said work of planned new
committee will be “a very important
undertaking.” If executive committee
approves, report will be sent to FCBA
members early in February.

FCC was rebuffed by lawyers, it is
understood, in agency request for copies
of Marks report. Agency officials also
were denied admission to Friday’s

Shakedown cruise

Despite fact all 135 “public”
witnesses in Omaha local tv hear-
ing beginning today (Monday)
already have filed written state-
ments with FCC, crew of agency
lawyers were in Omaha last week
for personal interviews with these
same witnesses.

Appearances by “opinion” lead-
ers of Omaha were solicited by
FCC last month and majority of
statements prepared are favorable
to stations. FCC attorneys try-
ing case include James Juntilla,
assistant chief of Broadcast Bu-
reau; Lonnie Emerson, legal as-
sistant to presiding officer Com-
missioner E. William Henry; Tom
Fitzpatrick, assistant chief of
hearing division; and Martin
Firestone, attorney in renewal
branch of Bureau.

FCBA meeting. The report was not dis-
cussed by general membership at meet-
ing beyond Mr. Marks’ verbal presenta-
tion, as lawyers hadn't seen report.

Harold Mott, whose term as FCBA
president expired Friday, said of report
that “quite a good deal of thought went
into its preparation. It deserves the
serious consideration of all the bar.”

Student Loans » FCBA established a
program of student loans to be made to
advanced law school students attending
universities in Washington area. Maxi-
mum loan under program will be $1,000
for scholastic year.

Students would be required to repay
loan, plus 3% interest per year on un-
paid balance. Requests for loans may
be made to dean of law school attended
by applicant.

Annual banquet of FCBA Friday
evening followed membership meeting;
entertainment was furnished by singer
Hildegarde and drummer Gene Krupa.

Tele-Broadcasters
buys Colorado outlets

Purchase of KKTV (TV), KFMH
(FM) Colorado Springs and KGHF
Pueblo, Colo., by Tele-Broadcasters
Corp. (H. Scott Kilgore, president) for
$1 million was announced Friday, sub-
ject to FCC approval. Sellers of Colo-
rado stations are James D. Russell and
wife, Gifford Phillips and Robert D.
Ellis. Mr. Russell is member of NAB
Tv Board of Directors.

Tele-Broadcasters now owns KALI
San Gabriel (Los Angeles), KOFY
San Mateo (San Francisco), WPOP
Hartford, Conn., and KUDL Kansas
City, Mo. Transaction was handled by
Blackburn & Co. KKTV is on ch. 1i
with 85.1 kw; KGHF is on 1350 kc
with 5 kw, day, and 1 kw, night;
KFMH is assigned 96.5 mc with 23 kw.

Also announced Friday was sale of
WMFT Terre Haute, Ind., for $125,-
000 by Thomas Land and associates to
George A. Foulkes. Mr. Foulkes is
former vice president in charge of sales
for WTHI-AM-FM-TV Terre Haute.
Thomas group owns WFIW Fairfield,
Il WMFT (1300 ke, 500 w, daytime
only) sale was handled by Hamilton-
Landis & Assoc.

Sunshine spot radio drive

Sunshine Biscuits, New York, through
Cunningham & Walsh, that city, is using
spot radio on large scale for first time
in recent history. Company, which did
not use radio last year, is spending
major part of its advertising budget dur-
ing first quarter for 50-market national
spot campaign.

Former KPFK head
admits Red period

Mrs. Catherine Cory Gumpertz, for-
mer manager of KPFK (FM) Los An-
geles (1960-62), told Senate investi-
gators Friday (Jan. 25) she had been
communist “for a very few months”
during “a foolish, short period” of her
life in 1944, just after she graduated
from college at Berkeley, Calif.

Latest witness to face Senate Inter-
nal Security Subcommittee behind
closed doors, Mrs. Gumpertz said she
answered all subcommittee questions.
most of which centered on station’s
programiming, which includes appear-
ances of communist spokesman among
group of 14 regularly scheduled politi-
cal commentators (earlier story BROAD-
CASTING, Jan. 14),

KPFK and other Pacifica Foundation
non-commercial, listener-supported sta-
tions are being probed for alieged “com-
munist infiltration” by Senate unit (see
page 54).

Mrs, Gumpertz was complimented
for her cooperative attitude, her law-
yers said. She was excused from her
subpoena and not asked to return, they
added,

Foundation initially asked that ses-
sions be made public, but subcommittee
says it has no requests from witnesses
for return to be heard in open sessions.

None of three senators present at
Friday session would comment on meet-
ing or on Mrs. Gumpertz’s statements.

KPFK (FM) won Du Pont and Pea-
body awards while Mrs. Gumpertz was
manager, foundation reported.

Emerson reports jump
in 1962 color sales

Color tv set sales by Emerson Radio
& Phonograph Corp., Jersey City, N. J.,
“practically doubled” last year, Benja-
min Abrams, president, revealed Fri-
day (Jan. 25) in annual report.

Mr. Abrams said that although color
sales are still small compared to black
and white, Emerson expects color tv
will “gradually become a significant
addition to sales and profits.”

Total tv sales by Emerson increased
20% and profits on those sales rose
30% over previous year, Mr. Abrams
added.

Emerson reported consolidated net
income for year ended Oct. 31 rose to
$2,278,159 or $1 share from $1,851,-
684 or 81 cents share in like 1961
period. Sales for current fiscal year in-
creased to $80,371,180, from $70,903,-
466 year ago.

R T T e e e more AT DEADLINE page 10
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WEEK’S HEADLINERS

Ken McAllis-
ter, vp in charge
of advertising for
Thomas J. Lipton
Inc., Hoboken,
N. J., since June
1961, elected to
newly created
post of executive
vp. Mr. McAllis-
ter, who was
elected to tea and
food company’s
board of directors in December 1961,
will supervise ail marketing functions
including advertising and market re-
search, and will continue to direct Lip-
ton’s advertising, sales promotion and
brand management. Prior to joining
Lipton, he was senior vp, director and
management supervisor of Benton &
Bowles, New York.

Mr. McAllister

Donald C.
Beelar was elect-
ed president of
Federal Commu-
nications Bar
Assn. at its annu-
al meeting, held
Jan. 25 in Wash-

ington. He suc-
ceeds Harold E.
Mott. Others

elected: Thomas
W. Wilson, first
vp; Maurice M, Jansky, second vp; Phil
Bergen, secretary; Herbert Schulking,
assistant secretary; Ernest W. Jennes,

Mr. Beelar

treasurer. [Elected to eXecutive com-
mittee were Warren Baker and Marcus
Cohn, for three-year terms, and W.
Theodore Pierson, two-year term.

James B. Sheridan, special assistant
to FCC Chairman Newton N. Minow
and 22-year veteran with commission,
was named Broadcast Bureau chief,
succeeding Kenneth Cox, who has been
nominated to commission membership.
For other FCC appointments, see story
page 92.

Mr. Miller

Dr. Deckinger

Dr. E. L. Deckinger, vp and media
director of Grey Adv., New York,
named vp in charge of media and net-
work relations. He is succeeded by
Harold Miller, vp and associate media
director. Dr. Deckinger joined Grey
Adyv. in 1956 from former Biow Agen-
cy where he served as vp, director of
research and acting director of media.
Mr. Miller joined Grey also in 1956
from Benton & Bowies, New York,
where he was vp and media manager.

For other personnel changes of the week see FATES & FORTUNES
S e S e U e o e L S e ]

Honors for Harry

Radio - Newsreel - Television
Working Press Assn. announced
Friday (Jan. 25) that former
President Harry S. Truman will
be given its freedom of informa-
tion award at organization’s an-
nual dinner in New York April
22. Award to Mr. Truman will
be for his recognition of “vital
importance” of visual and radio
journalism.

WLBW-TV notes costs
of ch. 10 station

WLBW-TV indicated Friday part of
its case for renewal of its license for ch.
10 Miami will be based on large ex-
penditures for establishing facility. (See
story page 52.)

Robert Marmet, counsel for station,

10

said significance of evidence is that old
Federal Radio Commission, FCC and
courts have held that station’s invest-
ment shouldn’t be jeopardized “except
for compelling reasons.”

Charles H. Topmiller, president of
WLBW-TV, said $722,462 was spent
on facility. He also said L. B. Wilson
Co., owner of WLBW-TV, spent $573,-
304 to keep station on stand-by basis
between July 14, 1961, when it re-
ceived temporary license, and Nov. 20
that year, when it finally went on air.

W. Theodore Pierson, counsel for
South Florida, one of three other appli-
cants for channel, said issue will be
raised to “full commission level.” He
said issue involves whether “we’re prej-
udiced” by station’s expenditure of
funds. He also noted proposals by two
of L. B, Wilson’s competitors for chan-
nel to “indemnify” L. B, Wilson if
either of them gets grant.

Toward end of session Friday, Mr.
Pierson raised question of “validity”
of voting stock and trust agreement

under which shares in L. B. Wilson are
voted. He noted that company is Ken-
tucky corporation with stockholders in
Ohio and doing business in Florida.
He indicated laws of three states in-
volved might be in conflict. He asked
Mr. Topmiller to provide information
on where agreement was signed. “Rel-
evance,” he said, “is that agreement
through which” L. B. Wilson estab-
lished “substantial form of local owner-
ship and control” might be invalid.

Agency president
dies in New York

Sam M. Ballard, 61, president of
Geyer, Morey, Ballard, New York, died
last Friday (Jan. 25) of as yet unknown
cause while lunching at The Forum of

the Twelve Caesars restaurant in that

city. Mr. Ballard joined New York
agency (then known as Geyer Adv.
Inc,) in 1953 as vp and chairman of
account policy committee. He was
elected president in May 1956. Prior
to joining Geyer, Mr. Ballard was with
Gardner Adv., St. Louis, for 16 years.
He left Gardner from post of execu-
tive vp, director and chairman of man-
agement committee.

Long-range planning
recommended for USIA

U. S. Advisory Commission on In-
formation report released today (Mon-
day) urges creation of special forward
planning unit in USIA to handle long
range information efforts.

Group of newsmen also said agency
should give “highest priority” to role
in space communication systems,

Advisory group, headed by J. Leon-
ard Reinsch, executive director of Cox
stations, commended 10 U. 8. commer-
cial stations which bolstered Voice of
America programming during crisis.

Other recommendations: regular re-
view of USIA radio, print output by
“outside experts in radio and print;” ex-
pansion of agency in new countries;
elimination of unneeded publications;
construction of one building for agency
which now occupies 11 in Washington.

Gale to set up etv
for Peace Corps

Robert Gale, vice president of
Carleton College, Northfield, Minn.,
was named Peace Corps director of
special projects Friday (Jan. 25) to set
up Corps’ etv projects overseas.

Corps is almost ready to go on Co-
lumbia project (CrLosEp Circult, April
23, 1962). Request has been approved
by Agency for International Develop-
ment. Ford Foundation, contributor to
development of U, S. etv, is sending
two assistants to Columbia.
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KCOP TELEVISION, INC. cuwe13

915 NORTH LA BREA AVENUE HOLLYWOOD 38. CALIFORNIA OLDFIELD 6-6050

Bob Guy
Director of Programing December 7, 1962

Mr. Robert Newgard
West Coast Sales Manager
Screen Gems, Inc.

1334 Beachwood Drive

I ,y[:g mlk/'vg : Hollywood 28, California
483-% THE /56 Dear Bob:
7

60[0,9 czz;;-a/y In the everyday course of business, we sometimes fail to extend

\97744’,4’//75 s g cred‘it ?;vhere credit is due. In this i.nstance, the greater port%on of
..., credit is due Hanna-Barbera for their superb cartoon productions.

HALLY 64700
70”6‘”57”'9725 I want you to know that we are exceptionally pleased with the

package and feel that the cartoons have been highly successful in
this market, as the ratings indicate.

Viewer acclaim! High ratings! Excellent sales response! Who
could #sk for anything fmore?

Wity best wishes for a fuccessful{1963,

Sincerely,

13—




IN MEMPHIS

4
Timee

It’s difficult to visualize hearing
news of the latest space shot from
the town crier, Progress in one
field begets progress in another
and WMC’s “Hot Line” news re-
porting is as far from the Puritan’s
ringing bell, us Benjamin Frank-
lin’s kite is from John Glenn’s
rocket. News is easy to find on
WMC. It’s on the hour und half-
hour and in between as events
occur from sign-on to sign-off,
5:00 AM. until Midnight.

Yes, times have changed und so
has WMC, but the leadership
you’ve learned to expect during
WMC’s nearly 40 years of broad-

casting continues without change.

WMC/MEMPHIS

NBC

790 KC 6:‘.::.‘,

5,000 WATTS WEmaEn
12

A calendar of important meetings and
events in the field of communications

*Indicates first or revised listing

JANUARY

Jan. 28—FCC hearing on avallability of
local television programming at the Old
Post Office Building in Omaha, Neb. Com-
missioner E. Willlam Henry presiding.

Jan., 286—Hollywood Ad Club, Shirtsleeves
session on "Launching a New Product,”
Four advertising managers—James Badgett,
Schick Safety Razor Co.. Richard Johnson,
Carnation Co. Instant Products Div.. Jack
Kerr, U. S. Borax & Chemical Co., and
Jack Jones, Mattel, will describe their ex-
periences in introducing new products. Phil
Hillman of Carson/Roberts, Los Angeles,
will serve as moderator. Hollywood Roose-
velt Hotel, 12 noon.

Jan. 29-March 3—Award winning examples
of western editorial and advertising art,
selected by Art Directors Club of Les
Angeles in 18th annual competition, on
exhibit at Museum of Science & Industry.
Exposition Park, Los Angeles.

Jan. 30-Feb. 2--National Winter Conven-
tion on Millitary Electronics, Ambassador
Hotel, Los Angeles. The convention is co-
sponsored by the Log Angeles section of
Institute of Radio Engineers and the Na-
tional Professional Group on Military Elec-
tronics. General Bernard A. Schriever, com-
mander of the U. S. Air Force Systems
Command, and Major General Stuart S.
Hoff, commander of U. S. Army Electronics
Command, will be principal speakers.

Jan. 31—Deadline for nominations to
Radio Hall of Fame by those in broadcast-
ing as well as public. Address: American
College of Radio Arts, Crafis & Sciences,
Conrad Hilton Hotel, Chicago §.

Jan. 31—Minnesota AP Broadcasters Assn.
annual meeting, Minnesota Press Club, Min-
neapolis. Chairmen of Minnesota Demo-
cratic and Republican parties will speak on
the 1962 gubernatorial election and its news
coverage, and will answer questions in an
open forum.

FEBRUARY

Feb. 1—Deadline for entries in National
Safety Council’s annual Public Interest
Award contest to public information media.
Entries should be sent to Nationa! Safety
Council, 425 N. Michigan Ave., Chicago 11,
on official entry blanks available from
same address.

Feb. 1-2—Radio-Tv News Short Course,
U. of Minnesota, Minneapolis. Sponsored
by the university’s School of Journalism
and the Northwest Radio-Tv News Assn.,
the affair will include separate radio and
tv news workshops, a series of presenta-
tions by Time-Life Broadcast Div., and the
annual NRTNA banquet and news awards
presentations. Hedley Donovan, chief edi-
torial executive, Time Magazine, will be
banquet speaker Feb. 1. Other speakers
include: John W, (Bill) Roberts, chief of
the Time-Life Broadcast News Bureau.
Washington, D, C.; Pat Higgins, news di-
rector of KOGO San Diego; Robert F.
Gamble, WFBM Indianapolis, and Sheldon
Peterson, WTCN Minneapolis.

Feb. 1--UPI Broadcasters of Massachu-
setts annual Tom Phillips Awards Dinner,
Nick's Restaurant, Boston. James Allen of
WBZ-TV Boston, presiding. Annual elec-
tion of officers also scheduled.

*Feb. 4—Hollywood Ad Club luncheon meet-
ing, Hollywood Roosevelt Hotel. Lucille
Ball, comedienne and president of Desilu
Productions, will be presented the club's
"Red Carpet Award” for outstanding
achievement in the field of entertainment.
Miss Ball and Elliott Lewls, producer of
The Lucy Show, will speak.

DATEBOOK

Feb. 4—Reply comments due on FCC pro-
posed rulemaking to require all applicants,
permitiees and licensees to keep flle for
public inspection of all broadcast appli-
cations.

*Feb. 5-6—Fifth annual midwinter confer-
ence sponsored by Advertising Federation
of America and Advertising Assn. of the
West, Statler-Hilton, Washington. Legisla-
tive roundup will include speakers from
government and business. Speakers include:
Peter G. Peterson, president of Bell &
Howell, Chicago: Donald H. McGannon,
president of Westinghouse Broadcasting
Co.; Andrew Heiskell, chairman of Time
Ine.; Palmer Hoye. publisher of Denver
Post; Paul Rand Dixon, chairman of FTC;
Newton N. Minow, chairman of FCC; and
Ralston H. Coffin, vp of RCA.

*Feb. 6—Stockholders meeting, Warner Bros,
Pictures Inc. Wilmington, Del.

Feb. 6-7—Seventh annual legislative din-
ner and mid-winter convention, Michigan
Assn. of Broadcasters, Jack Tar Hotel,
Lansing.

Feb. T7-8—Public Service Inmstitute spon-
sored by NAB in cooperation with American
U, American U. Communications Center,
Washington, D. C.

Feb. 9—Annual awards dinners of the Di-
rectors Guild of America will be held
simultaneously in Hollywood and New York.
West Coast affair will take place at the
International Ballroom of the Beverly
Hilton Hotel; Eastern fumction at the Star-
light Roof of the Waldorf Astoria Hotel.
Highlights of the evening will be outstand-
ing directorial achievement for motion pic-
tures to be announced at the Hollywood
dinner with similar awards for television
at the eastern function.

Feb. 9-10—Texas Assn. of Broadcasters
spring convention in Austin at Commodore
Perry Hotel.

Feb. 11—FCC continues NBC-Philco hear-
ings.

Feb. 11-13 — Electronic Sales-Marketing
Assn. first annual convention, Americana
Hotel, New York City. A. D. Adams, vice
president and general manager of New
York office of Burton Brown Adv. will be
convention chairman. For convention appli-
cations and more details. industry mem-
bers are asked to contact Alex White,
ESMA executive director, P, O, Box 1.
Bellerose, L. 1. N. Y.

Feb. 14-15—British Columbia Assn. of
Broadcasters annual convention, Empress
Hotel, Victoria, B.C.

Feb. 14-15—Winter meeting, board of di-
rectors, National Community Television
Assn. To be preceded by meetings of re-
search and development council, Feb. 12-
13, and NCTA executive committee, Feb. 13.
Royal Orleans Hotel, New Orleans.

Feb. 14-16—Mutual Advertising Agency
Network meeting, Royal Orleans Hotel,
New Orleans, La. Those interested in at-
tending should write to the executive sec-
retary of the MAAN, A. J. Copeland, c/o
Mandabach & Simms, 20 North Wacker
Drive, Chicago 8,

Feb. 15—Western States Advertising Agen-
cies Assn., “Advertising Citizen of the Year”
award luncheon, Ambassador, Los Angeles.

Feb. 15—Comments are due on FCC’s pro-
posed fm allocations table.

Feb. 15—Entries due for fourth annual
American Tv Commercials Festival. Entries,
accompanied by $20 entry fee, should be
addressed to Wallace A. Ross, American
Tv Commercials Festival, 40 E. 49th St.,
New York 17,

Feb. 15 — Academy of Television Arts &
Sciences annual ball, Cocoanut Grove, Hotel
Ambassador, Los Angeles,

BROADCASTING, January 28, 1963




The Bell System will put more than

3 Billion Dollars into New Facilities this year

...to serve you and the

We are moving full steam ahead with
this big construction program because
the country needs more and more com-
munication service.

We are doing it because of our faith
and confidence in the future of business
and the nation. Surely, the course of
America is upward.

We can see it and feel it in our own
business. There is an aliveness in the
day’s work and in the research and the
planning. The welcome necessities of
growth are upon us and spur us on.

We have added 26,000,000 Bell tele-
phones in the last ten years to meet
the public’s needs; a tremendous job
in so short a time. The total is now
66,000,000. Some day, as population
grows, it will be 100,000,000 and

even more.

More service...More employment

The 1963 program will not only
bring benefits to all who use the tele-
phone but will provide thousands of
jobs both inside and outside the Bell
System. We'll be buying from tens of
thousands of other businesses.

Many exciting new things are here
or on the way, from the just begun to
the nearly done.

The Telstar satellite and the new
ocean cables are just parts of a new
era in world-wide communications
in which the Bell System has a leader-
ship role.

Telstar is a first for our country, and
has won world-wide admiration and
respect. It has gone around the earth
many hundreds of times, with two-way
transmission of telephone calls, TV and
radio programs, movies, etc.

A few months ago it relayed busi-
ness-machine-type data across the At-
lantic at nearly 1,500,000 words a

BROADCASTING, January 28, 1963

nation better

‘““Surely, the course of America Is upward.”

minute. This is an example of the
almost incredible speeds that new de-
velopments are putting into many
forms of telephonic communication.

New buried cable for defense

A project of special importance at
this time is a new underground cable
system from coast to coast. It is being
built to supplement present networks
and withstand any nuclear blast except
a direct hit. It’s already over one-third
completed.

We aren’t sitting back or resting on
our oars. You wouldn’t think much of
us if we did. And we wouldn’t think
much of ourselves. We know what 1s
needed and we’re going right to it.

Of course there will be ups and
downs in the business cycle, but we
aren’t going to let temporary things

scare us. This business isn’t put to-
gether that way.

We're backing our faith in the near
months and the far years with the big-
gest construction outlay in our history.

The money for the job

It can hardly be said too often that
a well-balanced, forward-looking pro-
gram of this kind depends on our abil-
ity to maintain good earnings.

It is only by reason of such earnings
that we can go out and raise the nec-
essary capital to do the job.

By building for the future, we are
making an important contribution to
the country’s over-all economic wel-
fare right now.

We go forward in this new year with
a renewed resolve to serve the public
and the nation in every possible way.

oo Mg S

FREDERICK R. KAPPEL, CHAIRMAN OF THE BOARD
H ﬁ ;\i AMERICAN TELEPHONE AND TELECRAPH COMPANY

ot

Owned by more than two million Americans
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THE MACE, einblem of authority of the South
Carolina House of Representatives, borne
ahead of the Speaker td open every session.
Made in London, in 1756, of solid silver with
gold burnishing, standing almost man-high,
it is the only mace in use in the United States
that antedates the Revclutionary War.

“we evaluate with




highest commendation the
performance of WIS-TV”

unanimous resolution of the South Carolina General Assembly

‘“"We evaluate with highest commendation
the performance of WIS-TV, Channel 10,
particularly for its alert, fair, and compre-
hensive news coverage of the affairs of our
State governiment, its initiative in bringing
thought-provoking discussion to enlighten
our citizens on the problems of our State,’’
says a recent resolution, unanimously
adopted by the State legislature. The
resolution adds that '‘there is urgent and
compelling public need for the continu-
ation of this praiseworthy performance
by WIS-TV and its highly-trained per-
sonnel.”’

Need we add that our constant effort is
not only to continue but to improve the

performance our legislature has found
praiseworthy? This has been our unending

task in over 30 years of operating broad-
casting facilities in South Carolina.

WIS TELEVISION WIS

TELEVISION
NBC / Columbia, South Carolina ‘

Charles A. Batson, Managing Director

a station of

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, Griftin, Woodward, Inc.



GOING UP!
Daytona Beach
Orlando -

NOW
FLORIDA'S
THIRD
MARKET

AND

SPACE AGE
CENTER

OF THE WORLD

\
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WESH-TV

FLORIDA'S
CHANNEL

2

2 for Orlando
Daytona Beach
Cape Canaveral
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Feb. 16—Deadline for entries for 1963 Ohio
State Awards of Ohio State U. They should
be sent to Ray Stanley, acting director,
Institute for Education by Radio-Television,
Ohio State U, Columbus, Ohio. Awards
are for best productions in fleld of educa-
tional broadcasting.

Feb. 16—Annual dinner meeting of Mid-
Western Advertising Women in Chicago.
Earl Holliman, star of Wide Country series,
plans to attend meeting to accept award
of “television’'s man of the year” made by
group.

*Feb. 20—American Federation of Television
& Radio Artists, Los Angeles chapter, an-
nual meeting, 8 p.m. Hollywood Knicker-
bocker Hotel. New officers will be installed
and a committee will report on wages and
working conditions.

Feb. 21-23—Western Radio & Television
Assn,, 16th annual conference on the edu-
cational use of television, Ambassador Hotel,

JLos Angeles.

Feb. 25—Third annual Mike Award ban-
quet of Broadcast Ploneers, Imperial Ball-
room, Americana Hotel, New York City.
Cocktails at 6:30 p.m. in the Versailles
Ballroom; dinner at 7:30 p.m. in the Im-
perial Ballroom.

Feb. 26—Third annual International Broad-
casting Awards formal presentation dinner,
Hollywood Palladium.

Feb. 26-27—NAB Conference of the state
association presidents, Shoreham Hotel,
Washington, D. C.

Feb. 27-March 1—Western Assn. of Broad-
casters Engineers, division meeting, Mec-
Donald Hotel, Edmonton, Alta.

Feb., 28—Academy of Television Arts &
Sclences, Hollywood chapter, 8 p.m., "Meet
the Creative Team™ session with the pro-
ducers of The Eleventh Hour. Place to be
announced.

MARCH

March 6—International Radlo & Television
Society banquet, Waldorf-Astoria Hotel,
New York.

March 6—Assn. of National Advertisers
workshop on tv advertising. Waldorf-
Astoria Hotel, New York.

March 13-15—Audioc Engineering Society’s
West Coast_spring convention, Hollywood
Roosevelt Hotel, Los Angeles. Fm stereo
broadcasting, dise recording and reproduc-
tion, microphones and earphones and audio
applications in the space age are among
topics to be dealt with in technical papers.

March 15—Spring meeting of Louisiana
Assn. of Broadcasters. Place to be an-
nounced.

March 15—Deadline for comments on FCC
proposed rulemaking to allow daytime sta-
tions to go on the air at 8 a.n. or sunrise,
whichever is earlier.

March 15-16—Institute of Electrical & Elec-
tronic Engineers, Pacific computer confer-
ence, California Institute of Technology.

*March 18—Extended deadline for comments
in FCC inquiry into the objectionable loud-
ness of commercial announcements and
commercial continuity over am, fm and tv
stations.

March 18—Reply comments to FCC’s pro-
posed fm allocations table.

March 20-23—Spring conference of Elec-
tronic Industries Assn., Statler-Hilton Hotel,
Washington, D. C. To be preceded by a
symposium on “The European Electronics
Market,” featuring talks by authorities on
overseas business development, on March 19,

*March 21-25—Annual management confer-
ence of the National Federation of Ad-
vertising Agencles, Scottsdale, Ariz. Con-
ference arrangements are being handled by
Robert C. Garland, president of the Gar-
land Agency of Phoenix.
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NO SPROUT

..and still
growing!

Already with more viewers
than any other Kansas TV,
KTVH ... a pioneer in the
heart of mid-America pros-
perity, has intensified its
coverage area by construct-
ing a new 1,503-foot trans-
mitting tower. Now
it provides the ultimate in
television reception for view-
ers in industrial Wichita,
Hutchinson, and all other
important central Kansas
communities. Mature in ex-
perience and stability...
KTVH continues to increase
its capacity for profit-
producing presentations to
a flourishing, rapidly-
expanding audience.
KTVH...with the tallest
transmitting structure in
Kansas...is your most effec-
tive sales route to the heart
of this rich, mid-America
market.

KTVH

HUTCHINSON / WICHITA

BLAIR TELEV'S'ON
Nationel Representatives
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KTVH IS KANSAS TELEVISION

KTVH
KTVH
KTVH
KTVH
KTVH
KTVH
KTVH
KTVH
KTVH
KTVH
KTVH

WITH TALL TOWER POWER!
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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 reliability and trouble-
free performance.




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 virtvally no maintenance and it
is resi to lightning d

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 faF-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.
RD-22, Building 15-5, Camden, N. J.

The Most Trusted Name in Television



The Standard of QUALITY

505 compact playback unit

500 compact recorder-playback unit

There’s a lot of get-up-and-go
packed into SPOTMASTER
compact and rack mount
cartridge tape recorders.
Engineered for compactness,
reliability and low
maintenance—they do more
work more efficiently than
any other system. Whether
your station is big and
forward looking or—for now—
just forward looking, write or
call us, and ask about our
complete line of
SPOTMASTER cartridge
tape equipment. For the
Standard of Quality in
cartridge equipment—ask for
SPOTMASTER—more
broadcasters around

the World do.

505R rack mount playback unit

SOOR rack mount recorder-playback unit

BROADCAST ELECTRONICS, INC.

8800 BROOKVILLE RD. SILVER SPRING, MARYLAND, JU 8-4983

SOLD NATIONALLY BY: VISUAL ELECTRONICS
356 W.40th St., N. Y., N. Y., CANADA . Northern Electric Co Ltd
250 Sidney St., Belleville, Ontario.
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Equal space package

EDITOR: Congratulations on your “Equal
space” editorial [EprToriaLs, Dec. 31,
1962]. This is an excellent presenta-
tion of a very fundamental fact and the
whole matter is neatly tied up, indeed,
in your closing paragraph. . . .—T. J.
Allard, executive vice president, Cana-
dian Assn. of Broadcasters, Ottawa.

The 1963 Yearbook

EDITOR: We just received our 1963
BroaDcASTING YEARBOOK. Congratula-
tions on a fine job. The expanded in-
formation will be most useful.—Fred J.
Archibald, General Motors Corp., Wash-
ington.

EDITOR: . . . We have used the BROAD-
CASTING YEARBOOKS in the past, and I
know that this one will get a workout,
too.—R. E. Hunter, administrative as-
sistant to Sen. Russell B. Long, Wash-
ington.

New directions

EDITOR: I am sure you know there has
been an argument going on for centuries
as to whether it is easier for man to
read from left to right or from right to
left. The Chinese resolved the problem
by devising a system where one reads
vertically, from the top down.

BROADCASTING YEARBOOK solved this
centuries-old problem by printing . . .
from the bottom up.

Those little identification words on
the margins save all of us who use the
YEARBOOK as a bible a great deal of
time, aggravation and irritation. Who-
ever thought of it deserves a new 750-
kw clear channel station in New York.
—Marcus Cohn, Cohn & Marks, Wash-
ington,

[Mr. Cohn refers to the marginal headings
on each page which tle in with the six
thumb-index tabs segarating the major
business areas of roadcasting—all of
which facilitate fingertip location of de-

sired {information in this 632-page, one-
book library of television and radio.]

Challenge to Collins

EDITOR: A tip of the hat to Joe Klas
of KYA San Francisco, whose letter
[OrEN MIKE, Jan. 14] is recommended
reading for all who would advocate or
impose further ridiculous controls on an
already “caged” industry.

The broadcasting industry is current-
ly in a financial plight, caused in part
by poor management, inferior program-
ming and rigid regulations. Only a com-
petitive industry can possibly hope to
survive and prosper.

I would urge NAB President Collins
to undertake a survey of arrests for
under-age drinking in the metropolitan
New York area and compare the results
with others compiled before the news-
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EXCITING...ENTERTAINING...TOPICAL

RITISH CALENDA

A series of up-to-date
quarter-hour
programs featuring

a variety of events

in Britain and

the Commonwealth is
available every two
weeks on a continuous
basis or for
programming on

a weekly basis using

13 or 26 issves.

16 mm Black & White SOF

A Timely TV Series

JANUARY

BRUAR
Lo o

i :

Y
]

MAY

First Jut Flight, 1941
Coventry Cathedral Anniversary
Football Association Cup Final
Preview Falt Fashions
The Epsom Derby

JUNE
Lk

Buren's DHgiad Birthdey -

OCTOBER

State Opening of Parliament
International Motor Show, London
Horse of the Year Show
United Nations Day
Conservative and Labour Party

“tdeal Home" Exhibition
St. David's Day
Grand Nationel Steeplechase

Royal Tournament
Royal Air Force founded 1912
Henley Royal Regatte

Trooping the Colersr Conferances
MARCH ‘ Jury NOVEMBER
Royal Visit to Austratia First Anniversary Telstar kaunching Veterans Day
Osford and Cambridge Boaf Race Golf Open Championship Lord Mayor's Showr

Preview Spring Fashions
Vetaran Car Run, London to Brighton
Hereford Bull Show and Sale

APRIL

The Budget

“Ariel”, first Anglo-American
satellite launched

NATO Anniversary
Shakespeare’s birthday
Badminton Horse Trials

I

AUGUST
7%

AVAILABLE FOR BOOKING NOW.

BRITISH INFORMATION SERVICES

~ DECEMBER

45 ROCKEFELLER PLAZA, NEW YORK 20, N.Y.

FREE EXCEPT FOR TRANSPORTATION CHARGES
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UNDUPLICATED

ALL
THE
GREAT
ABC
SHOWS
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Unduplicated coverage
makes WSUN your most
efficient buy in the Tampa
Bay market.

Getl all the facts from

Matl. Rep ard, Toroat

oL T |

22 (OPEN MIKE)

paper strike. It should prove there is
negligible difference in spite of the fact
that a main source of hard liquor ad-
vertising has been cut off.—Thomas E.
Lague, WGHQ Kingston, N.Y.

Adult education on tv

EDITOR: . . . One of your articles, “NEA
says educators neglect etv in-the-home,”
arrested my attention.

The National Education Assn.’s plan
to instruct adults through television has
many advantages. . . . It would be a
mistake to limit this program to only
educational tv stations, for the com-
mercial stations offer an excellent op-
portunity to reach a larger and more
diversified audience at one time. . . .
—Ray L. Cox, engineering student,
Duke University, Durham, N.C,

Completing the list

EDITOR: In your article, “Specialists sell
most programs” [LEAD SToRY, Jan. 7],
you list Goodson-Todman as sales rep-
resentatives for To Tell the Truth and
Password.  We also currently have
What's My Line and I've Got a Secret
on CBS, and The Price Is Right, Play
Your Hunch, Say When, The Match
Game and the new Richard Boone-Clif-
ford Odets one-hour anthology series on
NBC....—Harris L. Katleman, execu-
tive vice president, Goodson-Todman
Productions, Beverly Hills, Calif.

Awards-naming contest

EDITOR: I noticed your article about
naming the award sponsored by the
Hollywood Ad Club [BroaDCAST AD-
VERTISING, Dec. 31, 1962]. Why don’t
you call the award “ADDY” or “AD-
DIE”? It is an abbreviation for the word
advertisement, which a commercial is
in the strictest sense. . . .—Rada Vargas,
Logan Sales Co., San Francisco.

Medicine show?

EDITOR: WINR recently featured some
“Music to Have an Operation By”"—for
a few minutes, anyway.

WINR personality John Bartholomew
Tucker was on the air when one of his
listeners called from Binghamton’s
Lourdes Hospital to request a record—
or rather, a nurse called for her pa-
tient. The woman listener was ready
for surgery.

Mr. Tucker played the request, “But
Beautiful,” by Nat King Cole, for the
listener’'s pre-operative mood. Next
morning he called the hospital and
found that the listener-patient was do-
ing well, perhaps aided by the WINR
music from her transistor set.—D. F.
Snyder, program director, WINR Bing-
hamton, N. Y.

Experience does count

EDITOR: In your report of my ANA
speech [BROADCAST ADVERTISING, Dec.
31, 1962], just one thing might be mis-
understood because it seems to be taken
slightly out of context.

You paraphrase me as saying: “Age,
experience and training were not found
‘critical’ factors, although undoubtedly
influential.” It was in the relation be-
tween test scores and performance rat-
ings where we discovered poor correla-
tion with age, experience and training
of salesmen. Although age may have
little to do with it, there is certainly
much to be gained in sales success if
the individual is well trained and
thoroughly experienced.

Since creative aptitudes are inherent,
a person of any age can indicate his
degree of potential through the tests we
use. As to experience, the tests are so
designed that they call for the everyday
experiences of life rather than experi-
ence in selling, advertising or any other
field. Again, since the aptitudes are in-
herent, they obviously cannot depend
upon specialized training in any field.
The tests are based upon our common
experiences.

The basis for establishing our norms
in the fields of public relations, adver-
tising and selling, was the known per-
formance of successful individuals, and
we do find the standards are somewhat
different from field to field. . . . While
we have general population norms, they
are of no value for distinguishing be-
tween the more and less creative people
in the live business world in a given
field of successful practitioners.—John
D. Dale, Ph.D., Dale, Elliott & Co.,
New York.

Wrong impression

EDITOR: May I call your attention to
an article which implies a situation re-
garding our Claremont, N.H., station,
WTSV.FM, that is not true [GOVERN-
MENT, Jan. 7]?

The article regards station WHHM
and its request to go off the air because
of financial considerations. In the last
paragraph the implication is made that
our station also is silent because of
financial difficulties. This is not the
case. WTSV-FM went off the air
because of a serious and total fire,
making it impossible to operate till re-
pairs were made and equipment re-
placed.

Because readership of BROADCASTING
is so great you can understand our desire
to have the proper situation brought to
your readers. . .—Shirley 1. Roy,
director of planning and development,
Knight Management Corp. (Knight
Quality Stations), Boston.

[ BROADCASTING Tegrets the unintended im-
plication that WTSV-FM may be in finan-
cial difficulty. An FCC staff official stated
that the stations listed in the Jan. 7 article
had requested permission to go off the air
for financial reasons.]
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Jim Uebelhart
is news
in Toledo

Jim gets radio ratings comparable to TV’s top shows.
One of America's highest rated and most respected news-
casters, his daily WSPD news programs gain audiences
as high as 16.8 (a 51% share) at noon, 14.2 at 8 a.m.!

LOS ANGELES | PHILADELPHIA § CLEVELAND NEW YORK TOLEDOD DETROIT
KGBS WI1BG wiw IPHN WwSPD wIBK
ATLANTA TOLERD DETROIT
WAGA-TV WSPD-T# WIBK-TV

CLEVELAND
WIH-TV

MIAMI MILWAUKEE
WGBS WITI-TF

Newscasters like Toledo's Jim Uebelhart (a 25-year Stover
veteran) are the rule, not the exception, on Storer sta-
tions. Spencer Dancs in Miami, Doug Adair and Mike
Prelee in Cleveland, Jac Le Goff in Detroit, Milwaukee’s
Carl Zimmerman (and many more) — all top newsmen
in key time segments — provide Storer audiences with
the most thorough and authoritative news coverage in
their markets, as well as Storer’s famed daily editorials.
Qutstanding news facilities are just one more reason
why all the Storer stations. .. television and radio. .. are
IMPORTANT STATIONS IN IMPORTANT MARKETS

STORER

BROADCASTING COMPANY




MON DAY MEMO from HOOPER WHITE, Leo Burnett Co., New York

Restraint: secret salesman of today’s tv or radio commercial

The time was when a minute was so
much sand in an hour-glass, and two
minutes worth was a swell measure to
boil a good egg for breakfast. Now
something remarkable has happened to
the minute. It’s enough time to move
merchandise all over the country—
thanks to television—and very often
you need only one minute’s worth.

Never before have so many man-
hours and man-dollars been spent pre-
paring advertising that moves, talks,
sings, cajoles, threatens and advises.
These minutes—and their shorter broth-
ers—run the gamut: from the quick-cut
“home-movie” style of the film opening
for an off-Broadway play to the awe-
some luxury of one 60-second continu-
ous shot from a helicopter under, over
and around a bridge across the Colorado
River—and a Chevrolet the only sale-
able product in view.

Let’s examine any trends and portents
that may be emerging.

There seem to be just as many com-
mercials to draw angry criticism, but
several approaches are emerging that I
believe will make 60 seconds mean more
than just a minute of air.

Simplicity = To counter-balance the
overwhelming amounts of time and
money being spent on television pro-
ductions, I believe there is a wonderful
underwhelming fact: good ideas are be-
coming simpler and more graphic. Re-
search and creative forces within the
advertising agencies are reaching a com-
mon conclusion: a direct idea, simply
and graphically stated, is worth a lot of
sales.

Let’s examine the various applica-
tions of this trend toward directness in
television advertising.

Example: Pillsbury decided to spend
a minute talking about its frosting. For
a full minute, the camera salivated over
the beaters, the spatula icing the cake,
and finally showed the package with a
screen full of icing as a background.
Just icing. Unforgettable.

Example: Johnson & Johnson de-
cided to invest lots of money in air
time on a minute concerned with selling
baby powder. J&J showed a baby, the
baby being powdered, and the can of
baby powder. That’s all.

Example on radio: American Air-
lines decided to invite people to fly to
San Francisco. In what amounts to a
tone poem in sound, American re-
created the foreground sounds of a
street musician against the background
sounds of ships way down there in San
Francisco Bay. A picture for your
mind’s eye from sightless radio.

24

Example on television: Procter &
Gamble decided to use a different ap-
proach in selling Camay soap. So P&G
showed a girl washing her face, rinsing
her face and drying her face. You left
her face only twice—to follow her hand
and her glance down to the bar of
Camay—covered with suds.

Warmth = So much for directness.
What else is new in 60 seconds? Well,
for one thing, warmth seems to be on
the way in. And the strangest things
can be warm. Like aluminum. And
corn flakes. And cars.

Let’s talk about warm corn flakes.
What could be more simple, direct and
warm than to show a six-year-old boy
at the breakfast table trying to read the
back of a Kellogg package while his
older and slightly exasperated sister
urges him to eat, not read. Overdone,
it could be disastrous. Underplayed as
it was, it was the personification of
warmth—and good selling.

There are fewer cold pitchmen hold-
ing up packages, and more warm peo-
ple emptying them. There are fewer
competitive claims and more factual
statements.

With these underlying trends towards
directness and warmth, let’s examine
the production techniques employed.
Francisco Bay. A picture for your
They range from 20 or more quick
scenes within a minute to the use of a
single shot for the whole 60 seconds.

Example: In discussing the “work-
ability” of aluminum, Alcoa used a
total of 39 scenes, each separate and
distinct from the other. The editing
was skillfully done, building to a climax
of eye-catching versatility. And, as a
parallel for the same product, when the
quality of aluminum in another com-
mercial was “beauty,” one long travel-
ing shot lasted a full minute. Same
product. Two completely opposite

filmatic techniques, but each served its
purpose. The vigor of 39 scenes made
“workability” dramatic. The simplicity
of one probing, pausing scene made
“beauty” restful.

So, as television advertising becomes
more sophisticated, and the television
viewer more satiated, certain forces
seem to be cutting through. Originality
must now have a reason, for the audi-
ence has seen all the tricks. Words are
not enough, because the television air
is full of noise. Silence within the com-
mercial minute can be meaningful, even
startling. This should not be too un-
usual a thought, when you think of the
wonderful ads in magazines that have
used “white space”™—and that’s really
what silence is.

Brevity a As television advertising
becomes more direct, warmer and more
graphic, it also is becoming obvious that
sometimes you don’t need a whole min-
ute to suggest a purchase, More and
more effective use is being made of
30-second or 20-second commericals.

To sum up television commercials are
learning to:

1. Tell it straight—arrows don’t turn
corners.

2, Tell it simply—you have an au-
dience only as long as you are interest-
ing or informative.

3, Say LESS than more—a commer-
cial is not a one-breath talkathon
through the advertiser’s whole plant.

4. Be quiet. You're in a stranger’s
living room.

5. Be warm. You would like your
product to be wanted again.

6. Sell. That’s what it’s all about.

A closing thought, quoted from a
Leo Burnett house ad: “Whistler once
said it took two men to produce a gocd
picture—one to paint it, and another to
beat him over the head and make him
quit.”

Hooper White is manager of tv and radio
commercial production for the Leo Burnett
Co. in New York. He started as an an-
nouncer, writer and program director at
radio stations in East St. Louis and Kala-
mazoo, and spent eight years as a pro-

ducer-director at WBBM Chicago, before
joining Earl Ludgin in Chicago. He pro-
duced and directed the first on-location tv
commercials in Europe for Helene Curtis
in 1954. He worked with J. Walter Thomp-
son before joining Burnett 312 years ago.
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Connecticut

More Sales Power per minute!

The RPM, sales-action station in Connecticut. Big-buy WELI!
Reach this Powerful Market . . . our 1,115,200* “interference-free
population served!”

Why does WELI deliver this market? Responsibility to our million-
plus audience governs all WELI programming. Results in more sales-
power for your ad dollar! National: H-R Representatives, Inc.;
Boston : Eckels & Co.

*Source: Lohnee and Culver, Consulting Radio Engineers,

-~ Washkington, D.C.— in accordance with the service standards shown
? LI in the FCC Rules.
-\; » 14 The Sound of New Haven 5000 Watts / 960 KC
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NO OUTSIDE
VIEWING!

Outside viewing in the South Bend - Elkhart market is
now ““below minimum reporting standards,” according to
the November 1962 Nielsen Station Index. Nobody
reaches this locally loyal market from the outside—

only from a TV station inside the marketplace. Inside
Tip: you will find the choicest availabilities on
WSJV-TV, ABC. Call Advertising Time Sales, and see!

WSJV-TV
| ! i
A
SOUTH BEND_ @
ABC
~ ELKHART

@ A MEMBER STATION OF THE COMMUNICANA GROUP B JOHN F, DILLE, JR
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A major effort was begun last
week to update the aging Communi-
cations Act and to replace the FCC
with a new agency equipped to reg-
ulate modern radio and television.

The start was made by influential
lawyers in Washington. In four
monographs the members of a spe-
cial committee of the Federal Com-
munications Bar Assn. urged sweep-
ing revisions in the concept and prac-
tice of federal regulation of broad-
casting.

A wholly new kind of regulatory
agency was proposed. The functions
now performed by the seven-mem-
ber FCC would be divided among an
administrator, a communications
court and a five-member policy mak-
ing body. Among the objectives this
proposal is designed to achieve:

= A swifter processing of cases
that now get clogged in the tangled
pipelines of the FCC.

Mr. Marks Mr. Pierson

= A more orderly planning for
long-range uses and development of
broadcasting.

= A tidier system of establishing
criteria in the issuance of station
grants.

= A surer way of keeping political
influence from determining the out-
come of contested cases.

In addition, the Communications
Act would be revised to tighten the
prohibitions against government in-

Full report on the move to modernize the law: page 44

Al BROADCASTING

‘THE BUSINESSWEEKLY OF TELEVISION AND RADIO
January 28, 1963, Vol. 64, No. 4

Now a push for a modern law to govern broadcasting

Mr. Loucks

Mr. Rollo

terference in programming and to
clarify the government’s power to
assess penalties for violations of reg-
ulations.

Authors of the monographs were
Leonard H. Marks, W. Theodore
Pierson, Philip G. Loucks and Reed
T. Rollo. Their proposals were sub-
mitted to the bar association by last
week and are expected to precipitate
demands for prompt congressional
action.

RADIO SELLING LIKE TV IN 19637

At least that’s how some advertisers are buying, rep reports

Radio business is getting off to its
briskest January pace in years.

The new stimulant being provided by
this increased spending level of nation-
al radio spot advertisers has station reps
optimistic.

Network radio business also appears
to be gathering momentum this year on
the basis of orders received and on
first-quarter estimates.

A canvass last week of advertisers,
agencies and reps active in radio
brought estimates of spot radio business
gains from a low of 3% to a high of
15% in the January-March period com-
pared to last years first quarter. One
representative reported some advertisers
were spending money in radio as
though it were television.

The news of a quickened pace for
radio coming during a period tradition-
ally sluggish is especially heartening for
radio sales executives in view of the
drop in time sales reported by FCC for
1961.

There was indication last week, more-
over, that the level of national spot vol-
ume in 1962 is above that of 1961 (see
box, page 28) and of further gains that

BROADCASTING, January 28, 1963

may be expected this year.

Several national advertisers are sin-
gled out as giving radio its stepped-up
business trust in 1963. Among those
most frequently mentioned are such ad-
vertisers as Sunshine Biscuits, Texaco,
Campbell Soup, R. J. Reynolds Tobac-
co, Pontiac Cars, Sealtest Co., Nestle,
American Tobacco (Montclair Mentho-
lated Cigarettes), a newly expanding
General Motors division called Harri-
son Radiator, Sinclair Refining, and
Ford Cars.

Also Philip Morris, Chevrolet, Union
Carbide, Equitable Life Assurance So-
ciety, and Mennen.

Network Reports = All four radio
networks report business on the rise.
ABC Radio estimated volume may be
up 22% this quarter and credited such
advertisers as R. J. Reynolds, P. Loril-
lard (Spring cigarettes), United Motors,
Kraft Foods, Parkay Margarine, Philip
Morris and William Wrigley as leading
the business climb.

CBS Radio sees this first quarter as
much as 20% ahead of the period last
year if the current “trend” continues
upward. In the past few weeks alone,

the network took in new business rep-
resenting some $2.5 million in billings.
Among the top spenders on the net-
work: Chevrolet, Oldsmaobile and Ford
cars; Philip Morris, Campbell Soup,
Bristol-Myers, Kelloggs and Kraft
Foods.

NBC Radio, from early reports, has
increased its business in the first quar-
ter this year some $250,000 ahead of
last year’s period (BROADCASTING, Jan.
21). The network said it picked up at
least a sale a day in a 14-business-day
period, with no sign of any leveling off.

Mutual is projecting a “slight in-
crease” in business for the first quarter
over the comparable period last year.
This is based on present renewals and
new business signed recently by Ford
Motor Co. and Bristol-Myers. In re-
cent weeks renewals of 52-week con-
tracts have come from Liggett & Myers,
Mennen, Monroe Auto Equipment Co.,
Philip Morris and Reynolds Tobacco.

Spot Reports = Among the spot re-
ports from station reps:

Ben H. Holmes, vice president of
the radio division, Edward Petry & Co.,
said he was ‘“certainl bullish” about

21



Optimism laces the statements of
three radio executives in searching
out this ycar's busincss prospeets in
radio,

Kevin Sweency, president of Rudio
Advertising Bureau, predicted in a
speech before the Advertising Club
of Richmond last week, that:

“1963 will not only be the radio’s
largest volume year in history, but
its most profitable year in the past
10 years, too.™

Mr. Sweeney'’s talk was predicated
on a belief that radio has found
formulas for effectively competing
both with newspapers and television
and in the process assuring itself of
millions of dollars in new advertis-
ing volume. Reason: radio now has
documentation as to why advertisers
should use the medium in place of
print or tv.

Principal ‘“advertising problem”
remaining for radio, says Mr. Sween-
ey, who retires as president of RAB
at the end of February, is to cut
through “caked-on layers of preju-
dice, half-facts, habit and opinion
that surround so many decisions.”

first-quarter business. His impression
was that business is ahead of last year
at this time, though precise accounting
figures are not yet available.

Mr. Holes said West Coast business
has been especially brisk and that farm
advertisers continue active. He cited
as encouraging signs spot radio con-
tracts made recently by Equitable Life
Assurance Society, Nestle, Ford Motor
and Bayuk Cigars, among others, but
pointed to one setback—the decision
of Hill Bros. Coffee to cut back on the
number of spot radio markets.

Arthur McCoy, president of Blair
radio, said he was optimistic about the
first quarter, based on business sold
and sales pending. At Blair, he said,
1962 was better than 1961, and he be-
lieves that this year will surpass 1962
levels.

Spot radio, he conceded, is a “spotty
business” subject to change. At pres-
ent, Mr. McCoy said, stations in the
East and the West are doing well gen-
erally, in contrast to outlets in other
sections. But the situation is fluid and
can change, he added.

He detected some improved interest
in spot radio among advertisers and
credited Radio Advertising Bureau and
some of the station representatives with
sparking this interest. But he acknowl-
edged that it is “a hard fight and you
have to work hard to keep business up.”
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Business is getting better and better,

radio pitchmen agree

Mr. Sweeney

He feels radio’s strength will come
from its coverage of adults, particu-
larly in the June-September period,
and from its access to a greater share
of retail dollars now being spent in
newspapers.

Major Climb = In an announce-
ment last week of a planned meeting

He singled out as “bright spots” Col-
gate’s test of spot radio and recent spot
investments by Nestle and Sunshine
Biscuit.

Mitch DeGroot, vice president in
charge of radio, Paul H. Raymer Co.,
was enthusiastic about first-quarter busi-
ness. Preliminary estimates indicate,
he said, that Raymer volume is at least
5% above the 1962 quarter.

Top Markets Best » The top 50 mar-
ket stations, in his opinion, are doing
well, but he added: *“Of course, most
of the business is going to the major
stations in the major markets and we
are fortunate to be represented in some
of them.”

Bright spots at Raymer have been
the West Coast generally and farm
business, but the company has done
“mighty well” with newscasts in some
markets, according to Mr. DeGroot,

Ralph Guild, executive vice presi-
dent, McGavren-Guild, reported the
first-quarter business outlook “fine.”
But he said it was too early to project
an increase over first-quarter of 1962,
He said there are some soft spots, gen-
erally but not universally, in the South
and Midwest and that the trend toward
spending more and more money in the
top 50 markets continues.

Mr. Guild was not sure he could pin-
point the reasons for the healthier busi-
ness prospects but said that at his com-

Mr. McCoy

Mr. Webb

of company executives in Chicago on
Feb, 1 and 2, Arthur H. McCoy,
president of Blair Radio, a division
of John Blair & Co., said that 1963
had taken on the look of a year that
could mark the beginning of a major
“upsurge” in national spot radio.
Mr. McCoy, in measuring the

pany the upgrading of the station list
was a contributing factor. He voiced
belief that many reps are selling “more
creatively” than in the past and that
this is a sales stimulant.

James Alspaugh, vice president of
H-R Representatives, commented that
business for the first quarter “looks ex-
tremely good.” In recent weeks, he
said, H-R has signed campaigns for
such clients at TWA, Rambler, Robert
Hall Clothes, Skippy Peanut Butter,
Ford, Equitable Life, My-T-Fine des-
serts and Mystic Tape.

Lengths of the campaigns vary, Mr.
Alspaugh noted, with a few 52-week
efforts but the large number averag-
ing four to eight weeks. Similarly, the
number of stations ordered varies, and
he conceded that large campaign lists
are rare (Equitable, he remarked, is in
well over 100 markets).

Mr. Alspaugh thought spot radio
generally is in for a “brighter year.”
At H-R, he said, “business in 1962 was
up 19% over 1961. We hope to double
the increase this year.”

Never So Good = Another radio rep-
resentative said he’d never seen busi-
ness so good as now, and predicted
1963 will be excellent.

Another executive estimated his firm’s
business is running 5-10% ahead of
last January, depending on the mar-
ket. He pointed to an increasing tend-
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year ahead, felt that the breakthrough
would come from station ground-
work already accomplished and from
future selling and development.

Lawrence Webb, managing direc-
tor of Station Representatives Assn..
told BROADCASTING !

“While the gain shown in national
spot radio for 1962 may not be sub-
stantial, there is every reason to be-
lieve that the total dollar-volume
figure for the year will be over $200
million and more likely will be in
the neighborhood of $205 million, as
compared to $197 million in 1961

“The year 1963 will show even
larger gains, The overall picture in
radio is much brighter for a number
of reasons. Foremost among these
reasons is the renewed selling efforts
on the part of the entire industry,
coupled with far greater emphasis
by the stations on good, solid pro-
gramming.

“The first quarter of 1963 has
gotten off to a good start by an in-
crease in the month of January over
the same period of 1962. I feel sure
that the first quarter of 1963 will
show a substantial increase over the
same period of last year.”

ency for smaller advertisers to spread
their budgets to two or more stations
in a market in order to attract differ-
ent segments of the audience.

He listed Reynolds Tobacco, Sunoco,
Thomas Leeming Co., Equitable Life,
Union Carbide, Sealtest, and Texaco
as currently among the more active
clients.

Billings for first quarter are definitely
on the rise, with activity in New York
picking up considerably for February
and March starts and all 14 out-of-
town offices reflecting large increases
from the like period a year ago, accord-
ing to Richard G. Koenig, vice presi-
dent, radio, Bolling, New York.

In markets below the top 50, in-
creases are sporadic, Mr. Koenig said,
but nevertheless on an overall basis,
gains are healthy.

With the exception of additional
revenues in New York resulting from
the newspaper strike, CBS Radio spot
sales business during the first quarter of
1963 is at about the same level as a
year ago, Maurie Webster, vice pres-
ident and general manager, said.

Mr. Webster noted that interest in
spot radio by several major national
advertisers which CBS expects to turn
into new business in 1963 is not re-
flected in these figures.

Joseph J. Weed, vice president of
BROADCASTING, January 28, 1963

Weed Radio Corp., said his firm’s Jan-
uary business would probably be 4-5%
ahead of January 1962, and he noted
this year probably would be good be-
cause of a reactivation of previously
dormant radio accounts.

Mr., Weed said most radio advertisers
in the past have been buying “numbers”
rather than a particular type of radio
station, but he pointed out that many
clients are becoming selective and in
fact are “beginning to look seriously at
fm.”

Clifford J. Barborka, vice president
in charge of radio, Adam Young Inc.,
said he was convinced business for the
first quarter would be about 2-3%
ahead of the same period last year and
perhaps even better in the second quar-
ter.

John S. Stewart, radio sales manager
at Avery Knodel indicated that his
firm’s spot radio business was holding
steady but spoke of growing competi-
tion from network sales particularly in
morning and afternoon traffic time.

Another Increase s Mogul, Williams
& Saylor, an agency which has moved
several radio-active clients, reported
there would be a marked increase in its
spot radio activity especially in the
second and third quarters. That agency
also noted a trend to shorter campaigns
with a much higher frequency of ex-
posures. It reported Rayco, for exam-
ple, would increase its national spot
budget 15 to 20% over last year, this
surge coming mostly in the middle of
the year with exposures as high as 250
times per week in some markets. An-
other MW&S account, Ronzoni Maca-
roni plans a 10% increase in its use of
spot radio for the first half of the year.

Henry Fownes, senior vp and general
manager of tv-radio division at Mc-
Manus, John & Adams said that Pon-
tiac was increasing its spot radio budget
to about a half million dollars.

Other clients, Cadillac and Dow
Chemical—expect to stay with the same
levels.

Among the various radio advertiser
Teports:

It is estimated that American Tobac-
co will spend 5% more this year in
spot radio in the first quarter as com-
pared to that period last year in con-
nection with its new Montclair ciga-
rette.

Campbell Soup Co., through BBDO,
which is winding up its winter spot ra-
dio campaign, will begin another flight
in March. Details of the buy were not
disclosed.

Sealtest Co. this year is beginning
a radio spot campaign concentrated in
states east of the Mississippi River.

Much of the budget for the new ra-
dio drive comes from Sealtest’s former
network tv expenditures of last season.

Although market plans were not dis-
closed, the dairy products firm will use

top rated morning air personalities and
afternoon spots, along with a few scat-
tered evening exposures, in its markets.
The campaign's emphasis will be in cer-
tain markets “of greatest potential.”

A spokesman at N. W, Ayer & Son,
New York, Sealtest’s agency, cited spot
radio’s efficiency, flexibility and reach
as reasons for using the medium.

The Harrison Radiator Div. of Gen-
eral Motors Corp., which first used spot
radio three years ago in the south for
its car air-conditioning units, this year
will use spot radio nationally.

D. P. Brother, Harrison’s agency,
has scheduled a campaign from Janu-
ary to July on radio stations in 126
markets, to introduce the firm’s new
four-season car climate control sys-

Spot specials in advance

Advertisers can now become
spot radio sponsors of special
news bulletins before they go on
the air.

The radio div. of the Katz
Agency, New York, is offering
spot radio advertisers the opport-
unity to sign up in advance as
sponsors of news bulletins broad-
cast by 37 Katz-represented sta-
tions. The new plan is known as
“Radio News Alert.”

The advertiser may choose the
stations he needs, and he becomes
‘owner’ of up to 18 bulletins in
any 24-hour period until he uses
up his ‘bank>—60 one-minute an-
nouncements. If events demand
more than the basic buy of 60
bulletins, the sponsor has first
right to buy additional messages.

Cost to the advertiser (if he
buys all 37 participating stations),
based on the highest one-time
minute rate, would be about $72,-
000.

tem. Its spot radio exposure will jump
substantially in 1963, especially in
northern markets.

Russell Swick, Harrison’s advertising
manager, explained that spot radio
schedules during prime driving times
of 4:30 and 6:30 p.m. offer a good au-
dience for car accessory products. The
driver, he said, is “most susceptible to
our message” at that time.

Advertiser Nestle was reported by
various sources as having boosted its
radio spending through McCann-Erick-
son. One source characterized its cam-
paigns as looking like “tv budgets.”

Texaco, through Benton & Bowles,
is continuing to buy spot radio avail-
abilities, particularly in sports program-
ming. Texaco is expected to be in
more than 100 markets.
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HOW TO COMPARE APPLES, ORANGES

Tv excels magazines on all counts in total ad effectiveness,

CBS-TV finds in four-year project of comparing uncomparables

A major breakthrough in advertising
research-—a way to compare the sup-
posedly uncomparable “apples and
oranges” typified by different media—
is being reported today (Jan. 28) by the
CBS-TV network.

The new technique was disclosed in
a presentation that showed television
with a strong advantage over magazines
when both were measured by the com-
mon yardstick of “total advertising ef-
fectiveness.”

Four years in conception, develop-
ment and execution, the study put tele-
vision and magazines to the same tests
and came out with these findings.

= Television had an 83% greater im-
pact than magazines in increasing the
average respondent’s awareness of an

advertised brand.

a Television had a 109% greater im-
pact than magazines in making the av-
erage respondent more certain of a
brand’s advertised values.

a Television had a 196% greater im-
pact than magazines in increasing the
average respondent’s evaluation of an
advertised brand.

a Television had a 197% greater im-
pact than magazines in making the av-
erage respondent more eager to buy an
advertised brand.

Translated into terms of cost efficien-
cy, these findings meant that for each
advertising dollar spent—

a Television made 25% more people
niore aware of an advertised brand
than magazines did (tv, an increase of

Shooting of this new Schaefer beer
commercial involved first commer-
cial usage of “Gemini,” MGM Tele-
studio’s new tape-film system elimi-
nating the need of kinescope for
film prints of video-tape commer-
cials (BROADCASTING, Jan. 14).

The commercial, third in a series
by Schaefer, pictures a bijlliards
match, in which a variety of trick
shots are performed. It is scheduled
to be seen sometime next month.

COMMERCIAL PREVIEW: Schaefer beer

Beer is served to players to the tune
of the regular Schaefer jingle. Com-
mercial was shot in MGM Tele-
studios New York studic. It will be
telecast in key northeastern markets
through BBDO, New York, agency
for Schaefer.

Agency producer: Lou Georgaras.
Art director. Alphonse Normandia.
Copywriter: Bob Miller.

Telestudios director: Joe Weis-
man. Producer: Pete Ryan.
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122 persons per dollar; magazines, 97.9
persons per dollar).

a Television made 42% more people
more certain of a brand’s advertised
values than did magazines (tv, 33.6
persons per dollar made more certain;
magazines, 23.6 persons).

» Television made twice as many

- people increase their evaluation of an

advertised brand as did magazines (tv,
40.3 persons per dollar increased their
evaluation; magazines, 20 persons).

= Television made twice as many
people nore eager to buy an advertised
brand as did magazines (tv, 78.1 per-
sons per dollar made more eager to
buy; magazities, 38.6 persons per dol-
ar).

Three Waves = The new approach
was developed by CBS-TV research de-
partment under the direction of Jay
Eliasberg, and the studies—in three
waves in 1960 and 1961—were con-
ducted for CBS-TV by Audits & Sur-
veys Co. and Eugene Gilbert & Co.

The techniques and findings have
been highlighted in a 14-minute color
film which CBS-TV plans to start show-
ing to advertising agencies in New York
next week and to those in about 10
other major cities in the near future.

Historically, the audiences of differ-
ent media have been regarded as “ap-
ples” and “oranges’—impossible to
compare—because different media de-
fine their audiences by different stand-
ards. The CBS-TV study points out,
for example, that a magazine or news-
paper does not equate with a television
set, nor an issue-reader with an aver-
age-minute viewer.

The new approach goes beyond “au-
diences” and deals with “total adver-
tising effectiveness.” Here, the CBS-
TV presentation asserts, it becomes pos-
sible to apply the same tests to differ-
ent media and get comparable results.
Thus “we can, for the first time, fairly
compare magazines and television.”

(Actually, CBS-TV officials say, the
principle applies to other media as well
as magazines. However, certain basic
data for newspapers is missing, so that
a newspapers-tv comparison probably
would have to rely in some degree on
estimates and to that extent might be
challenged as less precise.”)

Comparability = In its study CBS-TV
used brand advertising that (1) was
running on television and in magazines
at the same time and (2) was making
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One. man’s Porsche is another man’s patio. But all
kidding aside, however they spend it, there’s 27%
more discretionary income in Ohio’s Third Market
than the national average, and no medium — but
none — covers it as thoroughly as WHIO-TV, AM,
FM. Ask George P. Hollingbery.

Additional morsel for thought:

Dayton continues to lead the state’s eight major
cities with the highest weekly gross earnings.
(Dayton Daily News—8/12/62).
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Big kickoff for Secure

Helene Curtis Indusiries, Chi-
cago, has announced that it will
spend $2 million in television and
print media during the next three
months to introduce a new
pressed powder deodorant and
anti-perspirant product for wom-
en. Neither the kickoff date nor
the exact media budget split are
set,

Using the brand name Secure,
the new product will be packaged
in a dainty white hinged compact
which can be carried in the purse
as well as displayed on the van-
ity. Curtis considers its powder
puff Secure to be the most signi-
ficant innovation in the over $100
million deodorant field since the
firm’s Stoppette “pouff” deodorant
of the early 1950’s, Agency is
McCann-Erickson, Chicago.

the same copy points in both media.
The study included all product cate-
gories—and virtually all brands—that
met those requirements.

In all, 22 magazine ads and 30 tv
commercials for 13 products were
tested. These represented all the ad-
vertising done by these products in
righttime network television (15 com-
mercials on CBS-TV, 10 on ABC-TV
and 5 on NBC-TV) and in four lead-
ing national magazines during the peri-
ods when the study was in the field.
The magazines: Life, Look, Reader's
Digest and Saturday Evening Post.

Approximately 6,000 interviewers, se-
lected from 30,000 specially trained and
tested for this study, conducted a total
of 8,779 interviews with more than
6,000 adults—in all cases members of
their own households.

So that the interviews could be con-
ducted under comparable circumstances
—immediately after exposure to the
advertising, whether in magazines or on
television—husbands interviewed their
wives in some cases, wives interviewed
their husbands in other cases, and high
school and college students interviewed
one of their parents in yet other cases.

Those finally chosen to do the inter-
viewing were schooled and then given
written examinations before being al-
lowed to take part in the study. The
wives, husbands and parents they inter-
viewed did not know they were going
to be questioned—until the question-
ing started.

Matched Samples = The respondents,
all adults and divided about 50-50 be-
tween the sexes, were first separated
randomly into two matched samples.

One group, designated the “before”
group, was interviewed on the day be-
fore the advertising appeared. This es-
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tablished a base against which to com-
pare the results that would be found
after the advertising appeared.

(In order to eliminate the influence
of people who may not watch televi-
sion or read magazines and thus would
be unlike those tested after seeing the
commercials or ads, the tabulators did
not include in the final figures the an-
swers of any “before”—group members
who were not later observed to be ex-
posed to the advertising.)

The second, or “after” group of re-
spondents was interviewed, in each case,
immediately after exposure to the ad
or commercial. Exposure was deter-
mined by the interviewers observation.

In the case of magazine ads, the in-
terviewer knew when the ad he was to
check would appear. He then noted the
location of the ad in the magazine—
and waited. As soon as he observed
that the wife—or husband or parent—
had been exposed to that particular
page, he conducted his interview, ask-
ing prescribed questions.

Same Questions = In the case of tv,
the interviewer knew what program
would carry the commercial he was to
investigate. When the respondent was
watching (or listening to, without watch-
ing) that program, the interviewer
waited for five minutes and then, as
soon as the commercial had been pre-
sented (whether the respondent saw it
or not), asked the same perscribed
questions.

For all interviews the questions wete:

“What brand comes to your mind
first when you think of (product)?”

“If you yourself were to buy (prod-
uct) today, which one brand would you
most likely buy?”

“Now I'd like to ask you some ques-
tions about one brand of (product)—
(brand). Even though you may not use
(brand) yourself, you probably have
some ideas about it. How would you
rate it on each of the following? Would
you say it is excellent, good, just fair
or poor? (at this point interviewer read
a list of statements consisting of attrib-
utes which were claimed for the brand
in both the magazine ads and tv com-
mercials that were being tested.)

“From whatever you know or may
have heard about (brand), how would
you rate it overall? Would you say it
is excellent, good, just fair or poor?”

For each ad, the study determined
the difference between the “before” at-
titude percentage and the “after” atti-
tude percentage. Using standard sources
on audience, these percentages were
then translated into terms of people, or
“total effect.”

The “total effect” figures of all the
tested magazine ads were then added
to get a “total advertising effect” figure
for the magazine ads under investiga-
tion.

Averages = The same procedure was

followed for the commercials. The fact
that the study covered eight more com-
mercials than magazine ads, CBS-TV’s
report asserted, “in no way affects the
findings” because the comparisons are
made on the basis of averages.

The “total advertising effect” figure
for magazines was then divided by the
total cost of the magazine advertising
involved (using standard sources on
costs). So was the “total advertising
effect” figure for television (using
known costs or estimates from stand-
ard sources). This arithmetic, the re-
searchers noted, produced “advertising
effect per dollar” figures which “could
be directly compared,” television versus
magazines.

The attitude changes produced by the
average magazine exposure and by the
television exposure were reported as
follows:

Magazines
Attitude Level Change
Before After  {Impact
% % %
Brand awareness 3640 4794 41154
Belief in brand’s
ddvertised attributes 3443 3721 4 2.78
Brand evaluation 3809 4045 4 2.36
Desire to buy brand  35.28 39.83 4 455
Television
Attitude Level Change
Before  After  (Impact)
% % %
Brand awareness 3225 5336 +21.11
Belief in brand’s
ddvertised attributes 3340 39.21 4 5.81
Brand evaluation 3279 39.77 4 6.98
Desire to buybrand  27.76 4128 413,52

CBS-TV authorities said no “after”
respondent was interviewed more than
once on any given brand. Some were
interviewed after exposure to a message
in each medium, but not for the same
brand. Nor, according to the research-
ers, did interviewers try in any way to
induce respondents to look at the maga-
zine or program in which test ads were
to appear.

To calculate tv audiences, the study
used Nielsen total-audience homes fig-
ures, multiplied by American Research
Bureau data on audience composition
(adults only). For magazines it used an
ad-page-exposure report compiled for
the Reader's Digest and Saturday Even-
ing Post in 1959, covering all four of
the magazines involved in the studies.

Cost Data = Cost figures were based
on Standard Rate & Data space rates
information adjusted for estimated
earned discounts. Television cost data
came from the CBS-TV controller's
office in the case of advertising on CBS-
TV, with estimates from Nielsen and
other sources in the case of advertis-
ing on the other networks.

CBS-TV authorities said that, if any-
thing, the basic information they used
over-stated the case for magazines and
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of Pulse research

Next one due 2/63
Pulse Nationa}
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a national study
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questions . .. about people
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research with a diary

Examines in depth audiences
for every tv program shown
in measured locality.

P—for personal
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made each day, same day.
Produces 82% response.
(How's that compared with
returns from absentee diaries?)

THE PULSE, INC.

When data in depth is involved, Pulse is well qualificd e 730 Fifth Ave., New York 19, New York e Telephone: JUdson 6-3316




under-stated television’s.

The products covered in the survey
were as follows (but no breakdown by
product category or brand is available,
officials reported): Bayer aspirin, Camp-
bell soups, Dial soap, Ford Falcon,
General Electric refrigerators, Good-
year tires, Kellogg's corn flakes, Kraft
barbecue sauce, Marlboro cigarettes,
Pal blades, Sanka instant coffee, 7-Up
and Sunbeam electric shavers.

The film presentation summarizing
the study and its results was produced
and directed by Louis Dorfsman, cre-
ative director, and George Bristol, op-
erations director, of the CBS-TV net-
work advertising and sales promotion
department. Design was by Saul Bass
& Assoc. in collaboration with the
CBS-TV network; film production was
by Format Films Inc.

Details of the study, its mechanics
and findings are contained in a 47-page
booklet, “Taking the Measure of Two
Media.”

Business briefly ...

Wilson Sporting Goods Co., River
Grove, Ill., through Campbell-Mithun,
Chicago, and Goodyear Tire & Rubber
Co., New York, through Young & Rubi-
cam, that city, will sponsor NBC-TV’s
coverage of the final three holes of the
Palm Springs Golf Classic on Sunday,
Feb. 3 (5-6 p.m. EST).

Pontiac Motor Div. of General Motors
Corp., through MacManus, John &
Adams, will sponsor the Victor Borge
Show, first tv variety-entertainment pro-
gram to originate from Philharmonic
Hall of New York’s new Lincoln Cen-
ter. Show will be telecast on ABC-TV,
Monday, Feb, 25 (9-10 p.m. EST).

Glenbrook Labs Div. of Sterling Drug
Co., New York, has bought daytime
participations on CBS-TV and NBC-TV
to introduce its new Dr. Lyon’s Fluoride
Tooth Powder. Campaign will run
through the fall. Agency: Dancer-Fitz-
gerald-Sample Inc., New York.

Ten national advertisers in the past
three weeks signed with ABC-TV for
prime-time participations which the net-
work said represented $4 million billing
in new business. Advertisers included
Bristol-Myers (Young & Rubicam),
Brown & Williamson (Ted Bates),
Block Drug (Grey Adv.), Carter Prod-
ucts (Sullivan, Stauffer, Colwell &
Bayles), Dodge (BBDO), General
Foods (Benton & Bowles), Gulf Amer-
ican Land Corp. (Paul Venze Assoc.),
Helene Curtis (McCann-Erickson),
Plymouth (N. W. Ayer), and Toni
Div. of Gillette (North Adv.).

Georgia-Pacific Corp., Portland, Ore.,
has bought into ABC-TV'’s Wide World
of Sports, beginning in April. It is G-P’s
first buy on ABC-TV. Agency: Mc-
Cann-Erickson Inc., Portland.
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ADS SHOULD RUN ALL YEAR

Alberto-Culver’s Lavin says buying and selling
done year-around and advertising should be too

Tv advertising ought to be all-year
round for companies which use the me-
dium. Neither the business of selling
nor of buying takes the summer off.

This was stressed by television booster
Leonard H. Lavin, president of Alberto-
Culver Co., Melrose Park, Ill., in re-
counting the advertiser’s success with
the medium at a management meeting
of a station representative firm in New
York last week.

Mr. Lavin was featured at Television
Adpvertising Representatives’ second an-
nual management meeting on Jan. 23.
Sessions included seminars for general
and sales managers of the eight TvAR-
repped stations, for Westinghouse
Broadcasting Co. executives and top-
level media client executives, TvAR
officers and sales managers.

Another highlight on the program
was a panel discussion on computers.
Panelists included Robert Liddle, a
Compton Adv. vice president; Michael
J. Donovan, vice president and associate
media director at BBDO, and Joseph
St. Georges, vice president and manager
of media department at Young & Rubi-
cam.

Mr. Lavin said:

“We are fully aware that advertisers
cut back expenditures and take hiatuses
during the summer. This philosophy is
not shared by Alberto-Culver. The busi-
ness of selling goes on all year round.
The business of buying goes on all year
round.

“And the business of advertising and
influencing likewise go on all year
round, including the summer. Because
spot television has been instrumental
in our growth, it is a day in, day out
proposition as far as we’re concerned.”

Alberto Culver Co.’s use of television
has been a major—and continuing—

success story. The company conserva-
tively expects to boost its advertising
budget this year to more than $30 mil-
lion from an estimated $23 million in
1962. About 98% of the budget is in
network and spot tv (BROADCASTING,
Dec. 17, 1962).

Mr. Lavin discussed his company’s
use of spot television in new product
introduction, in making initial impres-
sions in large markets, as a method of
shoring up sagging sales within specific
market areas, in “blitzing” (where a
particular product needs an added edge
against competition in a market), in
exploiting markets which have the
greatest potential and in market testing
products.

A Cost Warning s In his talk, Mr.
Lavin warned of a rising cost per thou-
sand as “one dark cloud in the spot-
television horizon.” He said the cost
hikes he referred to were those which
are made without comparable increases
in tv homes “and by the fact that au-
diences are more evenly divided today
among stations.”

Mr. Lavin said that A-C’s cost per
thousand for spot in 1960 was $1.66 per
minute commercial but is now over
$2.25.

He acknowledged that Alberto-Culver
was finding ways to lighten a higher cost
effect. Among the weapons used, he
said, is the bridged commercial that
permits two low-budget brands to share
the cost of a minute announcement and
giving each the frequency desired.
Broadcasters can benefit, according to
Mr. Lavin, because bridging allows for
a greater number of brands to use the
medium.

Larry H. Israel, president of TvAR,
predicted that this year would top the
1962 levels of record billings for the

Leonard Lavin (c), president of Al-
berto-Culver, discusses his company's
tv success story with Donald G. Mc-

Gannon (1), president, Westinghouse
Broadcasting Co., and Larry lsrael,
president, TVAR.
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Have you ever heard
of our “Party Line”?

E den’t want to speil it by trying to com-
press the whole story of our “Party Line”
program into this brief space.

Suffice it to say here that “Party Line” is a
participating program on the most popular TV
station anywhere near the great Red River

Valley. It is producing big results for some big
advertisers. For example, we recently offered a
Party Line Pattern Book, at §1 a throw. Result:
14,928 copies!

Ask PGW, will you? They have the whole story
of this spectacular program.

WDAY-TV

AFFILIATED WITH NBC ® CHANNEL &
FARGO, N. D.

&PETERS, GRIFFIN, WOODWARD, INC,,

Exclusive National Representatives
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eight stations represented by the firm.

Mr. Israel cited a growing awareness
among advertisers of a ‘*“‘composite of
many individual markets” as contrasted
to “a broad national market” and an
increase in new product introduction
and market testing in tv.

He noted that magazines and net-
works have attempted to follow the spot
formula but without spot’s success. Net-
work scatter plans and spot carriers and
magazines with regional editions “can-
not hope to approach the fast-breaking
flexibility and individual marketing as-
pects of spot tv,” Mr. Israel said.

PULSE DATA ON RADIO
Average home said to
listen 6.4 hours daily

In the course of a day, between 6
a.m. and midnight, 87% of all homes
spend time listening to radio, Dr, Sydney
Roslow, director of The Pulse Inc.,
said last week in a report on a national
study undertaken by Pulse last year.

In a speech to the Detroit chapter of
Station Representatives Assn. on Mon-
day (Jan. 21), he said the national
study of the radio audience also found:

« Listening of all persons in the av-
erage home totals 6.4 hours per day.

« Teenagers listen much less than
adults. He split up the daily 6.4-hour
per-home total as follows: adult women
3.3 hours; adult men 2.0 hours; teen-
agers 0.7 hours and children 0.4 hours.

= Auto listening contributes 10% to
20% of the total radio audience daily.
All out-of-home listening contributes
15% to 30%.

* By income groups, 87% of the
homes with incomes of less than $5,000
were found to have listened during a
day; 80% of those in the $5,000-$7,499
bracket listened, and 88% of those with
incomes $7,500 and over.

= Radio listeners are “good custom-
ers”: 35% of the “heaviest listening
percentile” includes homes with in-
comes from $7,500 and up, while 34%
of this heavy-listening group are in the
lowest income level. Among the “heavy
listeners,” 54% have no children—but
34% have five children or more.

Dr. Roslow also reported that Pulse
plans to go ahead, starting in 25 mar-
kets, with its “TelePulse PDQ,” a form
of “cross-breeding of the face-to-face
personal interview and the one-day
diary.” Tests in Los Angeles, he said,
produced an 82% return as compared
to *perhaps half of that in conventional
diary systems,” and also “got answers
to important qualitative product ques-
tions about every local tv program.”

He said another new Pulse service,
“LQR-100,” a qualitative study of local
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radio in 100 markets, already has been
ordered by 160 stations,

Dr. Roslow predicted that “in the
late 1960s and 70s we'll see a lot less
irresponsible nit-picking at ratings, and
a lot greater appreciation of their true
role and limitations.” The “first big
revolution” of the next ten to fifteen
years, he said, will be the bringing of
qualitative research within financial
reach of all stations,

The emphasis in audience measure-
ment, he predicted, will be “on persons
rather than homes,” while the “out-of-
home and out-of-the-living-room audi-
ence, just now being generally dis-
covered, will become increasingly the
object of attention.”

Dr. Roslow went into detail on
Pulse’s measurement techniques, par-
ticularly in light of the Federal Trade
Commission consent decrees signed by
Pulse, A. C. Nielsen Co. and American
Research Bureau (BROADCASTING, Jan.
7).

He said that although the FTC made
no announcement until a few weeks
ago, Pulse signed its consent order last
August—and that even “long before”
then, “we had already done everything
necessary to comply with the detailed
changes involved.”

Heavy use of radio-tv
planned for Plymouth

Chrysler Corp., Detroit, will use
heavy tv-radio schedule in the next few
weeks to tell how its Plymouth car won
eight of ten firsts in the 1963 competi-
tion at Riverside, Calif., against Ford
and Chevrolet. The Plymouth buy,
through N, W. Ayer & Son, calls for
minute participations on ABC-TV Feb.
5-March 16, 90-second commercials
starting Jan. 24 for five weeks on MBS
and CBS and radio spot buys on 80
stations in 30 markets.

Westinghouse to use
ABC-TV daytime ads

Waestinghouse Electric Corp. will use
daytime network tv in 1963 for the first
time in 10 years it was announced to-
day (Jan. 28). A 42-week schedule will
begin March 4 to promote the com-
pany’s line of portable appliances on
ABC-TV’s The Tennessee Ernie Ford
Show, Queen For a Day, Who Do You
Trust? and Midday Report.

W. H. Knoerr, advertising manager
of Westinghouse’s portable appliance
division said the campaign was aimed
at women, who are the primary buyers
of portable appliances.

Big tv campaign planned for motion picture
MEDIUM WILL GET MAJOR PART OF FILM'S AD BUDGET

Broadcast advertising and promotion,
which have played a strong role in the
exploitation of three movies produced
by Frank Sinatra’s Essex Productions,
Hollywood, Calif., are slated for even
greater use by the film company for its
coming pictures.

The major part of the advertising
budget for “Come Blow Your Horn,”
co-produced by Essex with Tandem
Productions for release this summer,
for example, will be in television in
key city openings.

While broadcast allocations are not
available yet, the film is termed the
“biggest tv-sold movie we ever made”
by a spokesman from Essex. Television
advertising for the movie is also de-
scribed as “precedent-breaking” by an
advertising official from Paramount
Pictures, which is releasing the film.

The decision to place heavier em-
phasis on television for promotion of
“Come Blow Your Horn” and future
Essex films was motivated by past suc-
cesses with the medium, according to
Howard W. Koch, Essex’s executive
producer.

Expenditures for tv promotion on
“The Manchurian Candidate,” produced
by Essex for United Artists release last
fall, totaled $250,000 for its opening,
equalling the newspaper budget, Mr.

. Koch said. The local campaign in Los

Angeles, called by Mr. Koch a typical
example of the growing value of tv to
film promotion, totaled $28,400, of
which $13,000 went to tv and $3,500
to radio.

The tv campaign for “Come Blow
Your Horn” will include 10 and 20
second and one-minute commercials
using several “unique” approaches. Mr.
Sinatra, who will star in the movie, will
also “sell” the film in a series of com-
mercials. Top personalities, who are
not in the picture, will also be featured
in tv advertising, for which special com-
edy sketches are being written.

With the wardrobe said to be one of
the highlights of “Come Blow Your
Horn,” major tie-ins are being arranged
with clothing manufacturers. Copper-
tone Corp., Miami, Fla.,, a maker of
suntan oils, and Buick have already
concluded tie-in negotiations for a series
of commercials. The Coppertone spots
will feature Jill St. John, co-star of the
movie, and Buick will highlight the
“Riviera” auto shown in the film.

A promotional film, spotlighting
Tony Bill, a new actor who plays Frank
Sinatra’s brother in the picture, will
show how a star is born. The film will
be made available to tv stations from
coast to coast.

Ad agency for Paramount: Lennen
& Newell, New York.
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HOW AUTOMATION
HELPED BOOST
WBFM BILLINGS

250% IN 7 MONTHS

New York City FM Station Moves From
4th to 1st in Pulse Rating

Monthly billings up from only $2000 to $7000 in
the period May-Nov. ’62! Pulse rating up from
4th to 1st among independent FM Stations, Oct.-
Nov. 62 study! A growing list of sponsors and
renewals! That’s the success story of FM station
WBFM, operating in the intensely competitive
New York City market. And only the beginning!

Avutomated O-Yation Music
Programming

Much of WBFM’s success is attributed to the
benefits derived from automated programming.
The station uses automated equipment and
O-Vation Music supplied by Programatic Broad-
casting Service. This has resulted in substantial
savings on personnel, music and programming
time. These savings in turn have enabled WBFM
to program live and live-on-tape to a degree other-
wise impossible.

Station Personality Attracts
Sponsors, Audience

By astute scheduling of automated and live pro-
grams, WBFM has built a bright, adult station
‘“‘personality” for itself, attracting more listeners
and a growing roster of diversified sponsors,
which includes: Merrill Lynch, Pierce, Fenner &
Smith; Norel Electronics; Staten Island Savings
and Schaefer Brewing Company.

Sponsors Get Direct Dollar Results

Concourse Travel Bureau, for example, sold nearly
$4000 worth of vacation tours in the first six weeks
of a 13-week advertising campaign over WBFM.

Why WBFM Uses
Programatic O-Yation

Automated for economy and- unequalled pro-
gramming flexibility, O-Vation Music features
8-hour tapes of new and exciting instrumental and
vocal arrangements, programmed to today’s adult
audiences, performed by top talent and repro-
duced in true tonal quality. Programatic start-
stop automation provides for pre-selected news
breaks, commercials, local broadcasts, allows
creative broadcasters to build their own format,
tailored to the specific needs of each individual
market. O-Vation Music is available to only one
station per market. Make it yours.

PHOME, WRITE DR WIRE TELESYND TODAY!

Telesynd
136 East 57th Street, New York 22, New York

| would like to have the full story on how Programatic’s
0-VYaTioN Music will benefit me.

NAME

ADDRESS

CITY. STATE

[ e e e e e e

TELESYND AND PROGRAMATIC N¥ INTERNATIONAL SERVICES OF WRATHER CORPORATION
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Network tv planned
for new Polident size

A 33% increase in sales of econ-
omy-size Polident denture cleanser
after recent test marketing of the prod-
uct has resulted in plans for its heavy
exposure on network television.

Block Drug Co., manufacturer of
Polident, now plans to advertise the
large size cleanser during all “bill-
boarding” used for Polident commer-
cials which will include exposures of
15, 10, 5, and 3 seconds on these net-
work shows: Going My Way, Naked
City, Sunday Night Movies, 77 Sunset
Strip and Laramie. The campaign is
scheduled definitely for February and
March and tentatively for April. Block
Drug’s agency is Grey Advertising.

Agency appointments...

= Chesebrough-Pond’s Inc., New York,
to J. Walter Thompson Co. in Japan,
to handle advertising in that country,
starting March 1.

= Moore Co., Newark, N. J., has ap-
pointed Venet Adv. Agency, Union,
N. J, to handle advertising, marketing
and public relations for its Bon Vivant
soups. Initial radio campaign for 13-
weeks with five one-minute spots per
week will begin April 15 on two sta-
tions in New York and is expected to
expand into other major markets.

= Waitt & Bond Inc., Newton High-
lands, Mass., has appointed Chirurg &

Cairns Inc,, Boston, as its advertising
agency for four brands of cigars. Ac-
count, which currently uses spot radio
and tv, has a total advertising budget
estimated at $250,000.

s Whitehall Labs Div. of- American
Home Products Corp. has appointed
Donahue & Coe, New York, as agency
for its Hill’s cold tablets, effective Feb.
1. Former agency was Cunningham &
Walsh, New York.

= Campbell Soup Co. is transferring its
frozen soups account to BBDO, New
York, from Leo Burnett Co., New York,
effective July 29. Account bills es-
timated $700,000 of which 50% is in
tv.

Isodine appoints
Kenyon & Eckhardt

The appointment of Kenyon & Eck-
hardt, New York, as agency for five
products of the Isodine Pharmacal
Corp., New York, was announced last
week by Edward W. Dooley, vice presi-
dent and general manager of the com-
pany. Billing for the products are esti-
mated at $1.5 million, of which approx-
imately $1 million is in spot tv.

The products, which have been as-
signed from Reach, McClinton & Co.,
New York, effective immediately, are
Isodine antiseptic, Isodine gargle, Iso-
dine mouthwash, Isodine throat spray
and Isodettes antibiotic throat lozenges.
Isodine Pharmacal is a division of the
International Latex Corp.

GOVERNMENT

Rep appointments...

= KHAS-TV Hastings-Kearney, Neb.:
Venard, Torbet & McConnell Inc., New
York, as national representative.

s KSAY San Francisco: Avery-Knodel,
New York, as exclusive national repre-
sentative.

= WLEC Sandusky, Ohio: Weed Radio
Corp., New York, as exclusive national
representative,

= WSEE (TV) Erie, Pa.; Ohio Station
Reps., Cleveland, and Penn Stations
Reps, Pittsburgh, as representatives in
those areas.

= KETO-AM-FM Seattle and KPAM
Portland: Broadcast Time Sales, New
York, as exclusive national representa-
tive.

= WVNO-FM Mansfield, Ohio: Frede-
rick W. Smith, New York, as national
representative.

» WWOK Charlotte, N. C.; Adam
Young Inc., New York, as national
representative.

= KLIN Lincoln, Neb.: Mid-West Time
Sales, Kansas City, Mo., as regional
sales representative.

= KUDL Kansas City, Mo.: McGavren-
Guild Co., New York, as national re-
presentative. Mid-West Time Sales,
Kansas City, is regional representative.

It wasn’t raining rain at FCC

WIDESPREAD CRITICISM DIRECTED AT TODAY’S OMAHA TV HEARING

It rained brickbats on the FCC last
week.

All scored bullseyes on the commis-
sion’s inquiry into local tv programs
offered by the three Omaha, Neb., tv
stations beginning today (Monday) and
some were thrown by former FCC
chairman and present commissioner
Frederick W. Ford in an address to the
National Religious Broadcasters (see
story, page 87).

Without mentioning Omaha by name,
Commissioner Ford said there is “great
danger” that the FCC is stepping out
of bounds in such hearings by taking
over the programming functions which
properly belong to the broadcasters,

Other attacks on the Omaha hearing
took these forms:

= NAB President LeRoy Collins,
speaking to the Nebraska Assn. of
Broadcasters last Wednesday (Jan. 23)
in Lincoln, used the strongest anti-FCC
words he has uttered since becoming
NAB president two years ago in blast-
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ing the Omaha hearing, He demanded
the FCC cease such hearings, which he
labeled “efforts to govern by harrass-
ment, by needling, by nibbling.”

= The next day, the Nebraska state
legislature (unicameral) unanimously
adopted a resolution charging the
Omaha hearing is “an unwarranted in-
trusion by the federal government into
the freedom of broadcasting and the
affairs of this sovereign state.” The
resolution, introduced by Sen. William
Moulton of Omaha, was passed 39-0.

The legislature resolution said the
hearing was scheduled by the FCC
“without just cause or reason.” Copies
were sent to President Kennedy, the
attorney general, all members of the
Nebraska congressional delegation and
the FCC.

= Meeting in Athens Wednesday, the
Georgia Assn. of Broadcasters said it
is “unalterably opposed to the FCC in-
vestigation of qualitative services of
local television in Omaha or in any

other city unless there are compelling
and spontaneous demands emanating
from the general public.” GAB said
that such hearings constitute an “auto-
matic indictment” against the stations
involved and presupposes the stations
are guilty of not performing in the pub-
lic interest.

The attendant publicity, particularly
in competing media, creates the im-
pression of wrongdoing and far out-
weighs any positive results, the Georgia
broadcasters charged.

= At the same GAB meeting (see
story, page 86) Stephen Labunski, vice
president-general manager of WMCA
New York, said the FCC has prepared
for the “broadcaster fry in Omaha” by
soliciting testimony from “vigilante
committees” of unrepresentative wit-
nesses for hearings on local program-
ming.

Some Difficulty » Commissioner Ford
said the FCC has held [in Chicago] and
proposes to hold [in Omaha] hearings
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indenver

The list of victories by KLZ-TV always has been
impressive, but nothing compares with its most
recent defense!

The November ARB showed KLZ-TV is in first
place — ahead of all competition in every
“Broad Day Part’’ time bracket from sign-on to
sign-off, seven days a week. Never before has
a Denver television station received such a
large share of the total television viewers.
KLZ-TV has 17 of the top 20 programs in Den-
ver! These include the highest rated news —
morning, afternoon and night; the highest
rated weather and sports; the highest rated
network program; the highest rated syndicated
program!

The winner, and still champion as the best
television buy in Denver — KLZ-TV!

ceBs @ DENVER

TELEVISION ,
TIME-LIFE BROADCAST INC.

Represented nationally by the Katz Agency. Inc.



(so is all of Cleveland)

WBZ . WBZ-TV BOSTON « WINS NEW YORK « WJZ-TV BALTIMORE « KYW « KYW-TV CLEVELAND
KDKA « KDKA-TV PITTSBURGH - WIND CHICAGO - WOWO FORT WAYNE « KPIX SAN FRANCISCO




Mike Douglas and Dr. Frank Baxter, Rudolph
Bing, Vivian Blaine, Joe E. Brown, Pat Carroll,
Dagmar, Arlene Dahl, Linda Darnell, Denise
Darcel, Yvonne DeCarlo, Johnny Desmond, Billy
DeWolff, Mike DiSalle, Mrs. Cyrus Eaton, Dr.
Bergen Evans, Joe Garagiola, Dody Goodman,
Dick Gregory, George Jessel, Helen Hayes, Ben
Hecht, JTames Hoffa, Julius LaRosa, Art Linkletter,
Sammy Davis, Jr., José Melis, Louis Nye, Pat
O’Brien, Dennis O’Keefe, Frank Parker, Drew
Pearson, Carmel Quinn, Jackie Robinson, Richard
Rodgers, Maxie Rosenbloom, Walter Slezak, Dr.
Benjamin Spock, Jan Sterling, Jack Teagarden,
Dr. Edward Teller, Forrest Tucker, Vivian Vance,
Margaret Whiting, Henny Youngman.

They’re only some of the nationally known
participants appearing on The Mike Douglas
Show, a Cleveland daytime television program seen
live Monday through Friday for 90 minutes on
KYW-TV. Some of them have done week-long
co-host shots. All have had a chance to take part

in discussions, to interview other guests and studio
audiences, to express their own opinions.

Cleveland really has something to be excited
about! The Mike Douglas Show is big on enter-
tainment. It’s big on public information. It’s big
on current, topical, and provocative content. And
it’s locally produced.

What KYW-TV is doing in Cleveland reflects
the WBC group as a whole. Westinghouse stations
are encouraged to create exciting, local television
programs to supplement their network schedules.
Like the unique pantomime of Lorenzo and His
Friends in Baltimore. The John Reed King Show
every morning in Pittsburgh. The crime documen-
tary series, Works of Darkness, in San Francisco.
Live telecasts of Cleveland Symphony and Cleve-
land Play House performances. Boomtown, from
Rex Trailer’s “ranch” in Boston.

Such programs arouse community interest.
They demonstrate daily the fact that community
responsibility evokes community response.

WESTINGHOUSE BROADCASTING COMPANY, INC.©e®



Commissioner T. A. M. Craven,
who is due to step down from the
commission Thursday when he
reaches the retirement age of 70,
will be honored by his colleagues
at two affairs this week.

He will be the guest of honor
Tuesday (Jan. 29) at a luncheon
given by the commission’s engineers.
On Thursday, (Jan. 31) he will be
feted at a reception given by the
commission for the entire staff, in
the reception room at the FCC.

The commissioner, who is five
months short of completing his sec-
ond seven-year term (his first was
1937-1944), will be succeeded by
Kenneth Cox, now head of the

FCC plans parties for departing T.A.M. Craven

Broadcast Bureau. But he will stay
on beyond Thursday if the Senate
doesn’t confirm Mr. Cox by then
(see story page 61).

Although he is leaving office as a
commissioner, the veteran official
will continue to serve the commis-
sion as a consultant on space com-
munications and will attend the
Geneva conference on allocation of
communications satellite frequencies.

Two of his assistants will also re-
main with the commission. Fred
Heister, his engineering assistant, is
moving into the new Office of
Satellite Communications. Robert
Koteen, his legal aide, has been as-
signed to the general counsel’s office.

in local areas, not on specific renewal
applications, but more in the nature of
an inquiry to give citizens an oppor-
tunity to testify concerning their likes
and dislikes concerning local tv stations,
Now, if we conduct hearings of this
kind without any specific object in mind
we run into some difficulty,” he said.

“In our program policy we charged
the station with the specific responsi-
bility of conducting a continuous sur-
vey of the needs of the community. We
specifically refrained from telling him
how to do it. For us now to go into
an area and conduct a hearing in which
we develop on our own the needs of
that community would seem to require
us to exercise a judgment on . . . what
should or should not have been broad-
cast.”

Commissioner Ford said that then
the FCC has taken over the functions
of the licensee “and is doing what he
should do, . . . By this course, I fear
there is great danger of us stepping out
of bounds in an excursion into areas
properly reserved to the broadcaster
himself.”

He said the FCC should not impose
its evaluation of programming needs
and facts on the local broadcaster.
Commissioner Ford, a Republican
whose term on the FCC expires in June
1964, was one of three commissioners
to vote against holding the Omaha hear-
ing (BROADCASTING, Nov. 26, 1962).
He did not participate in the 5-1 de-
cision to hold the first local tv program-
ming hearing in Chicago last spring.

Commissioner Ford made his com-
ments on the local tv hearings in an
address last week before the National
Religious Broadcasters convention in
Washington. He also hit the proposal
to adopt the NAB code into the FCC
rules and promised official clarification
of the staff’s role in questioning renewal
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applications (see page 87).

Basic Grievance ® In a speech tele-
cast live by KMTV (TV) Omaha, Gov.
Collins told the Nebraska association
that he has a “basic grievance I wish
to express . . . against the FCC.” The
hearing in Omaha “is not in the best
interests of broadcasting, is not in the
best interests of the public, is not good
government,” he charged.

The Omaha stations do not require
a government-sponsored hearing to tell
them what the people of Omaha want
or need, he said. “With no importun-
ing from any known source, the FCC
decided to put these stations on the
mat by holding this hearing . . .” the
NAB president continued. “The effect,
of course, has been to suggest failure
where there has been success, to im-
pugn the motives and efficiency of the
management of these stations where
there has been full confidence, to cre-
ate doubt where there has been faith,
to divert the personnel and resources of
these stations from their broadcast
duties to the development of defenses
against unknown charges and implied
wrongs.”

He charged this is irresponsible and
meddling government, “It is govern-
ment poaching on lands properly de-
voted to free enterprise, hoping to flush
some unknown bird it can shoot down,
but feeling that whether it finds any
bird or not it can reap public favor just
by openly hunting for one.” Gov. Col-
lins made these demands:

“We demand that the FCC cease its
efforts to govern by harrassment—by
needling, by nibbling—directed indis-
criminately against all broadcasters.

“We demand that the FCC . . , stop
impugning, and embarrassing and
handicapping the mass of good broad-
casters for what may be the sins of a
very few.”

He said he is greatly concerned about

the indirect consequences of the
Omaha-Chicago hearings—the overall
effect on freedom of communications.

Labunski Yiews = Mr. Labunski said
the FCC gives distinction to the narrow
and almost universally critical views
about popular media by its apparent in-
ability to distinguish between the people
and spokesmen. The latter are “petu-
lent and unyielding” and in attacking
radio and tv, “march forward into bat-
tle unversed, uninformed, unsophisti-
cated and undaunted.”

He charged the “FCC encourages the
proliferation of these fiying squads by
staging public hearings and inviting
groups to gather up their complaints
and come forth.” This policy, he said,
is contrary to frequent FCC announce-
ments that its role is to protect the pub-
lic interest against imbalance and tur-
moil which result from the activities of
special interest groups.

“When it comes to something like
the upcoming broadcaster fry in Oma-
ha, what does the FCC do?” Mr. La-
bunski asked. “It sends letters to groups
urging them to catalogue their gripes
and, presumably, to bespeak the inter-
ests of the community as though the
views expressed by officials of the Camp
Fire Girls or Alcoholics Anonymous
[two organizations the FCC contacted
about the Omaha hearing] could be
readily equated with the broad public
interest.”

Just 10 days ago, the Nebraska Assn.
of Broadcasters adopted a strong resolu-
tion of its own condemning the Omaha
hearing (BROADCASTING, Jan. 21).

Hearing Preparations » The hearing
starts at 10 a.m. this morning with the
FCC’s newest member, E. William
Henry, presiding. Walter Daniels of
the Omaha Area Council of Churches
is the first of 135 public witnesses
scheduled to testify.

WOW-TV will present its case ahead
of the other two Omaha stations with
KETV (TV) and KMTV (TV), fol-
lowing in that order. Four WOW-TV
witnesses will begin testifying either late
this week or early next week. They are
Payson Hall, president of licensee Mere-
dith Publishing Co.; Frank Fogarty,
vice president-general manager; Al Lar-
son, WOW-TV manager, and Bill
McBride, program director.

KMTYV said that Commissioner Hen-
ry has accepted an offer of “equal
time” to reply to Gov. Collins attack
and that the commissioner will devote
his opening statement this morning to
outline the purpose of the hearing and
to answer the NAB president. This,
too, will be carried live by KMTV,

WOW-TV will tape the entire hear-
ing and will telecast up to 90-minute
excerpts each day., KETV and KMTV
plan to cover the proceedings in regu-
lar newscasts,
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5 million families just like yours

C. J. Grayson, plantation owner, banker,
ginner, and cattleman, in Fort Necessity,
Louisiana, is president of the Northeast
Louisiana Power Cooperative at Winnsboro.

Mrs. Robert Renget, farmer’s wife and mother
of three, has been a director of Corn Belt
Electric Cooperative, Inc., Bloomington,
lllinois, for the past six years.

Dr. B. W. Gibbs, a dentist in Star City,
Arkansas, finds time to be a member of the
board of locally owned C & L Rural Electric
Cooperative Corporation at Star City.

operate their own rural electric systems

A .
Fred Schones operates his own barber shop
in Selfridge, North Dakota. He also serves on
the board of Mor-Gran-Sou Electric Coopera-
tive, Inc., with headquarters at Flasher.

These six consumers are the kind of
people who own and operate Amer-
ica’s Rural Electric Systems. They
are typical of the rural people who
found it necessary to join with their
neighbors, borrow money from the
Rural Electrification Administration,
and build their own electric power
systems to get electricity.

BROADCASTING, January 28, 1963

Milton B. Scott, partner in a general store in
Pinetops, North Carglina, is also president of
the board of Edgecombe-Martin County Elec-
tric Membership Corporation at Tarboro.

The REA doesn’t own or operate a
mile of line. It acts only as a banker
whose job it is to make and collect
loans and interest. Ownership of
America’s 1,000 rural electric sys-
tems rests solidly with the five million
families—the 20 million people they
serve. They’re as local as your newspa-
per and as private as your signature.

R ™y e

L el N
Jack Zavadil, editor of the weekly newspaper
at Humphrey, Nebraska, is a member of the

board and treasurer of the Cornhusker Public
Power District at Columbus.

AMERICA'S
RURAL
ELECTRIC
SYSTEMS

Owned and operated by people they serve
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CLEAN SWEEP OF RULES, REFEREES?

Top lawyers start a drive to rewrite Communications Act,
scrap FCC, create new agency to regulate tv and radio

The FCC and the Communications
Act under which it lives are overdue for
a thorough overhaul, according to a
series of four monographs prepared
under auspices of the Federal Com-
munications Bar Assn.

It’s time to make drastic changes in
the commission’s structure and to bring
the communications law in line with in-
dustry and technological progress, the
monographs recommended in perhaps
the most thorough and sweeping indict-
ment of federal regulatory processes
within memory,

Recommendations were made by a
nine-man committee named June 26,
1962, to investigate all aspects of the
commission’s performance, Heading
the committee is Leonard H, Marks,
long active in FCBA affairs.

Experienced Critics ¥ Other mem-
bers of the committee are longtime prac-
titioners before the FCC who know its
problems and what is needed to resolve
the confusion, delays, censorship, in-
congruities, inconsistencies and inequi-
ties said in the monographs to charac-
terize the commission’s history. They
are Fred W. Albertson, Philip G.
Loucks, Edward P. Morgan, W. Theo-
dore Pierson, Harry Plotkin, William
Porter, Reed T. Rollo and J. Roger
Wollenberg,

The committee’s report had not been
acted on by the FCBA’s executive com-
mittee prior to the Friday (Jan. 25)
annual meeting of the association. The
executive committee at a mid-January
session is understood to have defeated a
motion to submit the monographs to
the FCBA membership prior to a pro-
posed two-day membership meeting at
which the proposals could be reviewed.

At the Friday afternoon meeting it
was expected the study committee’s
monographs would be discussed though
there 'was no assurance that it would
be placed on the official agenda (see
story in AT DEADLINE, page 9).

No matter what happened Friday
there was a feeling in FCBA’s mem-
bership that it had on its hands the
hottest and most provocative FCC
scolding in the association’s history
plus a set of significant recommenda-
tions meriting serious study on Capitol
Hill, at the commission, around the in-
dustry and among communications at-
torneys.
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Summed up, the monographs recom-
mend:

m A regulatory siructure replacing
the FCC and based on horizontal seg-
ments consisting of an administrator, a
communications court resembling the
tax court and a five-man policy-making
commission. This monograph was writ-
ten by Mr. Marks.

» Removal of Sec. 315 (equal-time
and political rules) from the law. Writ-
ten by Mr. Loucks.

» Amendment of Sec, 326 (program
control-censorship) to ban FCC evalua-
tion or judgment as to the public in-
terest in the composition, nature or
character of programs transmitted by
broadcast stations. Written by Mr. Pier-
son.

s Complete modernization of com-
mon carrier regulation, now based on
interstate commerce policies of past dec-
ades. Written by Mr. Rollo.

The Marks committee's report and
monographs were based on FCBA'’s call
for a study of FCC rules and the law
“to determine whether or not it might be
appropriate either (1) to draft new
legislation relative to the regulation of
the communications industries by a fed-
eral agency; (2) to amend the present
law and the rules and regulations pur-
suant thereto; or (3) to recommend that
nothing be done with respect to this
matter.”

The committee reported it also felt
“consideration should be given to the
theory of comparative hearings or al-
ternative methods of determining con-
flicting claims on applications for fre-
quency assignments; for the enforce-
ment of the provisions of the law, and
for the concept of the administration
of the law by the executive branch as
compared to its administration by a
commission as an extension of congres-
sional authority.”

Monographs were prepared by indi-
vidual committee members, it was em-
phasized in an introductory statement,
which added, “The committee decided
that its functions could best be carried
out by calling attention to the short-
comings of the Communications Act
and by stimulating discussions on these
vital topics.

“These reports are merely the first
step in a process of careful and delib-
erate consideration and discussion by

members of the bar and other interested
parties on the subjects outlined. All in-
terested parties, private and public, are
invited to give these monographs careful
attention and to submit their view-
points.”

The committee’s recommendation, not
acted on by the FCBA executive com-
mittee, proposed that at some future
date an open meeting be held for mem-
bers of the federal communications bar.

An important beginning based on
serious study has been made, the Marks
committee believes. Now members are
awaiting reaction.

Following are resumes of the four
monographs, containing the reasoning

Leonard H. Marks
A new regulatory agency—administra-
tor; review court and policy board.

behind the separate reports and pre-
senting detailed recommendations.

The Marks recommendations recalled
the report of James M. Landis to then
President-elect Kennedy in December,
1960. This report called the FCC “a
somewhat extraordinary spectacle,” not-
ing that while the FCC had “consider-
able technical excellence,” it has “drifted,
vacillated and stalled in almost every
major area,” Dean Landis said it
seemed “incapable of policy planning,
of disposing within a reasonable period
of time the business before it, of fash-
ioning [effective] procedures . . .”

The report recalled that most stu-
dents of commission history would
agree at least in part with the Landis
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conclusions though they are in agree-
ment as to cause or cure.

Weak Processes = After reciting ef-
forts of the last three decades to reform
administrative processes, the Marks re-
port noted the weaknesses of these pro-
cesses and the FCC’s recognition of its
own problems when it retained the
Booz-Allen & Hamilton management
survey organization. This agency rec-
ommended that the FCC use its powers
to delegate additional functions to a re-
view board as a way to save time in-
volved in routine procedures.

While some start was made by the
FCC in implementing the recommenda-
tions, including addition of an execu-
tive director, the Marks report suggested
partial structural reform “will not
eliminate the basic causes of the com-
mission’s inability to function effec-
tively.”

The commission’s most important
duty, the report continued, “is to create
broad standards and policy for com-

clear channel proceeding, the new freeze
is an attempt to repair conditions
which have been permitted to grow
because of the inability of the commis-
sion to decide upon standards and poli-
cies before the evils were created or
became difficult to remedy. The Booz-
Allen report makes clear that it is in
areas such as this that the commission
has been deficient.”

Not only does the FCC lack time and
organizational support to develop na-
tional communications policy and carry
out long-range planning in a fully effec-
tive manner, Mr. Marks said, but “this
is true not only in the am field but also
in television as well.”

Uhf ‘Debacle’ = And the report re-
cited in sharp terms the FCC’s uhf ac-
tions, which the Landis report had
called a *“debacle.” The Marks report
explained:

“Poor planning by the commission
resulted in the establishment of television
in the vaf even though it was clear to

and adhere to policy. There are many
other examples of inability to act in a
forceful and prudent manner which
need not be recited here.”

The Marks report cited congressional
pressures “which, while always vigorous
and vocal, are not always consistent.
One committee would belabor the com-
mission for its failure to deintermix uhf
and vhf, while another would press the
commission into agreeing to stop dein-
termixture. The commission has been
investigated for discriminating against
newspaper owners, while it now faces
investigation because newspaper owners
are allowed to be station licensees.”
Congress, it was suggested, expressed
itself through many divergent individual
voices instead of through enactment of
laws.

Yet the basic problem is not one of
congressional interference, individuals
or political philosphies, the Marks re-
port suggested. He put the problem
this way:

W. Theodore Pierson
Censorship language must be revised
to limit FCC’'s program controls.

munications media by radio and wire.
. .. Clearly defined policy is necessary,
t..erefore, for the rational development
of service to the public and for the ad-
ministrative implementation of the act
in particular licensing or adjudicatory
proceedings.”

At this point the Marks report ob-
served bluntly, “In the am field, the
commission has floundered intermin-
cbly.” In support it referred to the dec-
ade-long clear channel proceeding and
the fact that “no final steps have as yet
been taken to effectuate it.”

On top of that, the report said, “Even
as the commission is about to embark
on the implementation of the clear
channel decision, it has now established
a new freeze on am grants. Like the
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Philip G. Loucks
The equal-time and political clause
should be taken out of the law.

all that these frequencies would be in-
adequate for a nationwide television
system. By the time steps were taken
to use the uhf, the problem of incom-
patibility had become too severe to per-
mit either a transition from vhf to uhf
or a complementary establishment of
the uhf portion of the spectrum along-
side the vhf.

“The commiission still vacillated and
took no steps to remedy the situation.
The proposal for mandatory all-channel
television receiver legislation was not
made until recently although it was
clearly essential to any chance of suc-
cess of intermixture of uhf and vhf.

“The ‘on again-off again® policy with
respect to deintermixture was a contin-
uation of the same incapacity to create

Reed T. Rollo
Common carrier regulation is out of
date and must be completely revised.

No Policy Staff = “The prime cause
of the failure of the commission to per-
form well in the field of policy making
is that the commission does not have
the time or the staff to create sound,
broad policy while it administers the act
(Communications Act) at the same
time. The Landis report, the Hector re-
port (Problems of the Civil Aeronautics
Bureau and Independent Legislatory
Commissions by Louis J. Hector, Sept.
10, 1959, Memorandum to the Presi-
dent) and the Booz-Allen report, among
others, all make clear that the largest
portion of the time of an agency such
as the FCC is taken up with deciding
administrative, prosecutory and execu-
tive matters,

“The detailed Booz-Allen report
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makes clear that the greatest part of
the agenda of the commission’s busi-
ness is taken up with such matters.
When there are added to this work the
adjudicatory functions the agency now
has, it is fully understandable why the
policy making and rulemaking functions
of the commission have broken down
and why the commission cannot ade-
quately dispose of pending problems,
let alone forecast and explore solutions
to problems still on the horizon.”

Of the three administrative studies,
the Booz-Allen and Landis reports
would keep the existing framework and
delegate administrative and executive
authority to subordinates of the com-
mission; the Hector memo would abol-
ish many agencies and transfer their
functions to the executive and to courts.

But the Marks report stated, “The
committee is of the view that the com-
mission should be retained as a policy
making body but that its administra-
tive and enforcement functions should
be transferred to anindependent admin-
istrator and its adjudicatory functions
should be transferred to a special ad-
ministrative court.”

To do this, it was explained, would
require “carefully drafted amendments
to the organic statute.”

Following are the texts of the Marks
report comments on its concept of a
communications administrator, com-
munications court:

The Communications Administrator

“Many of the commission’s adminis-
trative and enforcement activities would
be much more efficiently handled under
the supervision of a single executive. As
a matter of political theory and pragma-
tic experience, multiple-party executives
are inefficient and constitute basically
devices for obtaining inaction rather
than action. The task force of the first
Hoover commission said:

‘The common experience is that
groups are better fitted for judgment
and decision than for the execution of
large-scale operations.

‘The very qualities which make these
agencies valuable for regulation, espe-
cially group deliberation and discussion,
make them unsuited for executive and
operating activities. The work of day-
to-day regulation and decision and the
related supervision of staff fully occu-
pies most of the commissions and over-
taxes the capacity of some of them...

‘Ordinarily, we believe, such operat-
ing functions should be placed in the
regular departments where they may be
carried out under the direct executive
supervision and responsibility. This is
more consistent with the structure of
our government and with the position
of the President as chief executive.”
Task Force Report 30 (1949).
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“The committee believes that the
communications administrator must
have a position of independent stature.

“He should be appointed by the
President with the advice and consent
of the Senate but be subject to removal
by the President at pleasure.

“The communications administrator
would take over the myriad of individu-
al day-to-day functions of licensing and
enforcement which do not involve ad-
judicatory hearings on the one hand, or
the adoption of general rules or policies
on the other. In short, it would be the
administrator’s duty to carry out the
provisions of the Communications Act.
He would have much of the discretion-
ary authority now exercised by the com-
mission but he would be bound to carry
out all commission policies and rules
adopted under the act. Since the com-
mission’s policies and rules would be
administered by an administrator inde-
pendent of the commission, the com-
mission would be encouraged to be
comprehensive and articulate in its rule-
making pronouncements.

The Communicatiens Court

“The adjudicatory functions now
exercised by the commission would be
conferred upon a new administrative
court patterned after the tax court.
The judges would be appointed by the
President with the advice and consent
of the Senate and would have long
terms (at least 12 years) to assure their
judicial independence. They would sit
individually but review by the entire
court might be provided in matters of
unusual importance. Appeal would lie
to the court of appeals as is now the
case with FCC cases.

“The idea for an administrative court
is not a new one. The 1955 Hoover
commission and Mr. Hector, among
others, have both recommended the
establishment of such a court. Three
main reasons exist for the establishment
of such a court. The first is that it
would meet some of the objections of
those who feel that the combination of
administrative and prosecutory func-
tions in an agency is objectionable. It
is unnecessary to repeat here the argu-
ment over this question that has gone
on for over two decades, A student of
the administrative process recently said:

‘It bears emphasizing that there is
nothing sacrosanct about the union of
prosecuting and adjudicatory functions
in one agency. The union was not re-
ceived on Mount Sinai; it is merely an
experiment in government, and a com-
paratively recent departure at that.
See Berger, Removal of Judicial Func-
tions from FTC to a Trade Court: A
Reply to Mr. Kintner, 59 Michigan Law
Review, 199, 202 (1960).

“Whete other advantages will flow

from such action as well, the separation
of adjudicatory and rulemaking and
prosecutory functions is clearly desir-
able. Congress has attempted to meet
this separation of functions problem
but has compromised and satisfied no
one because all of its attempts have
been within the framework of the exist-
ing structure of the commission. Once
a true separation by reason of a change
in structure is adopted, the temporizing
and compromise may be abandoned.
The new communications court, made
up of jurists, would function and act
like a court, consulting with no one but
its own employees involved solely in
judicial functions. The problem of im-
proper ex parte contacts would be as
exceptional as it is with other Federal
courts.

“The second reason for transferring
the adjudicatory functions of the com-
mission to a court is to improve the
nature of the institutional decision by
which decisions are now made by the
commission. Because it lacks the time,
professional background, and perhaps
the inclination, the commission has
never been able to decide cases as
judges, but has insisted on the institu-
tional approach which places study of
the record and the opinion writing in
a staff which necessarily rationalize re-
sults previously arrived at by the com-
missioners, . . . Dean Landis states in
his report (pp. 19-20):

‘Generalizations as to the organiza-
tion of administrative agencies are not
only difficult but dangerous to make.
One generalization, however, can safely
be made. Unlike the judges of the fed-
eral judiciary, members of administra-
tive commissions do not do their own
work. The fact is that they simply can-
not do it. In adjudicatory matters, the
drafting of opinions is delegated to
opinion writing sections or assistants so
that the rationalization upon which a
purportedly informed decision rests is
not truly their own. . . . But worse than
this, it is a general belief, founded on
considerable evidence, that briefs of
counsel, findings of hearing examiners,
relevant portions of the basic records,
are rarely read by the individuals theo-
retically responsible for the ultimate
decision, It is difficult for them to do
otherwise, for as the analysis of the
work load of one commissioner indi-
cated, he had to make a decision during
his work-day every five minutes, or as
another commissioner recently testified,
he made 18,000 decisions in five years.
The fact is that delegation on a wide
scale, not patently recognized by the
law, characterizes the work of substan-
tially all the regulatory agencies and
certainly all the major ones. Absent
such delegation, the work of these agen-
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cies would grind to a stop.”

“There is no doubt that these obser-
vations properly describe the Federal
Communications Commission.

“A concomitant of the institutional
decision is the failure of the Federal
Communications Commission to estab-
lish adequate standards or criteria for
reaching decisions in quasi-judicial pro-
ceedings. This is not a new failing, but
has existed throughout the life of the
commission. See Final Report of the
Attorney General's Committee on Ad-
ministrative Procedure 469 (1941).
Unfortunately, the situation still exists
and there does not appear to be any
reason to assume it will end. Despite
the multitude of cases in the broadcast
field, Dean Landis said in his 1960 re-
port {(p. 53):

“In broadcast license cases no criteria
for decision have evolved. True, criteria
of various different kinds are articulated
but they are patently not the grounds
motivating decision. No firm decisional
policy has evolved from these case-by-
case dispositions. Instead the anony-
mous opinion writers for the commis-
sion pick from a collection of standards
those that will support whatever deci-
sion the commission chooses to make.”

“Other leading critics have agreed
that the commission’s comparative proc-
esses have become an elaborate ritual
in which the criteria used obscure rath-
er than serve the decisional process.
Friendly, The Federal Administrative
Agencies: The Need for Better Defini-
tion of Standards, 75 Harvard Law Re-
view 1055, 1964 (1962); Jaffe, The
Scandal in Tv Licensing, Harpers Mag-
azine, September 1957.

The establishment of an administra-
tive court made up exclusively of law-
yers should be a step toward a sclution
to the problems created by the failure
of the present commission to establish
adequate decisional criteria. While con-
cededly the questions presented in a
comparative licensing proceeding may
involve the exercise of more discretion
than may sometimes be presented to
courts of law, they are not so different
from the problems presented in equity,
in patent and trademark law, in surro-
gates court, in the divorce court, or in
the children’s court so as to make it
impossible for adequately defined cri-
teria to be established for the disposi-
tion of comparative licensing proceed-
ings. If the Commission were deprived
of the power and relieved of the bur-
den of deciding individual cases, it
could devote itself to establishing mean-
ingful criteria on an objective basis.
And it would be reasonable to expect
the court to apply the criteria in a man-
ner which would make precedents
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meaningful.

“It is the hope of the committee that
the communications court would be
given a mandate to make full use of
modern pretrial procedures, including
discovery, depositions, interrogatories,
and motions for summary judgment or
to dismiss, which have contributed
greatly to the efficiency of the Federal
courts,

“The unconscionably lengthy records
now made in commission proceedings
should become a thing of the past, both
as a result of pretrial procedures and
as a result of the elimination of irrele-
vant matters which have been included
because hearing examiners never know
when a seemingly irrelevant matter will
be accorded decisional significance by
the commission. The communications
court would establish its own precedents
as to relevance and materiality with any
guidance laid down by the statutes or
commission rules.

“Finally, the creation of an adminis-
trative court would take from the com-
mission or whoever is exercising admin-
istrative and policy-making functions a
burdensome task which takes so much
time and which subjects the commis-
sion to pressures it finds difficult to re-
sist because of the almost daily inter-
change of views with the industry and
Congress on the part of commissioners.
The Booz-Allen report (p. 51) supplies
the details with respect to the extent to
which adjudicatory functions take up
a major portion of the commission’s
time. Where all the other advantages
to be obtained from the creation of an
administrative court exist, the additional
advantage of leaving the commission’s
rulemaking functions unhampered by
the workload of adjudicatory problems
justifies completely the establishment of
an administrative court.

“All adjudicatory hearings held pur-
suant to the Communications Act
would take place in the communications
court and the communications adminis-
trator would appear as an interested
party in all such hearings. The admin-
istrator would have the responsibility
for instituting hearings before the court
on his own initiative or on request of
private parties. Where the administra-
tor refuses to institute a hearing, an
interested party would have an appeal
to the court of appeals just as is now
the case where the commission refuses
to hold a hearing.”

The Commission as a Policy-Making
Agency

“While the committee recognizes that
there is much respectable opinion sup-
porting total abolition of administrative
agencies as bipartisan bodies and trans-
fer of their policy-making powers to a

single administrator, it is our view that
this solution would not be desirable in
the communications field. In light of
the variety and complexity of the pol-
icy problems which are present in com-
munications regulation, it is believed
that the broad policy-making functions
should remain in the hands of a biparti-
san commission made up of at least five
persons.

“The decisions which would have to
be made by such a commission have
many political aspects, if not overtones.
The adoption of rules allocating fre-
quencies, governing political broadcasts
under Sec. 315 of the Communications
Act, establishing criteria for preference
in comparative proceedings and estab-
lishing eligibility of carriers to hold
stock in the new communications sat-
ellite corporation are illustrative, In the
common carrier field, ratemaking stand-
ards and policies would be laid down
by the commission and the lawfulness
of particular rates would be adjudicated
by the communications court on the
administrator’s initiative.

“The Congress and the public have
more confidence in the policies which
are formulated if it is felt that these
policies are being created only after
views of those with differing philoso-
phies are considered. Congress has
shown itself in the past more willing to
confer policy making powers on such

a bipartisan agency than upon the ex-
ecutive,

“It is hoped that the role of the com-
mission as an agency independent of
both the Congress and the executive can
be strengthened. The commission
would, however, continue to be respon-
sive to popular will through appoint-
ment of its members by the President
with the advice and consent of the Sen-
ate on staggered terms (although such
terms might well be lengthened to ten
years if a five man commission is util-
ized), and through the power of Con-
gress to override commission policy de-
cisions by legislative enactments.

“Most of the vexing problem of im-
proper ex parte communications would
be eliminated with the transfer of ad-
judicatory functions to an administra-
tive court, There will remain the prob-
lem of borderline rulemaking proceed-
ings like that involved in the Sangamon
case (Sangamon Valley Television
Corp. v. United States, 106 U, S. App.
D. C. 30, 269 F. 2d 841). Also re-
maining is the more general guestion
as to the extent to which, as a matter
of policy, it is desired to conduct rule-
making proceedings generally in a man-
ner which will permit maximum expo-
sure of opposing viewpoints through
making all communications to the com-
mission or its members part of a public
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record. See Note, 73 Harvard Law Re-

view 1178, It is believed that no rigid

statutory determination of this question

should be attempted at this time. It

should be left to commission determi-

nation on an ad hoc basis.”
Summation

“This committee believes that the ad-
judicatory and administrative functions
of the Federal Communications Com-
mission should be reassigned to a com-
munications court and a communica-
tions administrator, respectively, and
that a bipartisan commission of at least
five members should be retained for
policy-making and rulemaking func-
tions.”

The Loucks report listed three diver-
gent problems involved in Sec. 315
(political) in urging that it be abol-
ished:

I—The public interest in an in-
formed electorate;

2—The private interest of a political
candidate in obtaining public exposure
as an important aid to campaigning,
and

3—The public interest in freedom for
mass communicators.

Those who examine the problem
often say Sec. 315 is essential to pro-
tect the first two interests from the as-
sumed danger of an irresponsible ex-
ercise of freedom by the broadcaster,
the report said. But it added that such
persons should be aware of the absence
of underlying historical facts to sup-
port a conclusion that such a danger
exists to an extent which should over-
ride all other considerations.

(Sec. 315 is summarized this way in
the Loucks report: “In substance Sec.
315 requires a broadcast licensee who
permits a legally qualified candidate for
any public office to use his facilities to
afford equal opportunities to all other
such candidates for that office and fur-
ther provides that the licensee shall
have no power of censorship over the
material so broadcast.”)

The report points to a tendency to-
ward blind acceptance of Sec. 315 as
“a valid definition of public interest
upon the strength of a major premise
that an informed electorate is essential
to our system of government. While
we would be the last to challenge the
validity of this major premise, there is
a propensity to ignore the historical ac-
cumulation of circumstances destroy-
ing the remainder of the sometimes as-
sumed syllogism.

“History demonstrates that Sec. 315
has been restrictive rather than expan-
sive: its effect is neither to expand free
speech nor to increase the flow of po-
litical information to the public. Rath-
er, as a matter of practical necessity, it
has served to restrict and suppress the
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flow of information which might other-
wise have been made available to the
public.”

On the Contrary » The opposite ef-
fect is noted in the report, which said
the section has restricted and supressed
the flow of information which might
otherwise have been made available to
the public.

Roundtable discussions and debates
are often impossible during an election
year where there are a number of can-
didates for the same office since they
would be unwieldy if too many were
involved, the Loucks report explained,
and stations often have been unable to
present discussions of leading political
issues by candidates because one hour
granted one or two candidates “~av
proliferate into a total of 10 or 20
hours” granted to obscure candidates.

The recent Cuban crisis, it was
added, confronted stations with a Sec.
315 problem in interviewing incumbent
Congressional leaders about the situa-
tion. Such interviews in an election
year would have opened the door for
demands for equal time from opposing
candidates.

And this problem was recited in the
report: “While the 1960 amendments
to Sec. 315 were intended to give
greater scope and flexibility to broad-
cast stations by exempting boma fide
newscasts, documentaries, on-the-spot
coverage of news events, panel shows,
etc., recent interpretations by the com-
mission of these exemptions have indi-
cated a marked tendency to construe
them against the station and in favor
of the right of the complaining political
candidate to equal time. Thus, licen-
sees who thought they were clearly
within these exemptions, while broad-
casting information concerning impor-
tant political issues of the day, have
found themselves suddenly in the po-
sition of having to supply substantial
additional time to obscure and fringe
candidates.

“The net result is that attorneys hesi-
tate to recommend to stations that they
may rely upon the exemptions. Of
course, this is restricting the flow of
information to the public which the sta-
tions might otherwise make available to
the public.”

Narrow View = Here’s an anomaly
pointed out in the report-—a licensee’s
main duty is to the public under the
Communications Act, yet this Sec. 315
responsibility is not to the public but
solely to the candidate, resembling the
duties of a common carrier. A candi-
date thus has a personal private right
to use broadcast facilities and the ~+n-
didate’s remarks are “the only material
which may be broadcast over which
the licensee is not required to assume

responsibility for content.”

The Loucks report finds little basis
in fact or logic for such treatment of
candidates. The broadcaster as a li-
cense holder, however, is considered
qualified to select and reject messages
of non-candidates. “The candidate
may force his message upon the public
whether or not, in the broadcaster’s
judgment, the public needs or wants to
hear or view the candid~te’s »~ri=nlar
message,” the report said. “On the
other hand, the non-candidate is entire-
ly dependent upon the broadcaster’s
judgment as to the needs or desires of
the public for the non-candidate’s mes-
sage.”

Another anomaly is seen in the ban
on censorship of a candidate’s broad-
cast material. The report explained it
this way: “Once a political candidate
is entitled to equal time, he m-v then
use the station’s facilities and time for
any purpose whatsoever, including his
personal private business interests, sing-
ing folk music with a family hillbilly
band or reading the funny papers.
Neither calumny, ribaldry, scandal nor
adjudicated criminality may be re-
strained by the licensee if the speaker
is ‘a legally qualified candidate.””

Responsibilities = A broad:aster’s
duty in respect to controversial public
issues, it is stated, is to his audience,
so he owes it to his audience to pre-
sent all significant sides of the contro-
versy. However, the broadcaster may
choose those who speak with no obli-
gation to those rejected. The public,
through the FCC, can enforce its right
to be able to receive all sides but it's
up to the broadcaster to determine the
manner of presentation, according to
the report.

This argument is advanced: “We
can find no logical explanation for the
existence of the benefits conferred by
Sec. 315 upon political candidates ex-
cept that it is a unique, discriminatory
and unusual privilege sought by a class
of persons who had the power as legisla-
tors to obtain the privilege. In sum,
we believe that the unique private privi-
lege that Sec. 315 vests in the political
candidate adversely affects the public’s
interest in an informed electorate, is a
highly discriminatory provision and is
inconsistent with the principle of free
communicators striving in competition
to serve the public.”

Constitutional issues warrant a re-
examination of Sec. 315, the report
holds, denouncing the argument that no
freedom of speech restraints exist be-
cause the licensee has discretion to re-
fuse all candidates the use of his broad-
casting facilities and Sec. 315 merely
requires equal time to other candidates
if one is granted time. After all, the
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report said, the commission has often
indicated it would consider a policy of
arbitrary refusal by licensees to allow
candidates to use their facilities as
being against the public interest.

Mr. Pierson’s Views = In submitting
a change in Sec. 326 Mr. Pierson, ex-
pressing his own views as did Mr.
Marks and Mr. Loucks in their reports,
proposed the section be amended “in a
manner that would retain its present
provisions and, in addition, provide that
the commission has no power, duty or
function to directly or indirectly evalu-
ate or make judgments as to the public
interest in the composition, nature or
character of programs transmitted by
broadcast stations.”

{Sec. 326 provides: “Nothing in this
act shall be understood or construed to
give the commission the power of cen-
sorship over the radio communications
or signals transmitted by any radio sta-
tion, and no regulation or condition
shall be promulgated or fixed by the
commission which shall interfere with
the right of free speech by means of
radio communication.”)

In a lengthy philosophical discussion
of the premises and purposes of free-
dom of communications, the Pierson re-
port reminded that many liberties are
due to government constraits that pre-
vent such liberties from being destroyed
by private action, adding that the gov-
ernment must interfere in certain areas
of human activity. “Freedom is not a
thing to possess as an end in itself, but
a way of life to be valued and pursued
to ever new and changing ends,” it was
stated. “A government that exists by
the consent of the governed, if allowed
to interfere with freedom of communi-
cation, will always tend to repress the
unconventional and press the conven-
tional.”

The report continued, “Governments
of and by the people cannot substan-
tially employ political freedom for ma-
terial, intellectual and spiritual programs
unless government is denied the power
to interfere with the thoughts, beliefs
and communications of its people.”

Lack of Agreement = Mr. Pierson
said highly sophisticated experts can’t
agree to what extent Sec. 326 proscribes
the commission’s powers with respect to
broadcast programs, the controversies
centering around the words “censor-
ship,” “interfere” and “free speech.”
Avoiding a long treatise on these words,
he observed, “The commission and its
predecessor (Federal Radio Commis-
sion), in varying degrees have acted in
a manner that does constrain broadcast
communications and in a manner that is
incompatible with the basic concepts
and purposes of freedom to communi-
cate; hence, modifications of the statute
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are desirable in order to free this medi-
um from these constraints.”

First taking up applications for new
stations where a comparative hearing is
likely, the report said, “We doubt that
any lawyer experienced in practice be-
fore the commission can gainsay the
truth of the following statement: The
commission gives virtually no credit for
entertainment programs; it gives great
credit for educational and discussion
programs. Nor do we suppose he would
deny that he tells his clients as much
and that his clients normally respond
by proposing more of educational and

discussion and less entertainment pro--

grams than would otherwise be the case.
A substantial volume of programs that
are broadcast have such government
origins.

“With respect to such programs, the
licensee’s judgment was exercised, but
not to determine what his audience
wanted or needed but to determine
what the commission wanted or de-
manded.”

Only minor differences in program
proposals of comparative applications
are found, it was stated. “First, in the
great majority of cases, all will propose
the same network affiliation. But even
if they propose different ones, the
commission will not grant personal
credit or discredit for the network’s
programming. The applicants will sub-
scribe to the same or similar news
services and have available the same
sources of recorded program product.
They will have the cooperation of the
same local organizations, and each will
be analyzing the needs of the same
community.

“But the most conforming influence
of all is that each will have striven to
avoid an adverse finding by proposing
as many of the commission-favored pro-
grams as his opponents. To do otherwise
would be a deliberate adventure in
defeat. Thus, the very process itself
tends inevitably to equalize program
proposals, and the commission, left
with no differences, is bereft of a deci-
sional device.

“This inevitable result is supported
by more than its logic. Our research
demonstrates that in only an insignifi-
cant number of comparative television
cases has a comparison of program
credits been a principal premise of the
decision—and never the sole premise.”

After scanning arguments opposing
these views, the Pierson report cites
encouragement by the FCC of discus-
sion and educational programs but adds
that “man’s whole experience with the
problem of communication indicates
that the so-called ‘entertainment’ or
esthetic forms have been equally effec-
tive means. . . . Things that entertain

can and do teach, and often to teach,
one must entertain.”

The FCC uses a programming lever,
also, in renewal and transfer applica-
tions, the report said, continuing, “If
applications for renewal are filed and
the applicant does not show a signifi-
cant volume of programming in certain
selected fields, staff letters usually re-
sult, questioning the absence of such
categories in a manner that clearly
indicates  commission  disapproval.
While the degree of pressure varies
from case to case and from time to
time, it is frequently made quite clear
that the problems can be resolved by the
applicant’s modifying his proposals to
include significant programming in the
favored areas. Conversely, the impli-
cation is clear that costly delays and
even costly litigation will result unless
the favored programs are added.”

Lost Time ® Valuable time is lost
in transfer cases where favored categor-
ies of programs are subject to FCC
queries, with the same threats about
failure to conform, it was stated.

“None of these pressures or influ-
ences brought by the commission upon
the broadcaster to modify his program
proposals are necessary as an incident
to the commission’s performance of its
other duties under the act, unless pro-
gram control itself is a commission
duty,” the report held. “To say that the
commission has the duty to control
the programs of broadcast licensees is
to deny any meaning whatsoever to Sec.
326 or the First Amendment. More-
over, it substitutes constraint for free-
dom in broadcast communication.

“One puzzling justification for com-
mission consideration of program pro-
posals has been that it has some duty
under the act to weigh and consider
‘over-all programming.' This is said
not to be bad because the commission
does not deal with specific programs
but general and overall considerations.

“The puzzling thing is that if the com-
mission’s activity in this regard does not
result in a change in programming, it
is the most futile and burdensome ex-
ercise imaginable. If it does result in
a change in programming, it can only
be manifest through the individual
programs that stations will broadcast.
Thus, the term ‘overall programming’
is a cliche that makes no practical or
logical contribution to a determination
of the problems discussed here.”

The Pierson study calls the FCC’s
“balanced programming” concept an
alibi for program interference ‘‘justi-
fied because the commission has the
duty to achieve balance in each station’s
programming or should have [such] dis-
cretion. . . .” The report continues:

“Balance would seem on the surface
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CLEAN SWEEP OF RULES, REFEREE S ? continued e —

to refer to some proper mixture of
program types—entertainment, religion,
educational, agriculture, public affairs,
discussion, live, etc. In actual practice
we are witness to the fact that it has
been used to coerce licensees into
carrying types of programs the commis-
sion favors at the expense of programs
that it disfavors or favors less. The
fact is that the balanced program con-
cept where it has been applied has
generally been used to coerce stations
into carrying relatively unpopular pro-
grams at the expense of relatively popu-
lar programs. . . .

“It is our belief that a wide variety
of program types meeting a wide varie-
ty of interests and needs was intended
by the Communications Act in a man-
ner completely reconcilable with basic
concepts of freedom of communica-
tion through the device of requiring that
licensees compete with each other in an
attempt to accommodate the needs and
wants of the areas they serve. The more
extensive this competition becomes the
more balanced the response of the in-
dustry as a whole. The commission’s
interference with this natural process
can only abort the plan for broadcast
communications adopted by Congress
and conceived in accordance with basic
concepts of freedom of communication.

“We believe that the commission has
gone as far as it can go, consistent with
any acceptable concept of freedom of
communication, when it limits its func-
tion to promoting full, free and fair
competition, and to selecting licensees
who are demonstrably qualified by char-
acter and otherwise to search out and
be sensitive to the needs and interests
of the people served.

“We believe that it is possible and
quite proper for the commission to
require an applicant to show, as a mat-
ter of qualification, that he is equipped
in all respects to search out audience
wants and community needs and to
develop responses to what he finds and
chooses. But whether his choice of the
needs and wants to be served is proper

or his mode of response the most effec-
tive cannot be usurped by the commis-
sion without making a ridiculous sham
out of the concept of license freedom
and responsibility.

“That he cannot be trusted to make
these judgments without constant sup-
ervision and correction by the commis-
sion is to posit his irresponsibilty, not
responsibility. Our system would not
thus be based upon responsible licensees
but upon irresponsible licensees whose
weaknesses are offset by a bureaucracy
that is presumed to be responsible and
superhumanly prescient. If this is to
be our system, then, we believe it can-
not serve the purposes of freedom.

“We believe that the commission can
quite properly require that an applicant
demonstrate capacity to reach an in-
formed judgment, but the commission
should reserve to itself the right to
decide that his informed judgment was
right or wrong. That his judgment was
informed is enough. If it was wrong,
the corrective process of many judg-
ments being made by many licensees in
competition with each other will make
insignificant and short-lived the error of
one. On the other hand, commission
error in judgment is uniformly felt, and
there is no natural corrective process.”

Public Domain = The Pierson report
next took up the thesis that the govern-
ment must interfere with broadcast
communications because radio frequen-
cies are in the public domain and there-
fore should be less free than other mass
communicators. It said, “The truth of
the premise is subject to the caveat that
broadcast frequencies are created by
costly privately owned equipment and
would not, but for this private action or
substituted government action, other-
wise exist. But the argument as to
whether public or private property is the
real or principal source of this com-
munication medium is both unnecessary
and inconclusive. Regardless of who
‘owns the airwaves,’ it is a completely
new, unique and novel concept in our
system that freedom to communicate

FORD FROWNS ON CODE AS FCC POLICY

Sees virtue in self-regulation efforts of broadcasters

FCC Commissioner Frederick W.
Ford made a strong argument last week
against government adoption of NAB
codes on commercial continuity and
Omaha-Chicago hearings on local tv
programming (see page 38).

Speaking to the National Religious
Broadcasters in Washington Commis-
sioner Ford also promised more FCC
attention to its staff in the ‘‘sensitive
area” of letters to licensees on pro-
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gramming. (For full report on NRB,
see page 87).

“When industry develops a satisfac-
tory code for self-regulation, I think
it would be wrong for the commission
to take that work product and include
it in its own rules and regulations which
have the force and effect of law,” he
said. Such a course would undermine
the desire for self-regulation and it
would be more effective for a broad-

can only be allowed to those who shun
the public domain.

“The public ownership of parks, lec-
ture halls, auditoriums, legislative halls,
schools and streets has traditionally
been thought to require fewer restraints
upon individual liberty,  rather than
more. Indeed, the very purpose of many
expenditures of public funds is to facili-
tate and enhance freedom of inter-
course, not to debilitate it. We know of
no valid reason for now forsaking this
principle.  Moreover, the ‘distinction
between broadcasters and other mass
communicators is only one of degree,
since it is palpable that in our-complex
modern society, no mass communica-
tor can operate without using the public
domain in some manner or form.”

The technological scarcity argument,
the report said, is obscure if it is in-
tended to distinguish the broadcast com-
municators from others and in any case
there is substantial promise that tech-
nological scarcity “may be virtually
eliminated in the near future.”

As to the claim the FCC should ex-
tract detailed program promises from
applicants and then see they are per-
formed, all for the public benefit, the
report said, “The anomalous nature of
this proposition is evidenced from the
fact that the commission on many
occasions has emphasized that public
interests and needs are dynamic and not
static, that a broadcaster must constant-
ly and vigorously keep abreast of these
changing circumstances and that he
must program in response to such
changes. It is utter nonsence to say
that he can maintain this posture and yet
predict his programming for a period
of three years with the specificity re-
quired for an enforceable promise. We
believe that the promise-vs-performance
cliche has been a pure shibboleth for
program meddling and a rather ridicu-
lous one.

“We conclude, therefore, that no
valid excuse exists for the commission
to itself evaluate the public interest in
the composition of program proposals

caster to be sanctioned by his associates
than to “be condemmed or receive a
nasty letter” from the FCC, Commis-
sioner Ford said.

Present NAB radio code does not
provide for many radio stations which
must violate commercial restrictions
during given days or seasons to sur-
vive, he pointed out. For example, he
said, to enforce the code against day-
time stations in the northern U. 8.
during winter months or summer resort-
area outlets could cause their elimina-
tion.

Instead of adoption of the NAB codes
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or performance. Lacking such excuse,
such commission activity can only have
the discrete purpose of controlling the
proposals and performances. This very
activity not only implies that the broad-
caster is frequently irresponsible and
untrustworthy, but that political agen-
cies are always responsible and trust-
worthy. Neither proposition is true.
Each party is subject to human imper-
fections. Each has distractive interests
that on occasion abort proper action.

“If we accept these points as true,
it may still be asked, ‘Since each has
weaknesses of like kind, why let the
broadcaster control and not the com-
mission?” The answer lies, we believe,
in the overriding considerations: That
centralized control in the commission is
inconsistent with the premises and pur-
poses of freedom to communicate and
does not advance, but retards this na-
tion’s goal of a free, open, progressive
and diversified society of individuals
who, with a high standard of life, are
clothed in the dignity and blessed with
the happiness that freedom of thought,
belief and communications nurtures.”

An addendum to to the Pierson re-
port discusses objections and doubts
voiced within the committee on the
FCC'’s review of an applicant’s determi-
nation of audience wants and communi-
ty needs. Objection was made to “the
commission having this power” and
doubts *that it could be meaningfully
exercised unless coupled with review
of programming.” Mr. Pierson said
the commission should have the power
to review an applicant’s determination
of audience wants and community needs
so long as its activity does not involve
program review or substitution of com-
mission for licensee program judgment
results.

The Pierson subcommittee, which in-
cluded Mr. Loucks and William J.
Dempsey, was critical because the fair-
ness doctrine respecting controversial
public issues wasn’t treated in the re-
port (see Sec. 315 report). Mr. Pierson
said he believed the licensee duty ex-

by the FCC, he said, the solution to
the problem of overcommercialization
could be reached through two currently
outstanding rulemakings—new program
reporting forms and requiring stations
to keep on file for local inspection
applications made to the FCC. The pro-
gram form should require a breakdown
of the number of commercial minutes
vs. program continuity, Commissioner
Ford said.

“If this figure, together with the other
program representations . . . was avail-
able to the public at the station, ad-
vertisers would know exactly what they

BROADCASTING, January 28, 1963

pressed by the doctrine is valid and vital,
and must be accepted by the broad-
caster in his tasks as a modern selector
of mass communications, giving an ex-
planation of his position.

As to criminal program conduct, the
Pierson report said the law puts primary
responsibility for enforcement of the
criminal code on the Justice Dept. and
courts but said the commission ought to
deny applicants of demonstrably bad
character. The final section of the ad-
dendum dealt with a series of several
cases decided in past decades and then
discussed the effect of a new Sec. 326
on regulation of commercial practices.

“The proposed addition referred de-
liberately to ‘programs’ and was not in-
tended to prevent evaluations of com-
mercial practices to the extent that such
evaluations concerned themselves with
program interruptions, length and fre-
quency of commercial announcements,
false and misleading advertising, bait
and switch advertising, etc,” the report
concluded.

Common Carrier Procedure » The
FCC’s common carrier procedure is
decades old and needs overhauling, ac-
cording to a recommendation of Reed
T. Rollo, chairman of a subcommittee.
The recommendation represents his
personal views. Others members are
Mr. Albertson and Mr. Porter.

Actually the statutory provisions in
the communications act are adapted
from the Interstate Commerce Act, dat-
ing back to the mid-1920s or earlier,
and no significant revision or reappraisal
has taken place, Mr. Rollo said. He re-
called that for a time the FCC had
three divisions, one devoted to common
carriers, but this activity “has deterior-
ated to the point where it is largely a
subordinate staff responsibility with
relatively little attention or interest at
the policy level of the commission.” He
said broadcasting predominates in poli-
tical interest, appointments, organiza-
tion, operations and appropriations.

The Rollo report said the radio spec-

were getting. They would know the per-
centage of commercial continuity on the
station, Thus, the market place would
control and probably be the most ef-
fective way to regulate the advertising
rather than some arbitrary figure im-
posed by us.”

Commissioner Ford was one of four
FCC members who voted against pro-
posed rulemaking to adopt codes as
agency rules (Crosep CircuiT, Nov. 26,
1962).

New Delegations = At the present
time, Commissioner Ford said the FCC
is rewriting the delegation of renewal

trum should be under one authority
with no other function but if this isn’t
possible, new, legislation should separate
broadcasting (by wire or radio) from
all other communications (by wire or
radio, domestic or international, com-
mon carrier or private).

The present statute was described as
“a patchwork which lacks coherence
or direction. Radio licensing is totally
under federal regulation. Common car-
rier services, whether by radio or other
means, are in some instances exempt
from federal regulation, in other instan-
ces partially under federal regulation,
and some services, although local in
character, are totally FCC regulated.”

Major AT&T activities are not under
federal regulation, it was stated, as the
statute exempts telephone exchanges, re-
gardless of their interstate character and
intrastate services. Small miscellaneous
common carriers, however, are totally
under federal regulation as to licenses,
tariffs, certificates, etc.

Regulation should foster competition
in all types of service, it was stated,
excepting only telephone exchange serv-
ice which should be redefined. Listing
some of the carrier regulatory problems,
the report called for “a complete re-
examination of the division of state and
federal regulatory authority.” Further-
more modern modes of communications
in the microwave field and the act
should be realigned with provisions of
the satellite act and modern needs of
the public.

Procedures in common carrier cases,
aside from radio licensing, need to be
revised, the report said, noting that the
FCC’s bureau is judge and jury as well
as party-litigant. A total reorientation
of the common carrier portion of the
act (Title II) was advocated.

As to forfeitures, it was recommended
that the terms “willful” and “repeated”
be more accurately defined, to clear up
the forfeiture situation, with a cease and
desist procedure proposed.

authority to the staff. He noted there
has been “considerable unrest among
broadcasters” because of staff inquiries
and involvement of the commission in
details of specific programs (BRroapD-
CASTING, Dec. 3, 1962). He said the
FCC would approve prototype letters
for the staff to use in the first pro-
gramming renewal inquiry and that any
further questions would require ap-
provel by the full commission.

He said the FCC will devise minimum
required program showing and would
publish the staff’s delegated authority
to renew licenses. “The broadcasting
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industry then will have full knowledge
of the delegations and the authority of
the staff,” he said.

The 1960 program policy statement
developed a formula whichy if followed,
he said, “will keep us out of any sug-
gestion of censorship or attempts to
direct the types of programs that are
broadcast.”

Economics & Radio » The economic
aspects of radio’s alleged overpopula-
tion probably are not as serious as
many had thought, Commissioner Ford
told the religious broadcasters. He said,
contrary to his earlier belief, the recent
FCC-NAB conference { BROADCASTING,
Jan. 14) had convinced him that the
problem probably could be handled
through engineering standards and a
closer look at finances.

He predicted all-channel tv sets will
help the growth of uhf but that it may
not be the complete solution and that
the FCC will have to take additional
steps. He said the FCC is planning to
add 600-700 new uhf allocations to the
table of assignments (BROADCASTING,
Jan. 21). Commissioner Ford theorized
that it may be desirable, to assure equal
competition among the three networks,
to drop-in a third vhf channel to all
major markets which do not now have
three.

Once the market is saturated with
all-channel receivers, it will be possible

for new uhf stations to be built in
areas which do not now have local
service and there will be an incentive
for "risk capital” to build, he said.
Manufacturers must begin making all
sets capable of receiving uhf by April
1964,

U.S. news policy to be
clarified by conference

Clarification of federal government
news policies will result from NAB-
suggested discussions bsiween top Ad-
ministration and news media represent-
atives, NAB President LeRoy Collins
predicted last week.

Speaking to the Oklahoma Broad-
casters Assn. in Oklahoma City last
Tuesday (Jan, 22), Gov. Collins ex-
pressed confidence that “greater unity”
among news media backing freedoin
of communications will emerge from
the planned talks which are being spear-
headed by NAB's Freedom of Informa-
tion Coramittee. The conlerence will
“lead to a clarification of government
news policies and a correction of any
abuses or restrictions which may im-
pair the people’s right to know,” he
said.

President Collins said that Howard
Bell, NAB vice president for planning
and development, has met with White
House News Secretary Pierre Salinger
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to work out details for a full discussion
with news media of government infor-
mation policies. He said the NAB is
hopeful that all segments of the press
will participate in the discussions for
“restrictions and discriminations im-
posed on any arm of the press constitute
a threat to, and limitation upon, all
media.”

The NAB committee asked for the
conference with Mr. Salinger following
the Cuban crisis last fall during which
the Administration was accused of
“managing” the news.

Miami ch. 10 hearing
opens in Washington

A comparative hearing to determine
which of four applicants should be li-
censed to operate on ch. 10 Miami
opened in Washington last week.

WLBW-TV, which is now operating
on the channel and seeking renewal, be-
gan presenting its testimony first. The
other applicants: Civic Tv Inc., South
Florida Tv Corp., and Miami Tv Inc.

Throughout the first four days of the
hearing, WLBW-TV sought to show,
through exhibits and testimony, that its
officials were residents of the Miami
area who have made extensive efforts to
determine programming needs and to
program the station accordingly.

The witnesses were Charles H. Top-
miller, president; Thomas Welstead,
vice president and general manager; Lin
Mason, program and station director;
and J. Abney Cox, a Coral Cables
businessman who serves on the station’s
program advisory committee.

WLBW-TV was given a temporary
license by the commission in July 1960,
after the three other original applicants
for the channel were disqualified for
improper contacts with then FCC Com-
missioner Richard Mack. WLBW-TV
went on the air with a four-month li-

Court orders hearing on
West Palm Beach moves

The U. S. Court of Appeals last week
set aside the FCC approval for WEAT-
TV and WPTV(TV) both West Palm
Beach, Fla., to move their transmitter
sites about 12 miles southwest of that
city in the direction of Miami.

WTV] (TV) Miami appealed the
FCC’s grant to the West Palm Beach
stations without a hearing on protests
by Miami stations. The court ruled
last week that the FCC erred in not
listening to the protests and ordered the
commission to hold a hearing.

WEAT-TV and WPTV presently are
operating from the new site and the
court did not take up question of
whether they should be required to re-
turn to old locations farther away from
Miami.
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DID McLENDON CORP. MISLEAD FCC?

Hearing set on program complaints about WYNR Chicago

An abrupt change in the program-
ming of WYNR Chicago is going to
have to be explained at a hearing in that
city the FCC ordered last week.

The commission said that it ordered
the “investigatory proceeding” to deter-
mine if the McLendon Corp., the station
licensee, was candid with the commis-
sion or if it failed to disclose its pro-
gram intentions when it acquired
WYNR (then WGES) last August.

Rep. Roman C. Pucinski (D.-IlL)
had asked the commission to order
WYNR to show cause why its license
should not be revoked, because the sta-
tion dropped its foreign language broad-
casts (German, Italian, Polish and
others) five days after McLendon began
operating it. He said that WYNR in-
creased its 80% Negro programming to
100% .

The commission noted that McLen-
don had proposed, in its application for
an assignment of license of former
WGES, to maintain some 32 hours
weekly of foreign language programs.
But on or about Aug. 28, 1962, WYNR
eliminated this programming. “A serious
question is raised as to the licensee’s
candor in representing in its application
. .. that it intended to continue the same
programming as . . . WGES.”

The commission also wants to deter-
mine if McLendon misrepresented facts
to it when it asked about WYNR’s pro-
gram changes last August and if the
licensee delayed informing the commis-
sion of the proposed changes until after
the sale from WGES had been ap-

proved, and time for protests against it
had passed—"thus misleading the com-
mission and those in the service area
who might have protested . . . against

. a licensee who planned to deprive
them of an existing programming
service.”

Senate continues
probe of Pacifica

The appearance in Washington last
week of a former California radio sta-
tion manager is evidence that a Senate
investigation of a radio chain for “com-
munist infiltration” is not over.

Mrs. Catherine Cory Gumpertz,
now a director and vice president of
the Pacifica Foundation (licensee of
four non-commercial fm stations) and
manager of KPFK-FM Los Angeles
for two years, from 1960-1962, was
in the capital to answer a subpoena is-
sued by the Senate Internal Security
Subcommittee, which has questioned
seven witnesses behind closed doors
earlier this month (BROADCASTING, AT
DEADLINE, Jan. 14).

Trevor Thomas, president of Pacifica,
said in Berkeley, Calif., Wednesday
(Jan. 23) that the FCC still is holding
up renewals of the foundation’s licenses
for KPFA (FM) and KPFB (FM), all
Berkeley, WBAI-FM New York and
KPFK. The FCC staff has said it’s been
holding up the Pacifica licenses—some
for several years—because of com-
plaints on programming.

Mr. Thomas said he asked a high

FCC official whether the Senate in-
vestigation also is involved in the
holdup and was told the investigation
had “some bearing.”

Another FCC official said last week
that the subcommittee has not requested
that the licenses be held up, although
there have been contacts between the
agency and the investigators.

Directors Approve = Pacifica’s board
of directors met in Berkeley Jan. 19 and
“discussed the problem at length,” Mr.
Thomas said. There was no disapproval
of the manner in which the manage-
ment has handled its relations with the
Senate investigation nor any indication
the stations’ programming policies
should be altered, Mr. Thomas said.
Pacifica stations, all listener-supported,
have featured controversial discussion
programs since the foundation was es-
tablished in 1949.

Subscriptions to the stations have
picked up since the investigation was
publicized earlier this month, Mr.
Thomas said. More than 500 new sub-
scribers have enrolled this month.

WDKD seeks stay for
appeal of license case

WDKD Kingstree, S. C., has asked
the FCC to stay its order that the sta-
tion cease operation on Feb. 8 while
its continuing fight to have its license
renewed is pending in the court of
appeals.

The commission was told that severe
injury would be wrought on the sta-
tion and the public interest if it has to
leave the air. WDKD told the com-
mission that while cases such as its
own are pending before the courts, a
stay is usually granted pending a final
decision.

If the top 100 advertisers give
complete answers to all the questions
about their advertising policies and
behavior a House subcommittee has
asked in a questionnaire, they will
help present the clearest picture yet
on what traditionally has been a
fuzzy subject, even for media and ad-
vertising people.

The big advertisers have been
asked to submit the information to
help the House Antitrust & Mono-
poly Subcommittee prepare for hear-
ings—probably late next month—on
the concentration of ownership in
news media (AT DEADLINE, Jan. 8,
1962).

Companies now trying to answer
some of the subcommittee’s ques-
tion may have a sizable job. Some
may not know all the answers, so

Advertiser quiz: Will Celler’s reach exceed his grasp?

vast are their advertising programs.
The subcommittee indicated last
week it expects no quick reply to
its letters sent Dec. 31 and signed by
Rep. Emmanuel Celler (D-N.Y.),
chairman of the subcommittee, and
of the parent Judiciary Committee.

Question No. 4 hints at the scale
of the query: What did the company
spend each year between 1956-62
on advertising in each of these media:
newspapers, general magazines, busi-
ness publications, farm magazines,
spot television, network television,
spot radio, network radio, outdoor
advertising, direct mail and other
media?

Question No. 6 asks: What has
been the impact of television on the
company’s advertising in newspapers
(generally) and in ‘second” news-

papers (the second-choice publica-
tions in any given market)? To what
extent would more widespread color
television affect the company’s ad-
vertising in newspapers generally? in
“second” newspapers?

Other points on which the sub-
committee has asked the firms to co-
operate (without benefit of anonym-
ity or confidentiality): participation
of main and regional offices in al-
locating advertising budgets among
media, and in the determination of
an advertising agency and selection
of media for particular markets.
Firms were asked about experience
with “double billing,” group rates
and regional advertising. Whether
policies toward “second” newspapers
had changed during the 1956-62
period also was asked.
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always stands out

and in the Birmingham television market, WAPI-TV /s always that ane...because: WAPI-TV offers
the cream of NBC and CBS. WAPI-TV owns every major film package available. WAPI-TV offers
one of the largest, most experienced, best equipped news and sports staffs in the Southeast.

Make your outstanding buy... the station that stands out... WA PI Tv
-

Represented Nationally by Bl RM | N G HAM ALA

HARRINGTON, RIGHTER, & PARSONS, INC. - : .
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YMAKEA
“U" TURN

and barrel your way thru
the Madison market!

The dramatic climb of WKOW-tv, Madi-
son's dynamic UHF station, is hot news fo ad-
vertisers. But o familiar story fo viewers in
W isconsin’s booming South Central markef.

WKOW-tv has always been their sta-
tion.

UHF conversion figures
prove it!

Example: Dane County's 99%, Green
County’s 98%,, Sauk County's 90%. lowa
County's 99%. They ftell the neor-perfect
score WKOW-tv's local live personalities
ond nefwork shows have earned with over
a half-million people in Wisconsin's 2nd
refail trade rone. Your product displayed
on WKOW-tv will earn enthusiastic ac-
ceptance foo. WKOW-fv concenfrafes on
this Madison trade zone , . . allows you
plenty of dollar-power for massive fre-
quency.

Make that U-turn now to

WKOW.©

MADISON, WISCONSIN

Ben Hovel,

Gen.
Sales Mgr.

Tony Moe,

Exec. gLarry

Vice-Pres. iy Bentson,
& Gen. Mgr, Wi Pres.
Joe Floyd,
Vice-Pres.

Represented by Adam Young

| MIDCO |

Midcontinent Broadcasting Group

KELO-LAND/tv and radio Sioux Falls, S.D.;
WLOL/am, fm Minneapolis-St. Paul; WKOW/am
& tv Madison, Wis.; KSO radic Des Moines

PASTORE: ‘KEEP THE HOUSE CLEAN’

Radio-tv liquor ad query brings threat of legislation

Circulation of a questionnaire asking
radio and television stations if they
would use liquor advertising has raised
anew on Capitol Hill the threat of a
federal ban. There are hints that such
legislation also could be aimed at beer
and wine advertising—large sources of
broadcasting revenue,

The questionnaire has been circulated
by an unnamed advertising agency. It
asks whether stations would carry lig-
uor advertising and, if so, what kind:
hard liquor, liqueur, or beer and wine.

The threat comes from Sen. John O.
Pastore (D-R. 1), chairman of the
Communications Subcommittee.

“I would hope broadcasters on their
own initiative would see the great error
[in such a practice] and would exercise
restraint,” he said. “l for one am
prepared to introduce legislation” to
prevent liquor advertising on broadcast
media, said the senator. There is some
sentiment among some senators against
beer and wine advertising on radio and
television as well, Sen. Pastore added,
although he said he wouldn’t want to go
that far in any legislation he might
offer.

(Another lawmaker, Rep. Eugene
Siler [R-Ky.]l, already has introduced
legislation on the subject. Rep. Siler,
however, would ban all transportation
and advertising of liquor [BrROADCAST-
ING, Jan, 21], but his bill is a perenni-
al, offered in each Congress by repre-

FCC sound machine

FCC engineers have built a ma-
chine they hope will help them in
analyzing some of the problems
involved in the commission’s ef-
forts to determine whether com-
mercials really are loud and, if
so, what could be done to tone
them down.

The machine, built of compo-
nents, consists of an am-fm-tv
sound receiver, a vu meter, type-
approved modulation monitor,
cathode ray oscilloscope, and
sound-level meter.

“The machine wont give us
any answers,” Ralph Renton, as-
sociate chief engineer, is quick to
admit. “But it will provide some
means of judging various meth-
ods now used for adjusting ‘gain’
at radio and tv stations.”

What is really needed, he said,
is a loudness meter. “But there
just isn’t anything like that avail-
able on the market.”
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sentatives and senators acquiescing to
pressure from dry constituents. If Sen.
Pastore were to propose a ban on liquor
advertising on radio and television—as
he has suggested he may—such a bill
might earn serious consideration.)

Deo-It-Yourself = Sen. Pastore was
quick to point out he believes broad-
casters are interested in “cleaning their
own house,” and he hopes they can do
it. Earlier experience, he recalled,
showed they could take care of the
problem adequately (BR0ADCASTING,
Aug, 21, 1961, et seq).

Liquor advertising was a serious issue
on Capitol Hill in the summer of 1961
when Sens. Pastore and Warren G.
Magnuson (D-Wash.), chairman of the
powerful Commerce Committee, wrote
the NAB that plans of some distillers to
advertise on radio and television had
been brought to their attention by “sto-
ries in trade publications.” The sena-
tors warned that an ad ban had been
forestalled in the past by promises of
broadcasting spokesman that such ad-
vertising would not be accepted. The
Distilled Spirits Institute supported the
plea.

Sen. Magnuson went to the Senate
floor Aug. 25, 1961 and said, “I hope
there will not be any breakthrough or
letting down of the voluntary code
under which the broadcasters have lived
for 25 years.”

Sen. Pastore indicates he hopes re-
cent reports of the questionnaire is
not a sign of the breakthrough.

Sen. Case proposes
loudness preventative

Sen. Clifford P. Case (R-N. I.), lead-
ing congressional critic of loud com-
mercials on radio and television, has
suggested the FCC consider a require-
ment that stations preview commercials
from outside sources to prevent airing
of announcements that are too loud.

Sen. Case also called on the NAB to
“give additional attention to this prob-
lem with a view toward setting an in-
dustry standard banning such things as
noisy sound effects, machine-gun de-
livery and other devices. ,.”

His suggestions were contained in a
statement to the FCC filed today (Mon-
day), deadline for written complaints
to the FCC for its announced inquiry
into loud commercials {BROADCASTING,
Dec. 24, 1962).

The senator complimented the agency
for looking into the subject and said he
hoped “the inquiry will result in a
promulgation of a rule ending this an-
noying nuisance.”
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In Detroit...
o _‘?k TR I

- = . JEESa-S

City-County Building Reparter for WWJ News, Kirk Knight covers the many administrative
offices governing Metropolitan Detroit—heart of WWJ's primary coverage area. Especially
noted for crisp, accurate reports of activities in the Mayor’s Office and at daily Detroit Com-

mon Council meetings, Knight is another important member of the great WWJ News oper-
ation—the only local service that includes:

® 13-Man Broadcast News Staff—Michigan’s Largest
® Newsgathering Resources of The Detroit News
® NBC Correspondents in 75 Countries

WW]J (news) WWJ-TV

STATIONS

Owned and Operated by The Detroit News o
BROADCASTING, January 28, 1963

National Representatives: Peters, Griffin, Woodward, Inc.
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AMST director writes

Lee another letter

RESTATES VIEWS ON NEW YORK UHF TELEVISION TEST

The Assn. of Maximum Service Tele-
casters refused last week to let FCC
Commissioner Robert E. Lee have the
last word in their disagreement about
what was proved by the FCC’s uhf test
in New York.

Lester Lindow, executive director of
AMST, reasserted his view that the uhf
test demonstrated that, although uhf
can provide substantial television serv-
ice in a canyon-like city such as New
York, vhf superiority ranged between
10% and 50%.

Mr. Lindow first offered this conclu-
sion in a newsletter to AMST members
in November (BROADCASTING, Nov.
26). A month later Commissioner Lee,
in a letter to Mr, Lindow, said there
was no basis for concluding that vhf
was superior (BROADCASTING, Jan. 7).

Mr. Lindow made his comments last
week in a letter to Commissioner Lee,
who has long championed the cause of
uhf. .
The AMST executive said that the
FCC report on the uhf test showed that
householders had rated ch. 31 below
Grade 3 (passable) in 9% of the loca-
tions, whereas they had rated ch. 2
below that mark in 4.7% of the loca-
tions and ch. 7 in 4.9% of the locations.
“In other words,” he said, “only about
half as many locations failed to get a
‘passable’ or better vhf picture as
failed to get a ‘passable’ or better uhf
picture.”

Householders’ Ratings = Commission-
er Lee had ‘said that the report “attached
little significance to householders’ re-
ports vis-a-vis those of the trained tech-
nicians.” But Mr. Lindow said this
downgrading is unwarranted in view of
the “demonstrated reliability” of such
ratings in TASO surveys.

Mr. Lindow also stood by his criginal
assertion that technicians had found

vatomy oF PRIMAC

vhi to be substantially superior to uhf.
Mr. Lee said the report showed installa-
tion crews found a 10% inferiority in
uhf for grade 3 or better pictures with
indoor antennas, little or no difference
with outdoor antennas, and 5% superi-
ority for uhf grade 2 or better pictures
using outdoor antennas.” The commis-
sioner said this doesn’t prove “substan-
tial” vhf superiority.

Mr. Lindow, however, said a 10%
difference is “substantial,” particularly
whereas [in New York City], a 10%
difference in locations represents a pop-
ulation of some 1,300,000.” He said
the fact that vhf superiority was re-
duced when outdoor antennas was used
“underscores the greater ease with
which the public is able to receive vhf
reception.” This is particularly import-
ant, in apartments where installation of
roof top antennas might not be possible,

- Mr. Lindow said.

He also sought. to neutralize: the .sta-
tistical point that technicians gave uhf
a 5% superiority on Grade 2 or better
pictures when outdoor antennas were
used. He said reports on “overall pic-
ture gradings” for all 313 outdoor in-
stallations indicdte a Grade 2 or better
picture on ch. 31 at fewer locations
than for either ch. 2 or ch. 7.”

Mr. Lindow’s letter continued the
controversy over the procedures used
in the test. Commissioner Lee expressed
surprise at the criticism, first advanced
in Mr. Lindow’s newsletter, in view of
AMST’s participation in the prelimin-
ary planning.

Mr. Lindow said the organization
had been anxious to assist in the prep-
arations but that the coordination be-
tween the commission and industry rep-
resentatives “fell far short of what the
Congress intended” when it approved
the appropriation for the test. The

v

EN ROUTE T0O YO

& SERIES OF MAJOR MESSAGES FROM

MGM TELESTUDIOS,
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INC.

AMST executive said meetings were in-
frequent and that industry representa-
tives were given little time to study and
comment on written material dealing
with the project.

KISN's $2,000 fine
sticks, FCC decides

Misleading identification by KISN
Vancouver, Wash., has cost the station
a $2,000 fine. The FCC last week up-
held the amount of its original citation.
(BROADCASTING, Sept. 10, 1962)

KISN was found guilty of misleading
“the listening public into believing that
KISN is licensed solely to Portland,”
the commission said. An example given
by the commission when it made the
original citation was:

“Current climatological readings from
KISN, Vancouver Radar Weather Con-
trol, the word is overcast. This hour’s
forecast for Portland, Sandy and Bea-
verton, rainy periods.” The complaint
was that “there was no pause between
the words ‘Vancouver’ and ‘Radar’ so
that- the report was being- supplied by
Vancouver Radar Weather Control.”

The commission said it warned KISN
in June 1961 against improper identi-
fication but that fuither offenses occur-
red in December 1961 and January
1962,

KISN said the $2,000 forfeiture was
“highly unjust” and that the identifica-
tions did not mislead the public, harm
any other station or “corrupt the morals
of the community.”

FCC told to deny
WWIZ renewal

The FCC was advised last week to
administer stern punishment to broad-
caster Sanford Schafitz for a series of
alleged offenses. The most serious
charge was that he transferred control
of WWIZ Lorain, Ohio, to the Lorain
Journal Co. without prior consent of
the commission.

The Broadcast Bureau, in proposed
findings, said that evidence developed at
hearings last summer and fall indicates
that such a transfer did take place and
concluded that neither Mr. Schafitz,
Harry Horvitz, president of the Journal
nor the Journal itself has the character
qualifications to be a broadcast licensee.
The charges were denied by the Journal
and WWIZ.

The Bureau recommended that WWIZ
Inc., headed by Mr. Schafitz, be denied
a license renewal for the Lorain station
and that its application for transfer of
control of the station to the Journal
be dismissed.

The Bureau also recommended denial
of the renewal application for WFAR
Farrell, Pa., which is owned by Mr.
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This new one handles all the rest at one-tenth the cost/hour

The top camera is General Electric’s 3"/4%:" image orthicon PE-23's initial cost is 50% less and its operating cost is 90%

TV camera, Type PE-20. Over a year of field experience has less than its {-O counterpart. For more data, contact your

proved its unmatched reliability for *“‘action’” shows requir- General Electric Broadcast Equipment Representative, orwrite

ing 1-0 performance (probably about 20% of your shows). Technical Products Operation,212W. Division St., Syracuse 8,N.Y.
The new one below is the first truly professional tran-

sistorized studio vidicon camera—General Electric's Type mgm“/‘ OU’MOS" /mporﬁm‘ Prodet

PE-23. It offers outstanding performance for such studio

productions as news, panei, and quiz shows (which consti- G E N E R A I_ @ E I_E c T R I c

tute up to 80% of today's live studio programming). The
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The following legislation intro-
duced in Congress was processed be-
tween Jan. 17-24 and was not there-
fore mentioned in BROADCASTING'S
summary of legislation in the Jan. 21
issue. Proposals which duplicate
earlier bills and resolutions are so
noted (* indicates legislation intro-
duced in the same or similar form in
earlier congresses).

Language communication study: H.R.
977, Rep. Alphonzo Bell (R-Calif.):
to create a division of language sci-
ence within the National Science
Foundation to coordinate, promote
and facilitate an intensive national
program of language communication
and cultural exchange.

Public information*: H.R. 1063, Rep.
Ed Edmondson (D-Okla.): to amend
the Administrative Procedure Act
and open to the public records and
papers filed with agencies.

Overtime: H.R. 1680, Rep. James G.
O’Hara (D-Mich.): to amend the Fair
Labor Standards Act of 1938 and
improve its overtime standards. Com-
munications would be included in a
definition of industries of “major
economic importance,” and employes
would be entitled by law to double-

New bills introduced

in Congress

time pay for work beyond the “maxi-
mum work week.”

Obscenity commission: H.R. 1894,
Rep. E. Y. Berry (R-8.Dak.): to cre-
ate a commission on noxious and ob-
scene matters and materials (BROAD-
CASTING, Jan. 21).

National institute of arts and human-
ities: Rep. Edward P. Boland (D-
Mass.): to establish a national insti-
tute of the arts and humanities
(BROADCASTING, Jan. 21).

Equal pay*: H.R. 1936, Rep. David
T. Martin (R-Neb.): to give equal
pay for equal work and eliminate dis-
crimination by sex (BROADCASTING,
Jan. 21).

Excise tax on communications: H.R.
2054, Rep. Ralph J. Scott (D-N.C.);
H.R. 2358, Rep. Jamie L. Whitten
(D-Miss.): to repeal the excise tax on
communications (BROADCASTING,
Jan. 21).

Ban pay-tv*: H.R. 2096, Rep. George
Huddleston (D-Ala.): to prohibit the
charging of a fee to view telecasts
in the home,

End daylight saving time*: H.R.
2335, Rep. Kenneth J. Gray (D-Iil.):
to amend the Standard Time Act of
March 19, 1918 to provide that

standard time be the measure of time
for all purposes (the effect would be
to eliminate daylight saving time).
Spy watchdog: H.J. Res. 145, Rep.
William Fitts Ryan (D-N.Y.): to es-
tablish a joint committee on foreign
information and intelligence. This
House-Senate unit would examine the
activities of the United States Infor-
mation Agency, Central Intelligence
Agency and information services
within the Executive.

International etv: H. Con. Res. 46,
Rep. Kenneth A. Roberts (D-Ala.):
to express the sense of Congress on
promoting international educational
radio and television broadcasting as
a means of achieving better under-
standing among and promoting edu-
cation of the peoples of the world.

National arts foundation: S. 165, Sen.
Jacob Javits (R-N.Y.), for himself
and Sens. Joseph S. Clark (D-Pa.),
Hubert H. Humphrey (D-Minn.) and
Claiborne Pell (D-R.L.): to establish
a United States National Arts Foun-
dation with up to $5 million for op-
erations and grants in its first year
and not more than $10 million in
succeeding years.

Cultural Center site: S. 315, Sen.

Schafitz, and a license covering a con-
struction permit for WXTV (TV)
Youngstown, Ohio, owned jointly by
Mr. Schafitz and Guy W. Gully. The
television station is now dark.

Mr. Schafitz’s difficulties with the
commission stem from discussions he
had with Mr. Horvitz in September
1958, which led to the formation of
WWIZ Inc., assignment of the WWIZ
license to it, and the sale to the Journal
of a 45% interest in the corporation
for $55,000.

Mr. Schafitz needed the funds for
construction of WXTV. The Broadcast
Bureau said Mr. Schafitz was so pre-
occupied with financial problems in
completing the television station that
he was willing to sell a share in WWIZ
“upon such conditions as Horvitz would
dictate, including the transfer of effective
corporate control to the Journal.”

Agreed to Journal’s Terms = The
Bureau contended that even before the
corporation was formed, on Nov. 12,
1958, Mr. Schafitz agreed to terms that
would give control of the station to
the Journal and that after the corpora-
tion was organized, the Journal ex-
ercised this control.

The bureau held that Mr. Horvitz
controlled the votes of two of the three
directors—his own and that of Harry
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Wickens, who had been an attorney for
the Journal. Mr. Schafitz was the third
director. The Bureau also said that Mr.
Horvitz controlled the keeping of rec-
ords and financial affairs through his em-
ployes, who were secretary and treas-
urer of WWIZ,

According to the bureau, the Jour-
nal’s alleged control of WWIZ was con-
cealed from the commission and the
“nature of the understanding were not
revealed, except through the hearing
process under cross examination.”

The Journal and WWIZ however,
said there was no agreement to sell and
transfer full control until May 2, 1961,

In a joint pleading, the Journal and
WWIZ said that Mr. Schafitz not only
controlled the corporation through his
majority stock ownership but retained
actual control of the operation of the
station. The Journal and WWIZ said
Mr. Schafitz was solely responsible for
hiring and firing employes, for deter-
mining the banks WWIZ Inc. would use,
and for the advertising, business and
programming policies of the station’s
operation.

Regarding Mr. Wickens’ role in the
corporation, the two parties maintained
there is no evidence to support the in-
ference that he acted as “an agent of
the Lorain Journal.”

Newsmen deny
pro-Cuban leanings

A refugee Cuban journalist’s charges
that five U. S, newsmen slanted news
to favor Cuba in broadcasts and news-
paper stories were denied and sharply
criticized in statements to a Senate sub-
committee released today (Monday),

Sen. Kenneth B. Keating (R-N.Y.},
who presided at 1962 hearings of the
Senate Internal Security Subcommittee
(BROADCASTING, July 23, 1962), said
last week he regretted the charges by
Carlos Todd had been made “in public
without an opportunity for evaluation
and out of the presence of the accused
parties.” The senator also said, “At no
time was it proved to my satisfaction
that the reporters named by Todd were
either the instruments or the dupes of
the communist conspiracy.”

Mr. Todd, now head of the Cuban
Information Service named:

Charles Kuralt, CBS News Latin
America correspondent; John Hlavacek,
NBC News correspondent now sta-
tioned in Miami; Hendrick J. Berns,
formerly a commentator and feature
reporter on WGBS-AM-FM  Miami;
Willem L. Oltmans, commentator; and
Sam Halper of Time Inc.

The Replies = An analysis of an
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Everett Dirksen (R-Ill.): to enlarge
the site on which the National Cul-
tural Center may be built.
Broadcast music copyright: S. 405,
Sen. Allen I. Ellender (D-La.): to
amend the copyright laws concern-
ing rights of copyright holders of
musical compositions to require that
recordings be labeled with the name
of the copyright holder. Unless this is
done, or unless “the person responsi-
ble for . . . playing” a re:ording
“had reason to believe such playing
would be an infringement of such
rights,” the act would not be con-
sidered applicable to infringement
claims.

Amateur Radio Week: S. J. Res. 20,
Sen. Kenneth Keating (R-N.Y.): to
designate the third week in June each
year as National Amateur Radio
Week.

Agency bars: S. 318, Sens. Roman L.
Hruska (R-Neb.) and Kenneth B.
Keating (R-N.Y.): to allow lawyers
qualified to practice before the high-
est court of their state to practice be-
fore any administrative agency. Ap-
plications for admission to practice
are required in nine agencies; 31, in-
cluding the FCC, have no formal ad-
mission requirements.

Eyewitness broadcast featuring Mr.
Kuralt (mentioned in Mr, Todd’s testi-
mony) was submitted by Richard S.
Salant, president of CBS News.

Mr. Hlavacek was defended by Julian
Goodman, NBC News vice president
for public affairs, who said the network
had “full confidence in his objectivity
and impartiality” and intends to return
him to Cuba for another tour there.
Mr. Hlavacek himself submitted an
item-by-item reply to the charges.

Mr. Berns appeared before the sub-
committee and said he was also a
refugee (from Hitler) and had been
“dumbfounded and horrified” at Mr.
Todd’s statements. He and the Cuban
had appeared on a panel on WGBS
June 23. The two men had an apparent
disagreement, Mr. Berns noted. “At no
time could T have possibly touted the
Castro line, nor that of communism,”
he said. Mr. Berns said he is “absolutely
heartbroken™ that the time has come
in the U. S, when honest difference of
opinion can lead to “most serious ac-
cusations.”

Sen. Keating also said that “no in-
ference of any kind should arise be-
cause individuals are named in testi-
mony before the subcommittee. “I am
convinced that these men presented only
their own opinions and the facts as
they saw them,” Sen. Keating said.
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The FCC last week...

s Designated for hearing the applica-
tions of Central Wisconsin Tv Inc.
for more time to construct WCWT
(TV), ch. 9, Wausau, and to sell the
station to Midcontinent Broadcasting
Co. Wisconsin Citizen’s Committee for
Educational Tv and WSAU-TV were
made parties to the proceeding. The
citizen’s etv committee had petitioned
the FCC for denial of Central’s applica-
tions, charging that it was trafficking
in licenses (BROADCASTING, June 4,
1962). Central countered that WSAU-
TV had financed the citizen’s commit-
tee to block competition in Wausau.
Chairman Newton N. Minow, who
favored further inquiry, dissented.

s Granted request by NAB and ex-
tended to March 18 this Monday’s (Jan.
28) deadline for comments concern-
ing the commission’s inquiry into loud-
ness of commercial announcements and
their continuity over am, fm and tv
stations (BROADCASTING, Dec. 24,
1962).

= Granted request by Reliable Broad-
casting Co. that issues in its compara-
tive hearing with Blue Ridge Mountain
Broadcasting Inc. for new am stations

SENATE FILIBUSTER

in Calhoun and Ellijay, both Georgia,
respectively, be enlarged to determine
if the Blue Ridge application was filed
solely to prevent a grant to Reliable,
Reliable charged that WCGA Calhoun
had instigated filing of the Blue Ridge
application to keep competition out of
Calhoun and submitted affidavits to
this fact by a former WCGA employe.

1 Gave notice that the Nov. 28, 1962,
initial decision granting the application
of North Alabama Broadcasters Inc.
for a new tv station on ch. 19 in Hunts-
ville, Ala., is effective. North Alabama
was originally a competing applicant
with Smith Broadcasting Inc. which
amended its application for a new tv
in Huntsville to read ch. 25 (BROAD-
CASTING, Nov, 19, 1962). North Ala-
bama is owned by Aaron Aronov and
Tine W. Davis, each 33%3%, and
Charles F. Grisham and John C. God-
bold, each 1634 %.

a Was requested by the National Edu-
cational Tv & Radio Center to institute
a rulemaking proceeding to assign and
reserve for non-commercial use uhf ch.
68 to Livonia, Mich. NETRC said that
Livonia is one of the fastest growing
cities in the state and plans to establish
an etv station in conjunction with its
public schools.

STALLS HILL

Scheduled hearings now uncertain till Senate clears decks

Congress was stalled last week, still
unable to take up its tasks in earnest
and get into legislation affecting broad-
casters: Sec. 315, ownership of news
media, space communications, broad-
cast measurement service, community
antenna television and other subjects.

House Republicans announced com-
mittee assignments Thursday (Jan. 24)
and cleared the way for committees to
organize themselves for the first time
since Congress convened 19 days ago.

The House Commerce Committee
was scheduled to meet Tuesday (Jan.
29) to organize itself and name sub-
committee members and chairmen.

The Senate, however, still was hung
up by a filibuster over a proposed rules
change. When it might get down to busi-
ness was uncertain last week as the
Senate prepared for longer sessions, be-
ginning today (Monday) at 10 a.m.

The Senate Commerce Committee
scheduled two hearings on communica-
tions matters, but both face postpone-
ment if the filibuster on rules is to con-
tinue.

One hearing was set for this Thurs-
day on FCC Broadcast Bureau Chief
Kenneth A. Cox, nominated by Presi-
dent Kennedy for the unexpired term
of Commissioner T. A. M. Craven, who
retires that day at the age of 70. Mr.

Cox also was nominated for a full
seven-year term beginning July 1, and
both nominations will be heard together
(BROADCASTING, Jan. 21).

A hearing of the Communications
Subcommittee was set for Tuesday
(Jan. 29) to question scientists how suc-
cessful the Nation’s two communica-
tions satellites have been.

Here is the lineup of the House Com-
merce Committee, which is composed
of 33 representatives under the chair-
manship of Rep. Oren Harris (D-Ark.),
now on his fourth term in that post.

DEMOGCRATS (20): Oren Harris, El
Dorado, Ark.; Jochn Bell Williams, Raymond
Miss.; Kenneth A. Roberts, Anniston, Ala.:
Harley O, Staggers, Keyser, W, Va.: Wa]ter
Rogers, Pampa, Tex.. Samuel N. Friedel,
Baltimore, Md.; Macdonald,
Malden, Mass.; George
Pa.; John Jarman, klahoma City, OKla.;
Leo W. O’Brien, Albany N, Y.. John E.
Moss, Sacramento, Calif.; John D, Dingell,
Detroit, Mich.; Paul G. Rogers, West Palm

Beach, Fla.; Robert W. Hemphill, Chester,
S. C.; Dan Rostenkowski, Chicago 1.
James C. Healey, New York, N. ﬂorace
R. Kornegay, Greenshoro, N. C,; Hull
Jr., Weston, Mo.; *Gillis ‘w. Long, Winﬂe]d
La.; *Licnel Van Deerlin, San D e Calif.

REPUBLICANS (13): John ennett

Ontonagon, Mich.: William L ‘s er
Champaig‘;n 1L; Paul F, Schenck,

Ohio; rthur Younger, San Mateo al
Milton W, Glenn, Margate Citg LT Sam-
uel L. Devine, Columbus, Ohio: Ancher
Nelsen, Hutchinson, Minn.: Hastings Keith,
West Bridgewater, Mass.; Willard §. Curtin,
Morrisville, Pa.; Abner w. Sibal, Norwa]k

Conn.: Glenn Cunningham Omaha, Neb.:
*Donald _ G. Brotzman, Boulder, Colo.;
*James T. Broyhill, Lenoir, N, C.
*Denotes first term
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PROGRAMMING

D’ANTONI, BAER FORM TVPA

Former MBS officials start new firm, plan
to enter tv production, represent talent -

The formation of Television Produc-
tions of America Inc., New York, a tv
production and talent representation
company, was announced last week by
Philip D’Antoni and Norman Baer,
partners, who have resigned from MBS
as vice president-general sales manager
and as director of news and public
affairs respectively.

TVPA has signed with Greshler
Productions, Hollywood, to co-produce
three musical-variety specials starring
Vince Edwards of the Ben Casey series,
and on its own TVPA is planning an-
other variety special, Salute to Harry
Richman.

TVPA also will serve as the east coast
sales representative of Diamond Artists,
a talent representation firm headed by
Abner Greshler, whose clients include
Mr. Edwards, Don Knotts, Tony Ran-
dall, Tina Louise, Don Wilson, John
Ireland and Denise Darcel. The spe-
cials will be either 60 or 90 minutes in
length, and the Richman program will

TRENDEX
ASKED:"

Which station are you fistening
to/have listened to?

WASHINGTON
ANSWERED:

WWDC......21.4%
Station A.....17.2%
Station B.....16.9%
C..
D

Station ...16.3%

Station D.....14.0%

Station E......9.7%
*Based on completed interviews in 2,598
homes, Sept. 9 to 20, 1962. Additional

demographic material available. Contact
WWDC or your John Blair man.

WWDGC

WASHINGTON, D.C.

represented nationally by John Blair Co.
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Mr. D*Antoni

Mr. Baer

spotlight well-known personalities, in-
cluding Sammy Davis Jr.,, Bob Hope,
Jack Benny, and Sophie Tucker, ac-
cording to Mr. D’Antoni.

Mr. D’Antoni has been with Mutual
four years in various sales executive
posts. Mr. Baer has been with the net-
work news operation for five years and
earlier was a partner in Gross-Baer
Productions, radio-tv  programming
company.

TVPA is located at 77 W, 55th St.,
New York 19. The telephone number
is LT 1-1130.

Clieveland merger forms
Cinecraft-Continental

Cinecraft Productions Inc. and Con-
tinental Motion Pictures Inc., Cleve-
land film companies, have been merged
as Cinecraft-Continental Productions
Inc. Facilities of the new company,
which produces documentary films, in-
clude three sound stages, a staff of 16
persons and a creative writing depart-
ment.

Officers of the new company are:
Ray Culley, president; Paul Culley, vice
president and general manager, and
Julius Potocsny, vice president and ex-
ecutive producer.

Studios are at 2515 Franklin Blvd,,
Cleveland 15. Telephone: 781-2300.

Second-year sales made
for Official's ‘Biography’

Renewals on the second year of
Biography, which currently is in pro-
duction, have been made by Official
Films in 15 markets, it was announced
last week by Seymour Reed, Official
president.

Topping the list of renewals was a
regional buy by Pacific Gas & Electric

Co., San Francisco, through BBDO,
that city in California on KRON-TV
San Francisco; KERO-TV Bakersfield;
KHSL-TV Chico; KIEM-TV Eureka;
KFRE-TV Fresno; KSBW-TV Salinas
and KSBY-TV San Luis Obispo. Other
renewals, Mr. Reed said, have come
from Chemical Bank-New York Trust
Co., through Benton & Bowles, New
York, on WNBC-TV there and from
KNBC-TV Los Angeles, KLZ-TV Den-
ver; KCRA-TV Sacramento; KOGO-
TV San Diego; KOAA-TV Pueblo,
Colo. and WWLP (TV) Springfield,
Mass.

Among the subjects for the second
year of the series are George Bernard
Shaw, Dag Hammarskjold, Herbert
Hoover, Princess Margaret, Babe
Didrikson and Madame Chiang Kai-
Shek. The first year of Biography has
been sold in 178 markets.

Daly and CBS-TV at odds
on ‘What’s My Line?

John Daly, former ABC news and
public affairs executive and host of
What's My Line? on CBS-TV, appeared
to be at a standoff last week with CBS-
TV on his future role in the program
next seasoil.

As of last week, there was a faint
glimmering of reconciliation—and a
new contract—for Mr. Daly, who told
BROADCASTING late last week that a
“third party” had now entered the pic-
ture as an “intermediary.”

Mr. Daly had turned down CBS-TV’s
offer of a “flat, non-negotiable” con-
tract. CBS-TV’s position was that it
had offered him a new long-term con-
tract but that he had decided not to
accept it. The current contract expires
at the end of September.

Mr. Daly has been on the popular
weekly show (Sunday, 10:30-11 p.m.)
for the past 14 years. It’s reported his
show earnings come to some $2,500
weekly.

ABC buys tv rights'
to winter Olympics

ABC-TV has secured worldwide tv
rights to the 1964 Winter Olympic
Games at Innsbruck, Austria, Jan. 29-
Feb. 9, 1964.

Although no exact figures were di-
vulged, it was revealed that ABC-TV
paid around $500,000 for the rights,
worldwide except for Eurovision and
Intervision, which will carry the cover-
age to European nations. Negotiations
were handled for the Olympic Commit-
tee by Kenyon & Eckhardt Inc.

Video tapes of the games will be
flown daily to New York for telecasting
over ABC-TV.
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OVER THE TOP...

goes California to
become the Nation's
most populous state.
The growth of KTVU
has matched that of
California. Now
recognized as the
Nation’s LEADING
Independent TV
Station, KTVU serves
over a million and a
half TV homes in
California’s number 2
market. . .the only
independent TV
station in Central and
Northern California.

Buy the LEADING
Independent in the
Number 1 State.

The Nation’s LEADING
Independent TV Station
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SAN FRANCISCO's cable cars are a permanent part of the city’s

landscape. Moving at 12 miles per hour, the cable cars elimb lines SAN FRANCISCO - OAKLAND
on three of the city’s routes, carrying passengers from the Bay to
downtown San Francisco. Represented nationally by H-R Television, (nc.
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A report on radio programming
changes in 1961-62, which indicates
a trend toward “more conservative”
programs, has been made by Sher-
man P. Lawton, coordinator of
broadcasting instruction at the U. of
Oklahoma, Norman, Okla.

Mr. Lawton, who made a similar
survey for 1960-61, based his find-
ings on questionnaries sent to 600
stations in selected geographical
areas, 51% of which were returned.

“By far the greatest changes,” the
report says, “have been in the direc-

Study finds radio programming “more conservative”

tion of more conservative program-
ming, and a marked increase in edi-
torials, news and weather.” Mr.
Lawton found that 21.6% of the re-
plying stations changed their pro-
gram policies during the period
studied.

The major increases:

» News services were implemented
at 38.7% of the stations.

» Special features programming
was upped by 21.8% of the re-
spondents.

= Editorializing increased 18.3%.

= Weather
12.4%.

= Public service programming, in-
cluding talks, interviews, etc., was
up 26.8%.

Mr. Lawton noted that 81.5% of
all reductions reported were in mu-
sic, with rock ’n’ roll losing the most
ground. In fact, the report said,
27.2% of the stations classified them-
selves as “top tune” in 1960, com-
pared to 9.3% in 1962, while the
“good music” classification has in-
creased from 4.6% to 24.7%.

reporting gained by

Sports Network to cover another golf match
100 STATIONS TO CARRY SECOND GOLF MATCH IN MONTH

Sports Network Inc., New York, re-
ported last week it is arranging a line-
up of at least 100 tv stations throughout
the country to telecast the Ballplayers
Golf Tournament from Miami Springs,
Fla., on Feb. 16-17.

The tournament, which presents the
outstanding professional baseball play-
ers, is the second golf event for which
SNI will be handling arrangements in
less than a month. On Jan. 19-20, with
advance notice of two weeks, Sports
Network Inc. assembled a group of 120
stations for the national Pro-Amateur
Golf Championship from Monterey,
Calif., according to Richard Bailey,
president of SNIL

The ballplayers’ competition, as in
the case of the pro-amateur chanpion-
ship, will be telecast live. It will be
scheduled from 4-4:30 p.m. on Feb. 19
and 5-6 p.m. on Feb. 20. Mr. Bailey
said he is concluding negotiations with
several sponsors, and their names will
be disclosed shortly. SNI handles pro-
duction, sales and arranging of facilities
and stations for the event.

One contingency for which SNI will

A SERIES OF MA

be prepared, Mr. Bailey said, is a late
ending of the tourney on Feb. 20. He
noted that the pro-amateur tourney (the
host of which was Bing Crosby) ran
38 minutes longer than had been an-
ticipated on Jan. 20. Working with
officials of KTTV (TV) Los Angeles,
which originated the telecast, SNI exec-
utives notified the telephone company
and 120 stations, while golf play was
still in progress, that the outcome would
not be decided by 6:30 p.m., the orig-
inal time. Mr. Bailey was “delighted”
they were able to reach all stations and
only eight of the 120 withdrew because
of previous program and advertising
commitments.

AFTRA local to fight bills

The Los Angeles local of American
Federation of Television & Radio Art-
ists (AFL-CIO) has begun an all-out
fight against legislation it believes is de-
signed “to curb the rights of labor.”

The local union’s board, representing
a membership of over 7,000, unani-
mously recommended to the national

ES FROM

MGM TELESTUDIOS, INC.
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union that “all steps be taken to imple-
ment an action program against bills in
Congress that will in effect destroy the
freedom of union activity and curb the
operation of union organization.” The
board acted after David Zisking, legal
counsel, warned that labor activities in
Congress are part of a historic pattern,
and that detailed blueprints were
planned in 1961 for control of unions.

Way opened for May start
of Denver pay television

Macfadden Teleglobe Denver Corp.
has signed a contract with Mountain
States Telephone & Telegraph Co. to
provide circuits for transmission of
sound for subscription tv, paving the
way for the start of pay tv in Denver
in May of this year, Gerald A. Bartell,
president of Macfadden Teleglobe and
of Macfadden-Bartell Corp., reported
last week.

Mr. Bartell said the contract with
the telephone company was signed last
Monday (Jan. 21). Last October the
FCC authorized a three year test of the
project. The Denver system will utilize
KTVR (TV) Denver (ch. 2). The tv
picture will be broadcast without
scrambling, while the sound will be
carried over the direct wires of the
telephone company to speakers in the
homes of subscribers.

It is expected that there will be a
$10 installation charge for the speaker
and direct telephone line and a mini-
mum $3.25 monthly charge for pro-
grams, priced from 50 cents to $3,

ITC sells shows to etv

Independent Television Corp., New
York, has sold two more documentaries
made in the United Kingdom to the Na-
tional Educational Televiston & Radio
Center (NET).

The sale of Out of Burning, a half-
hour show about the rebuilding of the
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Coventry Cathedral and Oxford, a one-
hour study of the university city, rep-
resents the third group sale made by
ITC to the educational network.

The programs were produced by As-
sociated Television Ltd., British pro-
ducer of documentary and public affairs
programming. The sale was made
through ITC's recently-created division
of public affairs and educational pro-
gram sales.

Film sales...

Boston Symphony Concert Specials
(Seven Arts Assoc.): Sold to KRON-
TV San Francisco and CFPL-TV Lon-
don, Ont. Now in one Canadian and
32 U. S. markets.

Dick Powell’'s Zane Grey Theater
(Four Star): Sold to WFBC-TV Green-
ville, S, C.; KMJ-TV Fresno, Calif.;
WNEM-TV Saginaw-Bay City, Mich.;
WEAR-TV Pensacola and KNOE-TV
Monroe, La. Now in 16 markets.

The Law and Mr. Jones (Four Star):
Sold to WPSD-TV Paducah, Ky. and
WICS (TV) Springfield, 1ll. Now in
14 markets.

The Detectives (Four Star): Sold to
WEAR-TV Pensacola, Fla.; WSBA-
TV York, Pa.; KIRO-TV Seattle and
WNAC-TV Boston. Now in 26 markets.

Checkmate (MCA Tv): Sold to

WNEM-TV Bay City-Saginaw, Mich.;
WINK-TV Ft. Myers, Fla.; WSB-TV
Atlanta; KXLY-TV Spokane and
KGGM-TV Albuquerque. Now in 68
markets.

Thriller (MCA Tv): Sold to WINK-
TV Ft. Myers, Fia.; WSAU-TV Wau-
sau, Wis., and KGGM-TV Albuquer-
que, N. M. Now in 81 markets.

Broadway Goes Latin (ITC): Sold
to KCOP (TV) Los Angeles; KPHO-
TV Phoenix; WBRC-TV Birmingham;
WLOS-TV Asheville, N. C.; KREX-TV
Grand Junction, Colo. and WOOK-TV
Washington, D. C. Now in 48 markets.

Supercar (ITC): Sold to WLVA-TV
Lynchburg, Va., and WTOK-TV
Meridian, Miss. Now in 142 U. S. and
49 foreign markets.

Sugarfoot (Warner Bros. Tv): Sold
to KMSP-TV Minneapolis-St. Paul;
WIZ-TV Baltimore; WSPD-TV Toledo;
KTUL-TV Tulsa; WSIL-TV Harrisburg,
Ill. and KJEO (TV) Fresno. Now in
30 markets.

Edward Smali Features (1TC): Sold
to WNEW-TV New York and WOOK-
TV Washington, D. C. Now in 69 mar-
kets.

106 features including titles from
“Cavalcade of the 60’s,” groups I and
11 and others (Allied Artists Tv): Sold
to CKLW-TV Windsor, Ont.-Detroit.

SAG puts damper on runaway production
PACT WITH FOREIGN GROUPS ERASES LOWER COSTS

American producers of tv programs
will no longer be able to save on per-
formers' fees by runaway productions
in Canada, Ireland or Great Britain.
An agreement reached last week by the
Screen Actors Guild with British
Equity, Irish Actors Equity and the
Assn. of Canadian Tv & Radio Artists
calls for the foreign unions to police
production of tv, motion pictures and
recorded programs within their juris-
dictions by imposing SAG scales and
conditions on American producers op-
erating in their countries. In announc-
ing the agreement, SAG expressed the
expectation that it will soon be extended
to cover films made for theatrical ex-
hibition as well as on tv,

The runaway tv film pact was the
first concrete result of a meeting of
representatives of performers unions in
Australia, Canada, Ireland, the United
Kingdom, and the U. S. held Jan. 18-
20 in Toronto. The meeting was called
by the American Federation of Tv &
Radio Artists and British Equity with
Canada’s ACTRA as host and SAG,
IAE and Australian Actors & An-
nouncers Equity Assn. also represented.
The sessions were also attended by ob-
servers from L'union des Artistes de
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Montreal and Federation des Auteurs
et des Artistes du Canada.

In addition to eliminating savings
from runaway production of tv pro-
grams on film or tape, the agreement
reached at Toronto also urges the estab-
lishment of additional compensation for
performers of tv programs distributed
abroad by film or tape or of live shows
transmitted instantaneously by Telstar
or other communications satellites.

Explaining how the agreement on
runaway production will work, Chester
Midgen, assistant national executive
secretary of SAG said: “If, for exam-
ple, a runaway American producer goes
to the United XKingdom to make a tv
series that should be made in the U. S.
and is obviously intended for the Amer-
ican market, the guild will lay the facts
before British Equity which will after
investigation incorporate all guild pay
rates, conditions and residuals in the
contract which the producer must sign
with British Equity before obtaining the
services of actors. The Toronto con-
ference was confined to tv matters and
therefore we could not include theatrical
films immediately but we hope to do
so at an early date.”

EXPERIENCE
AT YOUR
COMMAND!
RCA SERVICE...

4
=

FROM REPAIRS TO
COMPLETE OVERHAUL

« Video tape recorder service

* TV camera overhaul

* Antenna inspection measurements

* Microphone & pick-up repairs

« Transmitter performance measurements
* Custom fabrication

« Installation supervision

» Console repairs

TV projector service

* Microwave service

Broadcasters have selected RCA
for dependable service over the
past 30 years.

To guard performance of all
your equipment . . . Simply tele-
phone one of the following field
offices: Atlanta (phone 799-
7291), Chicago (WE 9-6117),
Camden (GL 6-7984), Holly-
wood (OL 4-0880). Or contact
Technical Products Service,
RCA Service Company, A Divi-
sion of Radio Corporation of
America, Bldg. 203-1, Camden
8 N.J.

m The Most Trusted Name
ﬁ in Electronics




Program notes...

WB pilot » New hour-long tv series with
a prison background, The Key, is being
planned by Warner Bros. for 1963-64.
William T. Orr, head of tv production,
has signed James Komack to write the
script for the pilot. Sam Gallu will be
producer; Les Martinson the director.

Jazz package » SESAC Inc.,, New
York, has released a basic jazz package
entitled The Jazz Set, consisting of
about 115 selections on 10 long playing
albums. Each cut is standard length;
there are no extended numbers or long
takes. Price is $19.95,

New office ® Sports Network Inc., New
York, has opened new offices at 530
Fifth Ave., zone 36, effective immedi-
ately. The firm’s present telephone
number, Murray Hill 2-0117, will be
changed to Monument 1-1000 on
March 18.

GAC and ‘Mrs. America’ = General Art-
ists Corp., New York, has been ap-
pointed to represent the 24th annual

-

“Mrs. America” contest for television
rights. A network telecast of the grand
finals (April 22-29 in Miami Beach) is
being planed. ABC-TV and CBS-TV
have carried the finals in the past.

WGA negotiations begin
with radio-tv networks

The Writers Guild of America be-
gins negotiations today (Jan. 28) with
the television and radio networks in
New York on a new contract to replace
the three year pact that expires on
March 31,

The contract will cover live television
programs, free-lance radio programs,
network documentary programs and
staff employment. A WGA official esti-
mated that approximately 300 staff
members will be affected by the out-
come of contract talks. In any given
year, from 400 to 500 members, who
free-lance, operate within the provisions
of the contract, according to the WGA
executive,

The union declined to reveal any of

FINANCIAL REPORTS

IRS issues expense account guide
DETAILS DO'S AND DON'TS FOR NEW REGULATIONS

Internal Revenue Service released a
“comprehensive pamphlet” last week
designed to assist businesses and indi-
vidual taxpayers in deducting business
travel, entertainment and gift expenses
for their 1962 income tax returns. The
pamphlet also explains new rules which
became effective Jan. 1, 1963.

llustrative examples and questions
and answers on the stricter expense ac-
count rules are included. The booklet
covers such items as what constitutes
legitimate business travel away from
home, when meals and lodging are de-
ductible, laundry expenses, tips, auto-
mobile expenses, club dues, entertain-
ment and reimbursement and allowance
arrangements,

Commissioner of Internal Revenue
Mortimer Caplin said the new tax law
ends the abuses of “expense account
living” and reflects the will of the peo-
ple. Addressing a joint meeting of the
Tax and Law Committees of the Elec-
tronic Industries Assn. in Washington
last week, Mr. Caplin emphasized the
law is not aimed at legitimate business
and entertainment expenses but seeks
only to curb abuses.

“Congress is not telling you what or
how to spend to advance your business
—only what you can deduct,” he said.

Under the new requirements, indi-
viduals and businesses will be required
to substantiate entertainment claims

€66

with “adequate records” such as the
amount of expense, time and place in-
curred, business purpose and business
relation to the person entertained.
Receipts must be submitted for all
entertainment expenses of more than
$25 and business gifts to one individual
over a year are limited to that amount.
Further “substantive rules” spelling
out in more detail other IRS require-
ments will be issued next month, Mr.
Caplin said, Copies of the pamphlet,
titled “Travel, Entertainment and Gift
Expenses,” Document 5049, may be
obtained free from any Internal Rev-
enue office. Bulk quantities also are
available at no cost to business organi-
zations for distribution to employes.

RCA officials predict
more profitable 1963

RCA sees a “new era of profitability”
in which 1962 first-quarter levels of
record sales and earnings will be sur-
passed in 1963, and serve as a new and
higher base for the company.

The bullish report for RCA was de-
livered last week by its top management
team to the New York Society of Se-
curity Analysts.

Among the executives were Brig.
Gen. David Sarnoff, board chairman;
Elmer W. Engstrom, president, and Rob-
ert W. Sarnoff, NBC board chairman.

Once again stress was on color tv

the contract demands, except to state
that it would seek a wage increase.

Entertainment programs on film are
not involved in the negotiations. A sep-
arate contract for these programs is
made by WGA with the networks, the
Alliance of Television Film Producers
and major motion picture studios. This
pact does not expire until 1966.

CBS-TV program changes

Three program changes in CBS-TV’s
nighttime schedule to be effected in
March were formally announced last
week.

Fair Exchange, which started the sea-
son as a weekly hour program (Fri-
day, 9:30-10:30 p.m.) and then was
dropped in favor of a half-hour version,
returns on March 28 to the Thursday,
7:30-8 p.m. slot. To make room for it,
Mister Ed now in that period moves to
Sunday, 6:30-7 p.m. on March 24. An-
other change: Password, now in the
Sunday period moves to Monday, 10-
10:30 p.m., on March 25 when The
New Loretta Young Show is dropped.

receivers and picture tubes as provid-
ing the greatest profit contribution of
any RCA products last year. It also was
predicted that RCA will cross into the
profit column in electronic data process-
ing within two years. Its losses in this
and other new-product areas are falling
off rapidly, it was added,

Also noted: NBC has increased sales
in each of the past 15 years and expects
to continue upward this year. RCA
scientists are perfecting several Laser
systems and, it was noted, color tv pro-
duction has been started in Canada by
RCA. It's English subsidiary will begin
first sales of color receivers this year
for experimental purposes.

TAC membership 52,
executives report

Television Affiliates Corp. reports
that membership in TAC has grown
from 12 stations in January 1962 to 52
stations in January 1963. Dividends to
producing stations amounted to $31,-
000 last year.

TAC, which was organized in 1961
and began functioning in 1962, serves
as a clearing house for the exchange
of public affairs-cultural tv progtams
among its members. A subscriber pays
an annual fee, depending on the size
of his market. A producer station,
which need not be a member of TAC,
earns credits for programs accepted
into the TAC library on the basis of
the number of plays the programs re-
ceive and the number of markets where
they are carried.
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Once the Saturday night gathering place of roving geetar
pluckers, foot stompers and blowers of corn likker jugs,
Nashville has suddenly been discovered by some of the
most sophisticated tastes in the U. S. music industry.

A SPECIAL REPORT

The Nashville Sound is sweeping the charts in national
music popularity—propelled by best-selling records cut
by performers like Ray Charles (above). The city is now
the No. 2 source of American popular music.

A big new sound blows out of Nashville

IT'S COUNTRY DOLLED UP, CORN REFINED AND HOTTEST THING IN MUSIC

The industrial city of Nashville in
Central Tennessee’s rolling hills pro-
vides the setting for a cultural revolu-
tion that has rocked the nation’s music
industry,

Within a decade a cozy little record-
ing center whose musical attainments
once scarcely drew a sneer from Tin
Pan Alley has now burgeoned into a
$40 million economy, with Nashville
second only to New York as a source
of popular music.

This combined commercial and cul-
tural phenomenon has risen out of the
adenoidal moans and strident strings of
a past era of country and western mu-
sic—though the word music is applied
with some misgiving by those of sophis-
ticated tastes.

But the fact remains that one out of
every two records now sold in the U. S.
and a heavy proportion of the records
played on U. S. radio come from a
Nashville studio.

For want of a truly representative
term, the diversified product of Nash-
ville’s 15 recording studios and its army
of composers and musicians is loosely
defined as country or country-and-
western music. Actually these are trade
terms applied to this flourishing indus-
try in a fruitless effort to find a descrip-
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tive name for a product that covers the
gamut from hoedown through gospel
and romantic to far-out jazz.

Big Names Join = Some of the big-
gest names in pop music are turning to
country-style songs; many are starting
to record in Nashville because the
studios produce a relaxed type of musi-
cal support that performers like and
the public buys over the counter.

This type of background is popularly
known as the Nashville Sound. The
term has become a symbol of prestige
in an industry that once belittled Nash-
ville as the corn crib of the music
industry.

The transformation of Nashville into
a music center of national importance
can be traced to these factors:

= For years the city has had a basic
reservoir of musical talent. The Grand
Ole Opry, a Saturday night feature on
WSM Nashville since 1925, has
launched literally hundreds of careers
in the country music field (see sep-
arate story page 70).

» The native Nashville talent was
given outlets and polish by Broadcast
Music Inc. which needed to develop
new sources of music to compete with
the older American Society of Com-
posers Authors and Publishers. When

BMI came into being, ASCAP owned
just about all the established composers
of popular tunes, and those composers
were in New York and Hollywood.

» The growing need for music in ra-
dio programming, as the music and
news format spread throughout am
broadcasting, gave impetus to the de-
velopment of BMI and its music
sources.

In any scanning of the present state
of Nashville’s musical progress it’s nec-
essary to face up to the blunt facts of
American musical tastes.

By city folk standards, much coun-
try music is corn. There’s no disputing
this label, if basic emotions and sim-
plicity of musical form can be consid-
ered corn. Yet blue grass, a primitive
version of country folk music, has sud-
denly become the rage of campuses and
coffee houses all over the nation, and
the Opry’s roaring reception in Car-
negie Hall a year ago threatened to
shatter the chandelier-and-rococo decor
of that august auditorium. In Nash-
ville the Saturday night Opry performs
with a cast of 125 singers, yodelers,
guitar plunkers, fiddlers and jug blow-
ers before an audience of 3,500 paying
devotees (see page 70).

It Sells » Country music in its raw
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BIG NEW SOUND BLOWS OUT OF NASHVILLE continued

forms may be an anathema to music's
social leaders and their followers, but
the hard-money men who deal in musi-
cal merchandise operate on the theory
that more people are corny than sophis-
ticated. The basic human emotions—
love, joy and grief—guide the musical
programming of most radio stations.
Any broadcast manager who takes the
time to investigate will soon discover
that Nashville music ranks one-two-
three as a source of station program-
ming. Unfortunately, those who haven't
kept abreast of musical progress are
likely to slough off this trend with the
comment that if it's Nashville music,
it's country and western drivel.

They are only partly right, for Nash-
ville has broadened its product to in-
clude progressive jazz, tuneful ballads,
the latest in pop and more than a score
of other types. In fact, Nashville is
fast becoming the musical style-setter,
a role long held first by New York and
later influenced by Hollywood’s movie
scores.

At the Christmas weekend two coun-
try-western albums ranked right at the
top of best-selling records—Vol. 1 and
II of “Ray Charles Sings Country &
Western Music.” Their significance

— RN
Like so many other popular singers
and musicians Gogi Grant finds the
Nashviife atmosphere to her liking.
Recording here, in the RCA-Victor

68 (A SPECIAL REPORT)

rests in the conversion of another major
pop artist to the Nashville type of
music.

Top vocalist Nat King Cole reflects
the Nashville influence in his popular
“Ramblin’ Rose” release, based on a
plain little tune that has what a Wash-
ington bureaucrat might call a high co-
efficient of melodic persistence. Bu-
reaucrat or laborer—people who hear
*Ramblin’ Rose” can’t keep from sing-
ing or whistling it. At a recent Na-
tional Press Club dinner in Washington,
D. C., Mr, Cole had an audience of
correspondents and government offi-
cials howling through a dozen choruses
of this typical country tune.

Hard Facts = The basic economics
of Nashville, 1963 version, aren’t easy
to document for statistical analysis. But
the spirit of Nashville is felt in the
southern section of the city, where its
Record Row is congregated. Plant in-
vestment in Record Row isn’t heavy by
New York standards because the studios
are noted for their technical efficiency
rather than architectural beauty. The
two largest—RCA-Victor and Bradley
—are often booked around the clock,
seven days a week. Artist bureaus and
music publishers can operate in an

studios, she is accompanied by
Bobby Moore, bass, and Buddy Har-
mon, drums. Nearest the star at the
piano is Dick Pierce, a&r for Valiant.

ordinary office suite; composers and
musicians need only a stubby pencil
and envelope or a wall plug for an
electronic guitar.

A good share of the records taped
in Nashville usually go out to a distant
processing plant. Since the invention
of tape it’s been possible to run a sub-
stantial music business from a desk or
clothes closet, depending on the num-
ber of people involved, though this
doesn’t fit into Nashville’s growing in-
sistence on technical quality.

In any case, it doesn’t take much
capital to decide on a label name and
produce a record. A Nashville cabbie,
catching the spirit of the recent 11th
Annual Country Music Festival, popped
this question to his fare, “You in the
music business?” Without waiting for
a reply, he went on, “I'm starting my
own label, Bucket Shop Records. I'm
getting a terrific combo together and
we're ready to go.”

New Music World = Nashville is in
the music business up to its ears. It
now has the facilities, earnest and
skilled musicians who like to play, in-
terested technicians, a vast supply of
active composers and the urge to turn
out good records.

This onetime gateway to the West is
now “open sesame” to a new world of
music because broadcasters were forced
a score of years ago to start a new
music source. This happened when
they organized Broadcast Music Inc. in
an effort to cope with an ASCAP rate
increase they considered intolerable.

BMI was formed, and at last the
frustrated composers who had tried
vainly to crash ASCAP’s gates now had
a market. They still have this market
because BMI easily leads the current
lists of top tunes.

The records are coming out by the
hundreds, artists are booked all over
the world, publishing houses turn out
sheet music, better background musi-
cians or side men are busy. But ask
the executives of recording houses
about their business and you’ll get an
embarrassing silence. If Gimbels’ wants
to know, Macy’s isn't supplving the
information.

A series of inquiries brought this re-
cap of estimates about the national
grosses in the recording industry: RCA
Victor may do $70 million from all
its records, Columbia $68 miltion, Cap-
itol $53 million, Decca may be be-
tween Columbia and Capitol. The rest
are said to be under $50 million. ABC-
Paramount, Mercury, Dot, United Art-
ists and the others are mum when their
private business is probed.

Signs of Progress = Yet there are
some educated estimates about the basic
facts of Nashville’s music industry.
Many can't be fed into a computer, but
here are some of the figures picked up
around Record Row:
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= Half of U. S. recordings originate
in Nashville,

s Three out of four Decca pops are
from Nashville; RCA-Victor and Co-
lumbia pops may run around 50%.

= Over 60% of all single records
have country influence.

s Over 75% of successful singles are
country oriented.

= In the average week the U. S. re-
cording industry turns out 465 records,
60% of them country oriented. Nash-
ville is absolutely dominant in singles;
New York and Hollywood lead in
albums.

s The year's most successful record-
ing company, according to trade talk,
is the one whose country-and-western
department is the most active; pops are
the big money makers.

= Probably half the records spun by
radio stations that feature current hits
(the “top 40" format, for example)
have country music roots.

» BMI has 208 publishers in Tennes-
see (mostly Nashville); SESAC has
three; ASCAP has some, but no figure
is available.

Growth symbols abound in this new
music economy. ASCAP opened an
office in Nashville a few weeks ago.
Jules Collins, ASCAP sales manager,
said the society is about to update its
1957 bulletin listing country-and-west-
ern songs. “Our publishers have always
had a lot of music in this field,” he
said, mentioning three favorites as ex-
amples—*“Don’t Fence Me In,” “Last
Roundup” and “Wagon Wheels.” He
recalled that Gene Autry (Western Mu-
sic Publishing Co., an ASCAP pub-
lisher) had been a powerful force in
building the popularity of country-and-
western music.

Mr. Collins said many old, estab-
lished ASCAP songs have been record-
ed in the Nashville style. He credited
WSM Nashville and its Opry with a lot
of the growing popularity of music hav-
ing the country and western flavor.

BMI Strong Point » BMI has long
dominated the Nashville music indus-
try. It maintains an office there, sec-
ond only to its New York headquarters,
with Frances Williams Preston in
charge. Mrs. Preston knows practically
every personality, writer and executive
in the field and serves as a combination
goodwill ambassador, counsellor and
reference source.

BMTI’s annual awards are cherished
by countty musicians. It presents them
during the annual festival week that
draws thousands of music industry
delegates to Nashville each fall. It’s
buzzed around Nashville, incidentally,
that BMI has bought a site for a new
building to house its spreading opera-
tions.

Although BMI’s leading role in the
Nashville music supply is conceded, it
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Johnny Ray’s ballads have helped
make the Nashville Sound popular.
Most of his recent albums have been
recorded there. Here Owen Bradley

likes to emphasize that its library is
broad-based and points to a strong cias-
sical repertoire. But as far as Nashville
is concerned, there’s one type of success
story for BMI and it goes like this—
at the yearend 58 of the perennial
singles hits recommended by Billboard’s
Music Week as standards for year-
round programming by radio stations
are licensed for performance by BMI.
This is BMI's answer to the ASCAP
claim that the society is far superior
in the field of standards, or numbers
that persist as popular favorites for
around five years or more.

Another spreading influence in the
country field is SESAC. Its library has
a rich store of folk, western, country
and gospel music. SESAC recordings
use such Nashville favorites as the
Anita Kerr Singers and Jordanaires,
Webb Pierce, Chet Atkins and other
prominent artists. Like BMI, it lends
encouragement to composers Who
haven't been able to break into Tin
Pan Alley, which is ASCAP’s strong-
hold.

Another recent growth symptom has
appeared: ABC-Paramount, often called
the largest entertainment organization
in the world, had its eyes opened in
mid-1962 when Ray Charles, blind pop
singer, quickly hit the million mark

sets the mood at the piano as Johnny
and Dottie Dillard prepare to record
a new song. Session is at the Brad-
ley studio in the Tennessee city.

with his first “Modern Sounds in Coun-
try & Western Music” album. Volume
11 naturally followed shortly, in the
musical tradition that when something
is a smash hit, everybody gets on the
bandwagon in a hurry. When “I Can't
Stop Lovin’ You" was pulled out of the
Ray Charles album for a single, it too
hit the million mark and kept going.

These Ray Charles recordings reflect
the growing interest in the country type
of music. The songs weren’t recorded
in Nashville, but they were strictly
country-type selections. In this first
venture into a new field, the artist used
his customary background-—a big or-
chestra for numbers recorded in New
York and a strings-and-chorus group
for Hollywood recordings.

Then the Flooed = The ABC-Para-
mount venture with Ray Charles
touched off a flood of country and west-
ern recordings by labels that hadn’t
done much in the field, contributing
to the 1962 convergence of the record-
ing industry toward Nashville. And
Tommy Roe’s first ABC-Paramount re-
cording in Nashville brought him nu-
merous personal appearance offers and
a chance to do a pilot film for ABC-TV.

Such are the typical symptoms of
Nashville's growth. The extent of this
expansion is put this way by Charles



BIG NEW SOUND BLOWS OUT OF NASHVILLE continued

Lamb, publisher of the trade journal,
Music Reporter:

s Nashville is the home of 1,100
musicians, 350 songwriters, 110 pub-
lishing houses and 15 recording studios,
plus artist bureaus and booking agen-
cies.

= Of the 1,100 musicians, 750 are
members of American Federation of
Musicians. The rest are non-union per-
formers who saw at cigarbox fiddles,
puff mouth harps and kazoos and per-
form numerous other rites on im-
promptu instruments unfamiliar to most
concert halls.

The parade of big pop names into
country music constantly amazes those
who have waged the long fight to attain

national recognition for the city’s prod-
uct.

Among feminine stars who have
sampled or embraced country orienta-
tion are Connie Francis, Patti Page,
Joni James, Kay Starr, JoAnn Camp-
bell, Connie Stevens and Della Reese.
Besides Ray Charles and Nat King Cole
there are Bobby Vinton and Johnny
Tillotson, to mention two male vocal-
ists. And of course Nashville boosters
were delighted last autumn when Stan
Kenton and Walter Brennan recorded
Bill Anderson’s “Mama Sang a Song.”

Then there’s Burl Ives, whose record
sales have multiplied since he embraced
the Nashville Sound. He opened a
whole new career by utilizing Nash-

ville's able technicians and side men.
Fats Domino, another established per-
former, has recently been playing songs
written by Hank Williams, revered
country composer of the last decade.
Matter of Taste = Records become
hits overnight, with no scientific explan-
ation. The vagaries of the public’s
tastes constantly baffle those in the
business. No one was more surprised
last autumn than composer Bill Ander-
son when his “Mama Sang a Song” be-
came a top-seller for Decca. It was a
personal thing, Bill explained. *I had
always wanted to write a song about
the way my own mother sang to me as
a kid when I had problems. She would
sit me on her knee and sing ‘Rock of
Ages’ and soon the hurt would go
away.” Radio exposure of “Mama”
was effective, just as it pushed the cur-

Opry fans jam ugly, old Ryman Auditorium each Saturday

A musical miracle appears in
downtown Nashville every Saturday
night as 3,500 or more howling peo-
ple pay $1.50 or $1 to worship in
pews at an old tabernacle. These
semi-hysterical folks jam Ryman Au-
ditorium to take in WSM'’s Grand
Ole Opry.

Ryman is big and it's ugly—traits
that are cherished by WSM as well
as the performers and those who
squeeze in to see the show. Another
squeeze is the responsibility of Ottis
Devine of WSM, motorman of the
show, who has to fit 125 performers

Saturday night is “Grand Ole
Opry” night in Nashville. Then
3,500 of the faithful pay $1-$1.50
to jam into the pews in Ryman
Auditorium to hear the WSM pro-
gram that originated in 1925. It
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plus assorted guitars and bull fiddles
into the limited backstage facilities.
Two WSM executives—Robert E.
Cooper, radio manager, and Mr. De-
vine, WSM program manager and
manager of Opry, say the stringy,
nasal music of the 30’s is giving way
gradually to romantic, rhythmic
styles though Roy Acuff’s breakdown
fiddle will rattle the timbers at old
Ryman on a Saturday night. Roy
was the first big country singer.
Hay Originator » The history of
Opry dates from 1925 when George
D. Hay, an announcer on WLS Chi-

> : S . ﬁ :-%
was such “Opry” singers as Roy
Acuff and more recently Elvis Pres-
ley who are responsible for the
growth of Nashville as the nation’s
leading country and western music
center.

cago, moved to the new WSM and
started what was then known as the
WSM Barn Dance. The name was
changed two years later. The Opry’s
still riding high, and artists cheer-
fully give up a $1,000 booking to
get the $31 scale Opry pays. Most
country musicians are Opry alumni.

Mr. Cooper likes to discuss the
Opry’s success stories. It's a highly
effective sales vehicle, he said, men-
tioning Martha White Mills (flour),
a small local enterprise that started
on Opry a decade-and-a-half ago
and quickly spread out over 17
states. At one time it opened 200
dealers in roughly a month. The
spomsor sends artist groups around
and includes local talent in its shows.

But Opry’s place in the history
will always be that of the show that
launched hundreds of careers.

One outstanding alumnus is Flvis
Presley, an old Opry bull fiddler who
has passed the 25-million record
mark for RCA-Victor. Mr. Presley
is usually considered a rock-'n’-roll
performer, but he has drawn heavily
from the country repertoire.

And Opry history will always pay
a tribute to one man—Edwin W.
Craig, board chairman of National
Life & Accident Insurance Co.,
which owns WSM. Last November
during festival week the then gover-
nor-elect of Tennessee, Frank Clem-
ent, presented Mr. Craig with a scroll
mgned by Opry personnel and called
him “an old mandolin picker.” Gov.-
elect Clement said Mr. Craig once
said to him, “I would rather be com-
plimented by the people responsible
for country and western music than
by any group in America.”

T RN
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Music City didn't just happen. It
grew .. . slowly and over many years
and from the kind of talent that has
appeared regularly on WSM's GRAND
OLE OPRY, THE WAKING CREW,
SUNDAY DOWN SOUTH. without
WSM's long tradition of live music
programming, Music City's reservoir
of competent musicians would never
have developed. Without these
musicians there could be no Music
City.

WSM

CLEAR CHANNEL 650

OWNED AND OPERATED BY THE NATIONAL
UFE & ACCIDENT INSURANGE COMPANY

NASHVILLE, TENNESSEE
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rent “The First Family” album, mim-
icking President Kennedy, into multi-
million figures. Mr. Anderson is one
of the five top country-and-western
writers and holds a number of BMI
citations.

All discussions of the growth of
Nashville’s music eventually get around
to the profound influence of radio—
playing records all day long, especially
best-sellers and catchy numbers. A
country record was a freak 15 years
ago if it sold 300,000; now million rec-
ords are almost commonplace and
much of the explanation rests in the
steady exposure of records provided
by thousands of stations.

How It Began = Radio's recognition
of the Nashville product goes back to
the post World War II days when RCA-
Victor and Decca sensed the potential
of this type of music. Decca was one
of the first labels to do something about
it, using Owen Bradley as its artist and
repertoire (a&r) man. Red Foley and
Ernest Tubb, still active, were among
early successes. Like many performers
they didn’t want to record in New York
or Hollywood, preferring to be among
friends in Nashville. Hank Snow, RCA-
Victor, was another artist who preferred
Tennessee,

Columbia has bought the original
Bradley studio, ugly but highly funec-

- tional and an engineer’s dream. Like

RCA-Victor’s more elegant plant, it's
familiar territory for technicians and
performers who know every bounce and
decibel off its baffles.

While Nashville was acquiring mod-
est recognition, another phenomenon
was developing in music—sheet sales
started to slip with the arrival of tele-
vision. Often the piano was in the living
room along with the tv set, which nat-
urally captured family attention. Tele-
vision’s musical quota is not heavy so
the public turned to radio and phono-
graph records for music, and radio
played what it felt the public wanted
to hear.

Augmenting these influences was the
development of the German-born tape
recorder into a simple and economical
American gadget. Thus the Nashville
musical revolution began to assume
serious proportions.

Constant Changes = Television still
grows, music remains popular but in
varying forms and Nashville is alert
to cash in on the trends. Times are
still changing, however. The four-year-
old Country Music Assn., new center
of industry activity, is a serious trade
association whose staff is headed by
Mrs. Josephine Walker, executive sec-
retary. CMA elected Gene Autry as its
president last November, Wesley Rose,
publisher, recorder and artist bureau
head, is board chairman of CMA,
which has 737 individual and 27 or-
ganizational members.

r

Country and western stars are ex-
pected to dress and live the part.
Here’s Decca Records’ Webb Pierce
with brocade suit and tooled-leather
lined car. Door handles are six
shooters. Silver dollars adorn the
steering wheel, instrument panel and
windshield.

CMA is interested in the impact of
radio and tv on country music. A new
CMA survey shows over 1,300 radio
stations programming 2 to 24 hours of
country music daily. Ninety-seven sta-
tions program country music on a full-
time basis. In television, CMA found,
70 stations use live country talent and
32 country music; 28 use both film and
live. This makes a total of 130 tv sta-
tions active in the country field.

Ken Nelson, RCA-Victor and retir-
ing CMA president, said CMA should
make “the invasion of television its No.
1 project and objective for 1963.”

When he took over the CMA presi-
dency last November, Gene Autry re-
called the slow acceptance of country
and western music three decades ago.
“Now country music is accepted all
over the world,” he explained, “and is
performed by leading artists and bands
who use, copy and borrow from coun-
try music.” He added that requests
have come recently from Japan, where
the music has been heard on American
Armed Forces Radio.

CMA is a serious successor to the
old Country Music Disc Jockey’s Assn.,
a semi-formal organization that once
met in Nashville every autumn under
somewhat convivial auspices, earnestly
soliciting all the free discs in sight.

Widely Traveled » Nashville’s roving
troupes have had inestimable millions
of dollars worth of free promotion in
the form of dj announcements that go -
about like this, “And don’t forget folks,
you can hear Harry’s Bobcats in person
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ROUTE 66, NAKED CITY
THE UNTOUCHABLES and SAM BENEDICT

Music by

NELSON RIDDLE

NELSON R1DDLE, who received the Bill-
board Award as ‘‘arranger with the
most hit records in 1955 and “best
orchestrator-arranger in motion pic-
tures” Award from Down Beat in 1958
along with countless other musical
honors, should now receive an award
as ‘‘composer-arranger-conductor of
the most top-rated TV network shows.™
His current TV successes match his
brilliant work in the recording field as
arranger-conductor for Judy Garland,
Frank Sinatra, Nat Cole, Peggy Lee
among many others.
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5 REASONS WHY

WCMS

IS CURRENTLY
93% SOLD OUT

1. Tidewater's effective personality sell
of the WCMS Four Horsemen backed by
§7-years collective staff experience in
“uptown” Country-Western-Folk broad-
casting and the powerhouse WCMS sig-
nal l?tt 1050 blanketing the nation’s 30th
market.

2. Unexcelled community service in-
cluding *‘Operations Santa’” which pro-
duced 6,708-pounds of clothing, food and
toys; “Project Blockade,” a muilti-phased
assistance program for returning Guan-
tanamo dependents and provoking edi-
torials which of late have spearheaded
introduction of compulsory education
legislation.

3. Experienced news team equipped
with 5 radio cruisers, mobile studio and
radio communications featuring in addi-
tion to *“News Live At '55" hourly
“Military Reports” exclusive in Tide-
water; recipient of United Press Inter-
national’s Certificate of Merit for out-
standing coverage.

4. Ranked America’s Number One West-
ern-Country-Folk station in per capita
listenership and Tidewater's exclusive
WCF Music outlet. WCMS "Country
Style U.S.A." stage shows second only
in paid admissions to the Oyster Bowl
foogmll classic In Tidewater.

§. Serving over one-million Persons “ o
America’s largest concentration of mili-
tary personnel, 67% of which prefer
Country-Western-Folk Music according
io Pentagon—Armed Forces Network
survey of enlisted personnel and a rich
civilian population of which special
Pulse Market Survey reports 18.2% glrg-
fer WCF Music nationally and as h
as 28% in Tidewater as indicated by
various Tidewater studies. A total re-
sponsive and captive audience which
added up to 84% contract renewals on
WCMS last year!

TIDEWATER
VIRGINIA

NORFOLK - HAMPTON
VIRGINIA BEACH
NEWPORT NEWS
CHESAPEAKE
PORTSMOUTH
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Saturday night at the Odd Fellows
Hall.”

At one time a country troupe ranged
out maybe 150 miles maximum. Now
they’re everywhere, including Canada
and Europe, as a result of the fame that
has come from radio and recordings.
The WSM Opry paced this geographical
spread in the two decades it was on
NBC Radio network plus limited tv
exposure. National Barn Dance at WLS
Chicago performed a similar role along
with other favorite radio programs.

The Opry and Barn Dance coverage
is no longer national, but country mu-
sic spreads from coast to coast. The
CMA radio study, while incomplete, is
valuable for its demonstrations of
broadcasting’s use of country music.

Stations featuring this music some-
times have trouble trying to convince
Madison or Michigan Avenue their au-
diences are profitable buys, according
to Jerry Glaser, vice president-general
manager of WENO Madison-Nashville.
“They still look at me on nine out of
10 calls with those martini eyes and
ask sneeringly, ‘You mean people listen
to that stuff?” But we try to sell them
a way of using country music rather
than to attempt to convert them to the
charm of the music itself. After all,
we've got to get them exposed.” Mr.
Glaser made his comments at a panel
discussion during the music festival last
autumn.

“On the other hand,” Earl Hotze, ac-
count executive of Gardner Adv. Co.,
St. Louis, said, “nobody really tried to
sell us on country music this year. Reps
and station personnel sell the stations
but not the music. Agencies are just
beginning to recognize the country mu-
sic market but it's not yet well defined
in the advertising world.”

Los Angeles Listens » Metropolitan
Los Angeles has a 24-hour country mu-
sic station, KFOX-AM-FM at Long
Beach. “Don’t make the mistake of
downgrading country music,” vice pres-
ident Dick Schofield warned. “It’s the
music of Americans.” He said 86% of
the Los Angeles population has a coun-
try background, adding that the am-fm
operation is sold out solidly midnight to
6 a.m.

“Country music needs careful pro-
gramming,” he said, catering to the
tastes of an audience that is mostly
middle-class augmented by the more re-
cent college and coffee shop set. He
added a reminder, “Nashville’s musi-
cians aren’t country squeakers; they’re
ad lib virtuosos.”

Metropolitan Washington has two
country music stations. WAVA-AM-FM
Arlington, Va., play “Americana” music.
WDON Silver Spring, Md., started the
new year by going country from sign-
on to 2 p.m. CKLW Detroit has joined
the country list. There's at least one

country station around most major
markets.

WCMS Norfolk, Va., cites its rating
progress to show the popularity of care-
fully programmed, diversified country
music. It scorns the nasal vocalists.

A national representative firm, Coun-
try Music Sales, handles Country Mu-
sic Network. It is headed by Charles
Bernard and represents 50 stations in
26 states that feature basic country mu-
sic. The rep firm has headquarters in
New York.

The explanation for this nationwide
musical transition can best be stated
by those most responsibte. Jim Denny,
who at 52 operates his own artist bu-
reau and Cedarwood Publishing Co. in
Nashville, went through chore boy tasks
and Opry operations at WSM to be-
come head of the station’s artist bu-
reau—and then he decided to go in
business for himself.

At any given moment he’ll have one
or more artists or troupes in distant
countries in addition to American book-
ings. His list includes two-score top
country artists who get $500 to $5,000
a show. Cedarwood has 25 employes
and writers in Nashville, plus offices in
Berlin and London. In addition Mr.
Denny owns three Georgia radio sta-
tions—WJAT  Swainsboro, WBRO
Waynesboro and WSNT Sandersville.
Among his artists are Webb Pierce,
Jimmy Dean, Minnie Pearl and Justin
Tubb. “We're giving pcople what they
want,” he said simply. His calculations
lie behind the $40-million estimate of
Nashville’s music economy.

European Origins » The popularity
of country music in Europe takes this
art form right back where it started.
Many of the old folk songs were
brought over by immigrants from the
British Isles and the Continent. They
headed out into the hinterlands, many
stopping in Tennessee after pushing
through Cumberland Gap. This is often
cited as one of the reasons folk music
has been especially well liked in Ten-
nessee.

A foreign musician, Bill Fuller of
the Royal Showband of Waterford, Ire-
land, says Americans “have no idea
how popular country music is in Fu-
rope.” Interviewed during an Ameri-
can tour, he said, “We play your Nash-
ville numbers in Ireland and they like
it because it’s our kind of music.” And
a December dispatch from the Rome
bureau of the Chicago Daily News
said, “The folk singing revival in the
United States has spilled over to Italy.
American folk songs are repeated every-
where.” The Kingston Trto and Harry
Bellafonte lead in record sales, the
News said, but the youngsters like to
play folk music themselves and it has
spurred the learning of English lyrics.

“Country music was rebuffed in New
BROADCASTING, January 28, 1963
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York,” Wesley Rose recalled. “Even
in the postwar years they looked down
their noses at us as Tin Pan Alley
turned over its business to a younger
generation that commutes from the
suburbs and takes a three-hour lunch.
On the other hand many of our Nash-
ville composers start their writing day
at 6 a.m. They write of memories, the
only permanent thing you get out of
life.”

One of the leading figures in Nash-
ville music, Mr. Rose said the city will
continue to grow as a music center so
long as it provides good songs. His
composer father, Fred Rose of Tin Pan
Alley background (“Red Hot Mama,”
“Deed I Do”), started Nashville’s pub-
lishing industry with Roy Acuff, fea-
tured Opry star, as anchor man.

Looking back a decade and more,
Mr. Rose said Nashville’s music indus-
try was small and backward for years.
Then a young composing genius started
turming out songs that started to draw
nationwide attention. His name was
Hank Williams, whose works are still
on the top-tune lists 10 years after his
death.

“Hank gave us the strength to crack
the popular music field,” Wesley
Rose said. Now the business started by
the elder Rose has grown and the Acufl-
Rose publishing firm is often classed
as one of the largest in the music world.

Incidentally the still-important sheet-
music business has undergone a techni-
cal overhaul. Music Type Service, in
Nashville, has an intricate but cost-
cutting method of providing camera-
ready masters for music printers. It
started in 1959 with Acuff-Rose Publi-
cations (BMI) and its Milene Music
affiliate (ASCAP) as first customer.

The younger Rose appraises a song
by having it performed while he works
at his desk. “I judge a song by hearing
it,” he said. “If it pulls me away from
the sheaf of papers, then I know it has
something, To me Broadway show mu-
sic is all alike.” He said the classical
influence is spreading in Nashville but
added, “Our music will always be sim-
ple because modern people are heading
toward ways of simplifying the living
process.”

Role of Broadcasting » “Radio is the
basic cause of Nashville’s musical
growth,” Mr. Rose says. “It reaches
the masses and plays the music they
want. We owe radio tremendous
thanks.” A portrait of Hank Williams
hangs in the Acuff-Rose office. The
Williams royalties are said to exceed
those of Jerome Kern and Cole Porter.

Owen Bradley, who with his brother
owned the Bradley studio (sold to Co-
lumbia recently) noted that pop records
build names and the pops get the most
radio exposure. He’s Decca’s a&r man
in Nashville but remains active as a

A leading figure in the growth of
Nashville music is Owen Bradley (r),
Decca artist and repertoire executive
as weil as performer and director.
Here he is with Harry Silverstein, his
aide. Mr. Bradley is a composite a&r

man, executive and director. He
helped Nashvillie's music grow.

performer and directs his own 16-piece
band over weekends.

Shelby Singleton, vice president of
the Mercury label, makes another point,
“Nashville is uninhibited,” he said,
“providing a chance to experiment.
Our music isn’t just a job; it’s a way of
life to these sincere musicians.”

Others emphasize the lower produc-
tion costs due to simple arrangements
that are often jotted down on scratch
pads and to the ample talent supply.
The spontaneous arrangements are con-
ceived in minutes whereas a New York
arranger may require a week of writ-
ing, lots of money and a costly orches-
tra.

Single Center * Goddard Lieberson,
president of Columbia Records Div,,
CBS Inc., estimated nearly 80% of
single record hits come from Nashville.
He said the success of the local product
traces back to early American folklore,
the post-Civil War minstrels and the
ability of the songs to document the
growth of a pioneering nation. “Nash-
ville is finally finding its level in the
musical world,” he said.

Harlan Howard and Boudleau Bry-
ant, successful composers, agree that
radio is paramount in the spreading
popularity of country music. Like many
other composers they cite the oppor-
tunity provided by BMI, augmented by
radio performances, to give new com-
posers a chance to be auditioned and
performed. The bearded Bryant is a
former symphonic violinist in Atlanta.
Now he collaborates with Mrs. Bryant
and sings some of his own numbers.

Joe Allison, a&r for the Liberty label,
said, “Radio is the greatest single force,
the omnipotent factor, in the Nashville
miracle. This city is the new Madison
Avenue of the popular-country music
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WTIJH

ATLANTA
(23rd market)

covers 17 counties
and over a
million population

WYNK

BATON ROUGE

(98th market)

the only CGW
station
for over
241,000 people

KIKK

HOUSTON
(17th market)

the only exclusive
CGW station
for over
1,310,700 people

WITMT

LOUISVILLE
(32nd market)

the only C&W
station
for over

749,100 people

KTCR

MINNEAPOLIS-ST. PAUL

(14th market)

the big CGW
staticn
for over

1,533,500 people

COUNTRY-
WESTERN
MUSIC
IS
GETTING

BIGGER

** BIGGER

KHAT

PHOENIX
(34th market)

the only C&GW
station

for Central Arizona’s

731,500 people

KSOP

SALT LAKE CITY

(61st market)

only CGW
station

for over
401,400 people

KPEG

SPOKANE
(81st market)

only CGW
station
for over

300,000 people

WSEN

SYRACUSE
(47th market)

only CGW
station
for over
580,600 people

COUNTRY MUSIC NETWORK
REPRESENTED BY

CHARLES BERNARD

UTICA-ROME-REMSEN
WREM

(71st market)

only CGW
station

for over
339,100 people

COMPANY, INC.
730 FIFTH AVENUE

NEW YORK 19, N. Y.
Clrcle 6-7242
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WIJR

— NEWARK—M —
JERSEY JAMBOREE

STARRING
CHARLEY HOLMES

7 05 pm To 8:00 pm

MONDAYS
through
SATURDAYS
AMm M
970 94.7

The only Country-Western and
Folk Programs for over
15,000,000 people
“JERSEY JAMBOREE”

REPRESENTED BY:
CHARLES BERNARD CO., INC.
730 5th Ave, N. Y. 19, Cl &.7242

*WHAT'S WRONG WITH THIRD??
NOTHING!

and we at

H. 'IAV!{;\I &
o NS N
IN PHOENIX, ARIZONA

are proud of our rating in a market that
boasts of 18 radio stations. Country
music has reaily taken hold in this
heterogeneous market. At our grand
ole opry shows that we present once a
week, we get to meet a pretty good
cross section of our audience. At our
last affair, we asked if there was a doc-
tor in the house (there were 4 of them),
a lawyer (three}, indian chief [no kid-
ding, there was one . . . a Hopi),
secretaries, cotfon pickers, mechanics,
truck drivers salesmen waitresses and
even a steeplejack. KHAT in Phoenix
delivers not only a large audience, but
don't forget the loyalty factor engen-
dered is thrown in free (and that's bet-
ter than Green Stamps).

*PULSE, November

78 (A SPECIAL REPORT)

Nashville's composing - performing
couple, Felice and Boudleau Bryant,
combine professional musica! activi-

business. Radio cultivated national
tastes that had been there all the time.
Composer Howard, who has won more
BMI awards than anyone in history,
operates without the benefit of musical
education. His “Pick Me Up on Your
Way Down” and scores of others are
pure Nashville, Mr. Howard tells the
story about the New York executive
who asked a Nashville musician if he
could read music. “Not enough to spoil
my playing,” the musician replied.

Not Hillbilly = Stephen H. Sholes,
manager of RCA-Victor's West Coast
record division, who has watched Nash-
ville for two decades, recalled frequent
predictions that country music was on
the wane, but its popularity grew and
kept on growing. ‘“These spontaneous
Nashville recordings are free of ten-
sion,” he said. “The music, musicians
and technical standards are improving
every vear.”

The deft digits of an inspired Nash-
ville guitarist, RCA-Victor’s Chet At-
kins, are heard on a dozen solo albums.
They are heard, in addition, behind
more vocalists than a computer could
compute. An Opry-reared star, he’s
now an RCA-Victor executive in Nash-
ville but puts in a big day in the studio
producing and playing. He describes
the Nashville Sound as a promotional
tag. “Actually it’s a state of mind re-
flected in the spontaneous enthusiasm
of the product,” he explained.

Mr. Atkins pointed out that Nashville
recorders are broadening their instru-
mentation. Violins from the local sym-
phony, trumpets, saxophones and an
occasional barp are heard, and the pro-
fessional voices of the Anita Kerr Sing-
ers and Jordanaires are likely to dispel
any recollections of the adenoidal
moaners and four-chord guitarists who
still symbolize country music to those
not fully informed on the subject.

ties with helpful hints in performance
of Bryant compositions, many of
which are among national favorites.

Among delighted beneficiaries of all
this Nashville progress and the popu-
larity of country music are the musical
instrument companies. At the Nash-
ville festival last November Michael
Cole, eastern sales manager of Fender
sales, Santa Ana, Calif., said sales of
guitars and other musical instruments
are “way up” and attributed this for-
tuitous trend to radio performance of
country music. A plain or acoustic
guitar runs from $40 to $500, depend-
ing on the quality of workmanship;
electronic versions are $300 to $400.

And so Nashville sits in the spotlight
of musical growth. Its music may be
simple, weepy, joyous, reverent. What-
ever its type, people feel it's meant for
them—even for New Yorkers. After
contemplating Flatt & Scruggs record-
ings, a New York Times reviewer
wrote, “The Jamboree and Banjo discs
capture the driving excitement . . . and

Two top executives in Nashville's ex-
panding music industry are Jim Denny
(1), head of Jim Denny Artist Bureau
and associated enterprises, and Wes-
ley Rose, head of Acuff-Rose Publica-
tions and other music projects.
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are showcases for Mr. Scruggs’ widely
tmitated use of the five-string banjo and
Mr, Flatt’s buoyant singing.” He added
that Flatt & Scruggs and their Foggy
Mountain Boys have established them-
selves firmly in New York. Flatt &
Scruggs are heard weekly on the popu-
lar CBS-TV series, Beverly Hillbillies.

Corny, simple, heartstring-tearing or
whatever it is, musi¢ talks in Nashville
—3%$40 million worth.

Music festival week
draws the faithful

One week out of every 52 the patient
citizens of Nashville turn over their
downtown to the uninhibited antics of
several thousand visitors who come in
November to worship at the shrine of
country music.

The might of the electronic guitar
is goaded into assorted sonic booms
with the ald of the nearest 110-volt
floor plug as gaudily costumed instru-
ment luggers huddle in hotel lobbies
and corridors, exalting in the cacaphony
and hoping an astute talent scout might
be overwhelmed by the sheer muscle
of their artistry.

Most civic rules are off during Music
Festival Week, which is sponsored and
programmed by WSM Nashville and
shared by the four-year-old Country
Music Assn. The panels, meetings and
feedouts are supported by major re-
cording firms for the benefit of several
hundred radio disc jockeys, a thousand
or more guitar and bull fiddle players
and assorted fan clubs whose teenage,
or even middleage, members often
have artists’ names crocheted on their
sweaters or, in some exhuberant cases,
on the seats of their pants.

All these migrants to country music’s
mecca join artists, record company ex-
ecutives and other members in the
crushing crowds that overwhelm hotel
lobbies and exhibitors’ hospitality suites.

Business Too = Despite this chaos,
important business is done by the
Country Music Assn.,, which manages
to read its minutes, hear reports and
stage an orderly convention beyond
reach of those who come just for the
fun.

Many in the music industry aren’t
quite sure whether it’s all worthwhile.
Nashville hostelries make a killing;
WSM is still amazed at the magic of
its Grand Ole Opry; the local gen-
darmes, who years ago had their paddy
wagons booked hours ahead, now have
few major incidents except for the
double-parked, block-long Cadillacs of
visiting dj’s who make the trek to meet
others of their ilk and to chat with
name artists they have helped direct
to fame.

The 1962 version, the 11th festival
BROADCASTING, January 28, 1963
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week, reflected the steady transition
from abandoned revelty to the some-
what restrained enthusiasm that has
been taking place in the last decade.
Sartorially there’s not much difference.
A name performer would sooner be
caught without his guitar than un-
adorned in the bizarre, crocheted, high-
chrome rigs his fans seem to expect.

Aside from a hotel crisis during fes-
tival week, businessmen making Nash-
ville calls are likely to see little evidence
of the city’s $40-million music economy
unless they happen to be in the same
phase of the music business and run
out to the 15 studios and scattered
offices in the section loosely known as
Record Row.

A Clan Apart = The local folk pay
little attention to the music industry
except during festival week. A dial
twister motoring around Nashville on

Mr. Acuff Mr. Smith

Business and artistic talents are merged in Nashville’s
music industry, carrying the city to high rank in this
phase of American business and culture.
Acuff, one of the early developers of Nashville popularity
in the broadcast and recording fields, and music pub-

the eve of last November's festival was
surprised to find WSM playing inci-
dental music from Mendelssohn’s Mid-
summer Night's Dream instead of good
old mountain music or a range dirge.

A tour of night clubs during festival
week revealed this musical curio—
there isn’t a country combo within five
miles working regularly at a club. Cock-
tail lounges play standards instead of
countty stuff. WENO Madison, a few
miles out, is the only fulltime country
music station.

The metropolitan city of Nashville,
with a total population of 415,000, is
an industrial center fanning out from
the Cumberland River. Main income
sources are industry (chemicals, glass,
apparel and shoes), government (it's
the state capital) and music, plus the
various commercial complexes of the
modern community.

|1
Mr. Gibson Mr. Williams

| to r: Roy

Eastern, western music meet in Nashville
UNION OF TWO POSES A SEMANTIC MYSTERY

Wanted:
Music.”

And another: “the Nashville Sound.”

They're basic and they're real in this
fast-growing musical center but efforts
to analyze the semantics of Nashville
often end up in confusion.

At the current stage of musical his-
tory the term country music is a com-
plete misnomer. Often it’s linked with
western music—shortened to c&w.
Country or c&w-—neither term is ac-
curate or adequate,

Many Types = Actually the general
terms cover many musical types, includ-
ing a substantial share of the popular
(pop) record production. There's a
saying around Nashville that goes like
this: A country record becomes a pop
when it sells 100,000 copies.

80 (A SPECIAL REPORT)

a definition of “Country

Just to make it confusing, there's a
fast-growing type of music coming
under the classification of country-ori-
ented. A record is known as country-
criented when it is recorded in Nash-
ville, or when it is based on a song with
country influence, or when it reflects the
informal accompaniment typical of
Nashville.

One of these years the semantic mys-
teries of country music will be solved
and more precise terminology will arise
out of normal evolutionary processes.
Meantime there are a score of terms
that come under the general category
of country music.

Here are some of the terms tossed
about in the musical business: folk,
authentic folk, hard folk, country folk,
pop folk, blue grass, hoedown, moun-

The $40 million in music money
comes from all over the world—from
record and music sales, artist bookings
and assorted royalties. A lot of it stays
right in Nashville where many country
composers and artists live, along with
the executives and musicians who man
the offices and 15 studios in Record
Row.

Nashville is mostly indifferent to the
presence of name artists who live there
or fly in for a recording job. Perform-
ers move around with no thought of
the screaming autograph-hunters who
tail them elsewhere.

That’s Nashville—Music City U.S.A.,
the shrine of country music, the site of
Vanderbilt U., the second-ranking re-
cording center in the world, the home
of Distillery No. 1 (Jack Daniel) and
the focal point for an almost unherald-
ed musical revolution.

Miss Thompson

Mr. Atkins

lisher as well as talent agent; Carl Smith, vocatist; Don
Gibson, composer-singer; the late Hank Williams, whose
songs are classics in the country field and are featured
in the Ray Charles albums; Chet Atkins, RCA Victor execu-
tive, performer, a&r man; Sue Thompson, vocalist.

tain, square-dance, western, range,
prairie, western swing, commercial
country, lonesome country, rock-and-
roll (r&r), rhythm & blues (r&b), blues,
jazz, country twist, gospel, spiritual,
Americana, river and railroad.

Real Things Happen = A risky ven-
ture into the philosophy behind the
Nashville phenomenon inevitably starts
with this observation: When accepted
artists perform country music, the rec-
ords frequently become hits,

But why? First, real things happen
in country songs. They may be pleas-
ant and happy, or sad and weepy. But
they're human and the tunes can be
hummed. The words are simple poetry
though the meter may falter; the mel-
odic line is simple; there is minimal
chording.

“Tin Pan Alley says ‘rendezvous’; we
say ‘place’,” observes Wesley Rose, who
heads Acuff-Rose, leading Nashville
publisher. “Most of our composers
came from small towns. All country
songs are standards; they don't get old,
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COUNTRY MUSIC SELLS and
SESAC IS THE BUY-WORD

SESAC's C&W “DRUMMERS"™*

THE FIRST CHOICE OF COUNTRY MUSIC BROADCASTERS

Ear-catching, audience-building sales and production aids, sta-
tion promos, time cues, news, sports and weather intros, themes,
sales starters — all with the authentic Nashville sound. Featuring
— Flatt & Scruggs, The Willis Brothers, Roy Drusky, .Darrell
McCall, Bill Anderson, The Statesmen and The Blackwood
Brothers, these C & W “DRUMMERS"* will give your station both
a personal touch and personality power.

. Roy Drusky

SESAC® RECORDINGS

LP Albums highlighting your favorite Country & Western artists.

The Blackwood Brothers

Faron Young, The Anita Kerr Singers, Chet Atkins, Webb Pierce,
Johnny Horton, The Jordanaires, and many others.

THE SESAC REPERTORY

An ever-growing treasury of music from the heartland of America
— Music rich in the cherished traditions and heritage of our
country — Country & Western, American folk and gospel.

For availability of the C & W “DRUMMERS”" in your market
WRITE ... . ... WIRE ... ... ... ... PHONE .. ... .. ...

Bill Anderson *trademark

SESAC INC. 10 Columbus Circle New York 19, N.Y.
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Decca executives and two stars con-
fer at a Nashville studio (I to r): Owen
Bradley, a&r executive; Webb Pierce

and they keep coming back. Country
music performers are really actors who
tell a story so the public will believe
it,” he adds.

Country music is hard to define but
it’s easy to discuss; around music cen-
ters it’s hard not to get involved in a
swapping of views about the subject.
There are a few thoughts that generally
run something like this:

» Country music has the soul-search-

CHARLES BERNARD

COMPANY, INC.
and the

Country-Music
Network

welcomes

WNOH

(RADIO SMILES)

The Mutual Affiliate for the
Raleigh-Durham Market and the
Only Country-Western Music
Station for over 300,000 people.

WNOH

RALEIGH, N. C.

82 (R SPECIAL REPORD

and Brenda Lee, performers; Martin
P. Salkin, vice president; Leonard
Schneider, executive vice president.

ing touch of a mother’s tear and the
hippy rhythm of a bull-fiddler with 50
fingers.

» It's calculated corn—music about
the things that make people tick.

s The old fiddlers whose screeches
must haunt Stradivarius in his grave
are waging a losing battle against vio-
linists who’ve had music lessons.

» Grandma's corncob pipe is giving
way to a cigarette holder.

s Most country music has an itchy-
foot beat that appears in endless and
often uncharted variety.

Add them up and the result is a plain
indication that a new and typically
American musical art form is in an
evolutionary stage.

Definition Wanted » “Nashville is
still seeking a formula, a label or a
definition for its product,” said Owen
Bradley, Decca artist-and-repertory man
who has grown up with the city’s mus-
ic industry. “Right now it could be
said to be ‘down the middle with the
masses.” People’s tastes change and
our music is becoming broader. Actu-
ally we’re a cross-section of many types
of music. Whatever we do, whatever
the name of our product, it will always
be spontaneous, natural and deep out
of the heart.”

“Don’t use the term hillbilly around
Nashville,” suggested Stephen H.
Sholes, West Coast operations manager
for RCA-Victor Div. He recalled that
originally one country record might sell
well at Dallas, another at Charlotte and
a third at Atlanta. “This sectionalized
acceptance has disappeared,” he said.

The term “Nashville Sound” is ap-
plied to recordings that come out of the
Tennessee city’s studios.

Around the recording industry Nash-
ville Sound symbolizes free-and-easy
background music that puts vocalists at

ease. Pop, rhythm, hayseed—no mat-
ter the style—it’s relaxing and catchy.

Not Always Simple » They like to say
around Nashville that recording sessions
are unplanned and unarranged. Actu-
ally they aren’t always that simple. An
arrangement may be merely the spon-
taneous offerings of the side musicians
who support a soloist or it may be a
weli-planned musical score. Generally
it’s the former.

Everybody talks constantly about the
Nashville Sound but the sum of these
observations is a symptom rather than
a specific type of music. There’s plenty
of agreement that Nashville recordings
have a feeling of informality. But any
discussion of the technical aspects of
this sound winds up in a maze of en-
gineering terms, musical jargon and the
latest sales data for hit records.

In essence, artists like to record in
Nashville because the studio people are
skilled and know every echo that boun-
ces off each baffle. They know the
control-room boys are at home in their
chairs and will make every instrument
come out effectively—not too loud and
not too soft. They like the friendly
cooperation of the side men, who join
in a round-robin arranging session that
may consume only a few minutes but
emerges as a smooth production.

Musicians Cooperate ® Nashville’s
side men are good. Many who profess
they can’t read a note of music are
merely living up to a tradition that is
fed in the belief it helps sell records.
Their cordial cooperation with artists
always delights those who have endured
the clammy gaze of Hollywood and
New York musicians.

And the artist and repertory repre-
sentatives, who guide a recording
through from selection of song and art-
ist to the studio performance, know
their music and their performers and
-—they hope—their public. Their role
is absolutely critical. The presence of
Owen Bradley, Joe Allison, Chet At-
kins or any other a&r men practically
guarantees a professional product.

A New Yorker has described the
Nashville Sound as merely “fewer mu-
sicians.” Often they're fewer but by
no means inferior. Among the recent
converts to Nashville’s family-style re-
cording procedure is Johnny Ray (see
photo, page 69).

The Nashville Sound fits into the
out-of-the-heart motif of the city’s re-
cordings. Some pros claim they can
identify some of the side men or the
choral combo in a blindfold test.

What is happening is a meeting of
styles. New York and Hollywood, final-
ly catching up with current musical his-
tory, now borrow heavily from Nash-
ville libraries and musical styles. And
Nashville is adding diversified instru-
mental backgrounds, often using sym-
phony players in supporting casts.
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THE MEDIA

STANTON: ‘END LIMITATIONS’

CBS president calls for an end to barriers
to coverage of Congress, courts, politics

In an address before a special joint
session of the North Dakota Legisla-
ture, CBS President Frank Stanton
called last Wednesday for an end to
limitations on radio-tv coverage of
Congress, legislatures, courts and politi-
cal campaigns.

He urged the lawmakers, who were
observing their third biennial *“Broad-
casting Day,” to give their support “by
both action and advocacy.”

“If it is difficult to tell Congress that
in meeting 20th century responsibilities
we ought to avail ourselves of 20th
century tools,” Dr. Stanton said. “It
may be convincing to show them” by
admitting microphones and cameras to
cover state legislative sessions, as some
states have done.

He also called upon the legislators
and their guests, who included Gov.
William L. Guy and other North
Dakota officials, to help lift the barriers
of the American Bar Assn.’s Canon 35
against courtroom access, which he
called a “canon of a dead age”; and to
speak out for repeal of the equal-time
law governing political broadcasting
(Sec. 315), which he said “needs to be
thrown out.”

Horse-and-Buggy Treatment » Dr.
Stanton said that “no one could con-
ceive of a workable government func-
tioning today without the typewriter or
the telephone or the airplane.” Yet, he
said, the advantages of “the fastest and
most immediate tools of communica-
tion that we have” are being curtailed
by failure to give radio and tv the same
rights as the rest of the press.

He called for support of measures
introduced by Rep. Martha Griffiths
(D-Mich.) and Rep. George Meader
{R-Mich.) to permit radio, tv and
photographic coverage of the House of
Representatives’ public hearings
{BROADCASTING, Jan. 14). The meas-
ures (H. Res. 53,54,77,78) would give
House committees discretion—as Sen-
ate committees now have—to permit
such coverage.

“I myself do not think that such dis-
cretion is alone a satisfactory answer,”
Dr. Stanton said. “But the Griffiths
and Meader resolutions are at least a
start in breaking down an absolute and
rigid barrier.”

Dignity Issue = He said the bar
association is worrying about “the
wrong things” in clinging to Canon 35
on grounds that it protects “the essen-
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tial dignity” of court proceedings.

“In my own view,” he said, “ ‘the
essential dignity’ of the proceedings of
any court of any free people consists
in their being open and freely acces-
sible to the people. Dignity does not
mean merely austerity or remoteness or
seclusion . . . decorum is utterly mean-
ingless once the courtroom door is
closed to public surveillance. A first
definition of dignity is ‘intrinsic worth,’
and from ancient times, dating from the
abandonment of the star chamber, the
intrinsic worth of our courts is centered
on their openness. .

“Technical advances no longer make
applicable old arguments about the ob-
trusiveness of broadcasting equipment.
Charges that broadcasters would sen-
sationalize trials are unsupported by
facts, It is a strange irony indeed to
find, in defense of justice, a theory that
broadcasters be concluded guilty of
something that they have not done on
the ground that they might do it.”

Dr. Stanton said that “any society
that stands still will go under,” and
that “in some respects we are either
standing pat or crawling with tortuous
slowness when we ought to be moving
with speed, with courage and with con-
fidence.”

Standing Still » In failing to un-do
the restrictions of the equal-time law,
he said, “we are not even crawling—

CBS Inc.’s Stanton
Lower the barricade

‘Nonsense’ on ratings

Dr. Frank Stanton last week
said a published article’s implica-
tion that an “overemphasis” on
gaining good ratings makes “neg-
lected stepchildren of news and
public affairs” was “plain non-
sense.”

Dr. Stanton, president of CBS
Inc., made his comments in a
newsletter to network employes.

His remarks were in obvious
reference to a recent Newsweek
magazine article that professed to
discuss what was at stake at CBS-
TV from the viewpoint of the net-
work having achieved high ratings
in its programs this season.

To the contrary, CBS-TV’s
record, according to Dr. Stanton,
reveals “news and informational
broadcasting” increased 34.5% in
1962 over 1961.

we are standing stock still.”

He expressed hope that in setting
aside a “Broadcasting Day” the North
Dakota legislature was presenting ‘‘an
example that other legislatures will fol-
low in recognizing the invaluable—per-
haps the pivotally important—part that
radio and television can play in a mod-
ern democracy.”

He suggested that North Dakota
might go even further:

“Is it not possible that you might ac-
celerate and simplify the complex proc-
ess of representative government if
there were greater use of electronic re-
porting? . . . This state, with its wide-
spread broadcasting activity, could serve
as the pacesetter of a 20th century self-
governing society determined to make
the fullest use of 20th century tools to
interest and inform its voters.”

Dr. Stanton’s address was carried,
live or delayed, on television and radio
stations throughout the state.

KMEX-TV sues KALI,
for over $1 million

A suit for over $1 million damages
has been filed in Los Angeles Superior
Court by KMEX-TV, Spanish-language
uhf (ch. 34) tv station, against KALI
San Gabriel, Calif., Spanish-language
radio station.

Citing unfair competition consisting
of trade libel and disparagement, the
complaint states that James Coyle, man-
ager of KALI, and others at the station
have circulated a pamphlet among ad-
vertisers and advertising agencies con-
taining allegedly erroneous information
about the number of tv sets capable of
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No radio for postmen

Regional postal authorities
prompted KCRC Enid, Okla., to
air an editorial on what it consid-
ers unwarranted government in-
tervention.

KCRC's complaint is that post-
men are now forbidden to carry
portable radios in their appointed
rounds. The station’s editorial
said, “. . . with the Civil Defense
warning systems and the severe
weather season coming on, we feel
it is doing a disservice to our post-
men not to let them carry and
listen to a transistor radio. . . .”

receiving uhf tv programs. The pam-
phlet sets the total at 25,000, according
to the KMEX-TV complaint, whereas
the actual number of sets capable of
getting KMEX-TV programs is well
over 75,000.

The suit seeks $500,000 for damage
to KMEX-TV’s reputation, $500,000
for punitive damages and over $100,000
for loss of prospective advertising. De-
fendants are Telebroadcasters Inc., op-
erator of KALI, Mr. Coyle, Associated
Research Co, and a number of John
Does.

SALES TOTAL $9.4 MILLION

WDBO-AM-FM-TV sold for $6 million to Outlet Co,;
The Gannett Co. buys WREX-TV for $3.4 million

Two station transfers totaling around
$9.4 million in considerations were an-
nounced last week. The Outlet Co.,
the department store licensee of WJAR-
AM-TV Providence, R. 1., is buying
WDBO-AM-FM-TV Orlando, Fla., for
around $6 million. The Gannett Co.
Inc., which owns several broadcast and
newspaper properties, is paying $3,420,-
000 for WREX-TV Rockford, Il

The Orlando preliminary agreement
was announced by Joseph S. (Dody)
Sinclair, president of The Outlet Co.,
buyer, and trustees of the estate of the
late William S. Cherry Jr., representing
Cherry Broadcasting Co., the Orlando
licensee whose outstanding stock will be
sold. The sale does not include the
Cherry-Plaza Hotel in Orlando, now
owned by Cherry Broadcasting.

The Rockford transaction was an-
nounced by Paul Miller, president of
Gannett, and Swan Hillman, president
of Greater Rockford Television Inc.,
licensee of WREX-TV. The price in-
cludes station land and buildings.

Both transactions are subject to FCC

we like to put facts
“out in the open”
before we recommend

Hundreds of satisfied clients in the past have depended
on Blackburn’s clear analysis of the facts on changing
markets before entering into media transactions.

Protect your investment, too; consult Blackburn.

BLACKBURN ¢ Company, Inc.

RADIO * TV * CATV * NEWSPAPER BROKERS
NEGOTIATIONS ¢ FINANCING ¢ APPRAISALS

WASHINGTON,D.C. CHICAGO

James W. Blackburn H. W, Cassilt

Jack V. Harvey Witliam B. Ryan

Joseph M. Sitrick Hub Jackson

RCA Building 333 N. Michigan Ave.

FEderal 3-3270 Chicago, Illinois
Financial 6-6460

ATLANTA BEVERLY HILLS

Clifford B, Marshalt  Colin M. Selph
Snnlg Whitaker G. Bennett Larson

John G. Williams Bank of America Bldg.
Gerard F. Hurley 9465 Wilshirs Bivd.
1102 Healey Bldg. Beverly Hifls, Calif.

JAcksen 5-1576 CRestview 4-8151

84 (THE MERIA)

approval. Arnold F. Schoen Jr. will
continue as general manager of WBDO-
AM-FM-TV, Mrt. Hillman and Joe M.
Baisch, vice president-general manager
of WREX-TV, will continue as direc-
tors of the new purchasing company
formed by Gannett, WREX-TV Inc.,
of which Mr. Miller will be president.

WDBO-TV is on ch. 6, operates with
100 kw visual and 50 kw aural and is
a primary affiliate of CBS-TV; WDBO
(580 kc, 5 kw, night directional) is a
CBS Radio affiliate; WDBO-FM (92.3
mec, 25 kw) duplicatess WDBO pro-

-grams.

WREX-TV has Rockford’s only vhf
assignment (ch. 13); the station oper-
ates with 229 kw visual and 115 kw
aural and is a primary affiliate of ABC-
TV and secondary affiliate of CBS-TV.

Rockford Broadcasters Inc., licen-
see of WROK (1440 ke, 1 kw day,
500 w night) and WROK-FM (97.5
mc, 16 kw) and 22.8% owner of
WREX-TV, is not included in the sale.

Gannett Newspapers stations are
WHEC-AM-TV Rochester, N. Y.;
WINR-AM-TV Binghamton, N. Y.;
WENY Elmira, N, Y.; and WDAN
Danville, IN. Its once-proposed plans
to purchase WAVY-TV Norfolk, Va.,
were canceled some time ago.

The Rockford transaction was han-
dled by Philip L. Kelser & Assoc., New
York financial counsel.

Changing hands
ANNOUNCED = The following sales of

station interests were reported last week
subject to FCC approval:

* WDBO-AM-FM-TV Orlando, Fla.:
Sold by the Cherry Broadcasting Co. to
The Outlet Co. for about $6 million
(see story above).

= WREX-TV (ch. 13) Rockford, Il.:
Sold by Greater Rockford Tv Inc. to
The Gannett Co. Inc. for $3,420,000
(see story above). Sale was handled
by Philip L. Kelser & Assoc.,, New
York.

= WMAS-AM-FM Springfield, Mass.:
Sold by Gerald Harrison, estates of Carl
S. Wheeler & Amelia Wheeler, and
others to Southern New England Broad-
casting Co., principally owned by Julian
Gross, for $340,000. Mr. Gross is for-
mer owner of WKNB-AM-TV New
Britain, Conn., and is currently appli-
cant for a new am in West Hartford,
that state. Sellers also own WLLH
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Lowell-Lawrence, Mass. WMAS is on
1450 ke, 1 kw-day, 250 w-night;
WIAAS-FM operates on 94.7 mc, 1.35
kw. Broker: Blackburn & Co.

APPROVED » The following transfers
of station interests were among those
approved by the FCC last week (for
other commission activities see FoRr
THE RECORD, page 96).

= KBIC-TV Los Angeles: Sold by John
Poole to Martha White Mills Inc. and
H. C.-Young Jr. for $180,000. Mr.
Young Jr. along with Walter Duke
owns WENO Madison, Tenn.; Martha
White Mills plans to buy Mr. Duke’s
half interest in WENO, The Young Jr.
and White Mills combined ownership
of KBIC-TV will then be transferred
to Central Broadcasting Corp., licensee
of the Madison station, making that
company the parent (95%) of KBIC-
TV licensee Central Broadcasting of
California. KBIC-TV, now dark, is as-
signed ch. 22, with 540 kw.

» KOAT-TV Albuquerque, N, M., and
KVOA-TV Tucson, Ariz.: Sold by Clin-
ton D. McKinnon (40%), Bernard
Weinberg, Arthur A. Desser and Harold
B. Garfield (each 20% ) to WGAL Inc.,
primarily owned by Steinman family,
for $3,250,000. WGAL owns WGAL-
AM-FM-TV Lancaster, Pa., and Stein-
man family has interest in WDEL-AM-
FM Wilmington, Del., and WEST-AM-
FM Easton, WORK York, WKDO
Harrisburg and WLEV-TV Bethlehem,
all Pennsylvania. KOAT-TV (ch. 7)
is affiliated with ABC-TV, KVOA-TV
(ch. 4) with NBC-TV.

Three major ball clubs
note radio-tv plans

Radio-tv plans for the 1963 baseball
season were announced last week by the
Milwaukee Braves, Pittsburgh Pirates
and Kansas City Athletics.

In the case of the Braves, it was a
further relaxation of the club’s ban
against tv. Former owner Lou Perini
had maintained a strict tv blackout for
nine years, fearing an adverse effect on
the gate. Mr. Perini did permit 15
road telecasts in 1962 when the Braves’
attendance dropped.

William C. Bartholmay, board chair-
man of the new syndicate which pur-
chased the Braves this winter, said 25
games will be telecast by WIMI-TV
Milwaukee and relayed to a statewide
network. As an experiment, five of the
games will be home contests.

Radio rights to the Braves’ baseball
have been acquired by WEMP Mil-
waukee which will broadcast all games
as well as establish a state radio net-
work.

The Pirates’ entire 162-game sched-
ule plus eight pre-season exhibitions
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will be broadcast by KDKA Pittsburgh
for Atlantic Refining Co., the Pitts-
burgh Brewing Co. and Mellon Bank,
according to KDKA General Manager
L. R. Rawlins. The same sponsors will
present a minimum of 33 away games
on KDKA-TV, General Manager
Jerome R. Reeves said.

The Athletics will have 40 road
games on WDAF-TV Kansas City and

the R. J. Reynolds Tobacco Co.,
through William Esty Co., already has
signed for quarter sponsorship. The
162-game regular season and 27-game
exhibition schedule will be carried by
WDAF Kansas City. That station last
week announced that Guy’s Food Inc.,
Kansas City, has bought one-sixth of
the radio coverage through Winius
Brandon Adv., that city.

MINOW REVIVES 12-YEAR-OLD PROPOSAL

Wants citizens advisory group to criticize radio-tv

A 12-year-old proposal was resurrect-
ed last week when FCC Chairman
Newton N. Minow suggested that a
citizens advisory board be created to
appraise and report on the state of
broadcasting every year, and William
Benton, publisher of the Encyclopaedia
Britannica echoed Mr. Minow’s view.

Mr. Benton, while a U. S. Senator
from Connecticut in 1951, had urged
that this step be taken, and last week
he shared Commissioner Minow’s be-
lief that a citizen’s commission is still
appropriate in 1963. Messrs. Minow
and Benton embodied these remarks in
speeches made before the tenth anni-
versary convocation, Center for the
Study of Democratic Institutions, in

New York on Jan. 22.

Mr. Minow, who opened a panel ses-
sion devoted to “The Responsibilities
of the Mass Media,” raised the subject
of a citizen's commission when he
pointed out that tv needs “outside criti-
cism and independent review of our
policies.” He mentioned that in Octo-
ber 1951 Sen. William Benton proposed
the establishment of a citizen’s board
for radio and tv, and added:

“The board then proposed by Sen.
Benton would have issued an annual
advisory to the Congress, to the FCC
and the public, reviewing the year’s
progress, or lack of progress in the pub-
lic service rendered by radio-and tele-
vision, and made suggestions as to how
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such public service could be developed.

“The board was never created. I
think it should have been. It is not too
late.”

Long Try = Mr. Benton said that he
had been urging the setting up of a pub-
lic or private commission to review
broadcasting for more than a decade.
He claimed that the only highly organ-
ized pressure exerted on tv, the FCC
and the Congress have been exercised
by commercial interests. This, he said,
has resulted in television being “aban-
doned almost exclusively to escapist
entertainment.

“The existence of an advisory com-
mission or board would give a powerful
voice to those who view radio-tv as an
instrument for ‘the public interest, con-
venience and necessity,” the great phrase
of the early congressional act,” Mr.
Benton asserted.

He noted that the commission or
board would have no eother power than
“the respect its finding could com-
mand.” Mr. Benton said he believes in
the creation of a privately constituted
board, affiliated with a university.

In other portions of his speech,
Chairman Minow declared that in the

decade ahead, the television industry
faces these problems:

= It must find a way to present polit-
ical broadcasts on the air so that tv
will not be limited only to wealthy
candidates or those dependent on spe-
cial interests,

= It must expand the scope of pro-
gramming to meet more satisfactorily
the needs of the local community and
specialized viewing groups,

= It must find an adequate economic
base of support for a national educa-
tional tv network.

= It must encourage the setting up
of more local tv stations and hopefully
this will be helped by the advent of all-
channel tv receivers, which should stim-
ulate the establishment of uhf outlets.

Another speaker at the convocation
was Sylvester L. (Pat) Weaver, board
chairman of McCann-Erickson (Inter-
national), who claimed that an expan-
sion in the number of tv channels will
lead to an improvement in the cultural
quality of tv programs. He said that
tv can and will be a tool to be used as
an educational force throughout the
world and its potential in this area still
has to be tapped.

FCC ON GRIDDLE AT ATHENS

Marks, Labunski swing on FCC at Georgia institute;
broadcaster group condemns Omaha tv hearing

A record attendance at the 18th an-
nual Georgia Radio & Tv Institute in
Athens last week heard broadcasters
and attorneys attack the current regu-
latory policies of the FCC and Com-
missioner E, William Henry discuss the
future of fm.

The sponsoring Georgia Assn. of
Broadcasters got into the act by adopt-
ing a resolution condemning the FCC’s
Omaha hearing (beginning today) on
local tv programming (see page 38).
Commissioner Henry will preside in
Omaha.

Broadcasters 250 strong from three
states attended the institute along with
300 college students from the co-spon-
soring U. of Georgia Henry W. Grady
School of Journalism. Georgia Gov.
Carl E. Sanders closed the sessions with
an address carried live on special net-
work of 155 radio stations.

Washington attorney Leonard Marks
sounded the keynote when he called
for an end to the harrassment of broad-
casters by the FCC. He said the aver-
age station owner spends more time
worrying about a renewal of his license
than he does operating his station. Mr.
Marks recommended a drastic revision
in the makeup of the FCC: an admin-
istrator to make all decisions and grants
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and thus free the commissioners for
policy matters (see page 44).

Dangerous In-Laws = Stephen B. La-
bunski, vice president and general man-
ager of WMCA New York, struck back
at what he called “broadcasting’s dan-
gerous gang of in-laws”—groups and
individuals who habitually nag at radio
and tv.

Speaking from the same platform
where Commissioner Henry addressed
the institute, Mr. Labunski specifically
included the FCC in this “dangerous
gang.”

“What broadcasters find unsettling,”
he said, “is that appointees to our fa-
vorite regulatory agency tend to have
strong prenatal views about radio and
television and begin voicing opinions
or casting maledictions about before
they even get the seat warm. In this
respect, FCC commissioners are just
like everybody else.

After noting instances of what he
called in-law pressures applied by
sponsors and others, Mr. Labunski con-
tinued:

“Members of the FCC staff engaged
in a letter-writing campaign designed
to intimidate television stations facing
license renewals into altering their pro-
gram proposals (BROADCASTING, Dec.

3, 1962). An alteration of such pro-
posals in the designated areas usually
brought a renewal by return mail—
which says something about the effi-
ciency of our sometimes beleagured
Post Office Dept.

“But it says something else, some-
thing very disturbing indeed, about how
a pernicious bureaucratic mind feeds
on timidity and grows like a noxious
weed if not restrained. It's meager
comfort to be told subsequently that
the commissioners themselves didn’t
know that members of their staff were
playing Russian Roulette with license
renewals, but 1 am sure the commis-
sioners would have to agree that, some-
what like licensees, they, too, are ulti-
mately responsible for what goes out
over their airwaves.”

(For Mr. Labunski’s comments at the
Georgia Institute on the FCC hearing
in Omaha on local tv programming, see
page 38).

Saturday’s Child = Commisioner
Henry saw fm radio as Saturday’s child
grown up. The future of fm lies in (1)
the single radio service in small mar-
kets and (2) program specialization in
multi-station markets, he said.

The currently existing freeze on new
fm stations is necessary, Commissioner
Henry stated, because the FCC found
that fm service was developing the
same ‘“‘undesirable tendencies” which
accompanied the growth of am radio.
It now appears that an fm table of al-
locations, as proposed in FCC rule-
making, is necessary for the continued
orderly growth of fm and to assure the
availability of frequencies for small
markets, he said.

If nighttime fm service is to be equi-
tably distributed, the locations of sta-
tions cannot be left to be determined
solely by the desires of individual ap-
plicants, the commissioner said. “I
would hope to see the day soon when
the prospective broadcaster in the
small community will automatically ap-
ply for an fm, rather for an am author-
ization,” he said.

Bunker Offer = Edmund C. Bunker,
president-elect of Radio Advertising
Bureau, stated that the bureau is en-
gaged in the areas of research and in
refinement of radio sales techniques “to
make the job of media selling that much
easier and more effective.”

Mr. Bunker offered journalism stu-
dents RAB’s facilities as an unofficial
—and unpaid—*employment service”
to attract more college-trained young
people into radio, a field he described
as having “great promise and a great
need for the right young people.” He
invited students to submit resumes to
RAB for circulation among the bureau’s
1,200 member stations.

Sander Vanocur, NBC News White
House correspondent, told the Georgia
institute that tv soon will take the lead
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in the coverage of news. He called for
the expansion of regular, daily news-
casts to 30-60 minutes by both net-
works and local stations. “The 15-
minute tv news program is a hand-me-
down from the 15-minute radio report.”

Answers Newspaper = Mr. Vanocur
also answered an editorial by the S
Louis Globe-Democrat which criticized
a Dec. 17, 1962, interview with Presi-
dent Kennedy by the NBC newsman
and his counterparts for the other two
networks. The Globe-Democrat charged
the tv newsmen did not ask pointed
questions of the President because their
employers “operate under a public li-
cense.” He pointed out that the net-
works are not licensed by the FCC and
said he would match NBC's fearless
reporting against that of any news-
paper’s.

A special radio presentation by CBS
Radio Spot Sales was featured at the
institute. Maurie Webster, vice presi-
dent and general manager, told a sales
workshop that this is a time for radio
sales people to take advantage of a new
advertiser-agency in radio.

NAB members get
nominating forms

Nominating forms for 13 upcoming
vacancies on the NAB Radio Board
have been sent to member stations;
actual ballots will be mailed Feb. 13.
Terms of the nine directors of odd-
numbered districts, one fm and three
at-large directors, expire with the close
of the NAB convention April 3.

Four of the 13 radio directors are
not eligible for re-election, having
served the limit of two consecutive two-
year terms. These are John S. Booth
(District 3), WCHA Chambersburg,
Pa.; Hugh O. Potter (District 7),
WOMI Owensboro, Ky.; Odin S. Rams-
land (District 11), KDAL Duluth,
Minn., and A. Boyd Kelley (District
13), KRRV Sherman, Tex.

The nominating forms are due back
in NAB headquarters next Monday
(Feb. 4). After nominees have been
contacted, the ballots will be sent to
member stations and must be returned
to the NAB by Feb. 28; the results
will be certified the next day.

Other radio directors whose terms
expire include: Carleton D. Brown
(District 1), WTVL Waterville, Me.;
James L. Howe (District 5), WIRA
Fort Pierce, Fla.;, George T. Fre-
chette (District 9), WFHR Wiscon-
sin Rapids, Wis.; B. Floyd Farr (Dis-
trict 15), KEEN San Jose, Calif.; Ray
Johnson (District 17), KMED Med-
ford, Ore.; John S. Hayes (at-large),
Post-Newsweek Stations; Willard Sch-
roeder (board chairman and at-large
director), WOOD Grand Rapids, Mich.;
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Ben Sanders (at-large), K1CD Spencer,
Iowa, and Ben Strouse (fm director),
WWDC Washington.

The terms of four NAB Tv Board
members also expire at the convention
and successors will be both nominated
and elected at that time. They include
James D. Russell, KKTV (TV) Colo-

rado Springs; Otto P. Brandt, KING-TV
Seattle; Robert F. Wright, WTOK-TV
Meridian, Miss., and Clair R, McCol-
lough, Steinman Stations, chairman of
the NAB combined boards. Mr. Mc-
Collough also has served two consecu-
tive two-year terms and is not eligible
for re-election.

Ratings attacked by religious broadcasters
CALLED ‘GOLDEN CALF' THAT RADIO-TV MEN WORSHIP

Top government, industry and relig-
ious leaders highlighted the 20th Anni-
versary Convention of the National Re-
ligious Broadcasters in Washington last
week. The convention was slanted
heavily toward the forthcoming space
age in communications and the promise
it holds for religious broadcasters.

Two leaders of the NRB, President
Eugene R. Bertermann and Dr. Peter
Eldersveld, attacked the ‘“tyranny” of
rating services before the 160 delegates
from all over the world.

The NRB approved a federation with
the World Conference on Missionary
Communications into a new group
known as the International Christian
Broadcasters. The two original organi-
zations will continue to maintain their
own identity. The international federa-
tion was formed to provide a common
agency “to set appropriate standards
and to provide liaison with govern-
ments, regulatory groups and the broad-
casting industry.”

One of the major addresses to NRB
was made by FCC Commissioner Fred-
erick W. Ford, who hit the FCC’s pol-
icy of local tv program hearings and
efforts to adopt NAB commercial codes
into the commission’s rules (see page
38 and 50).

Sen. Warren Magnuson (D-Wash.),
chairman of the Senate Commerce Com-
mittee, told the NRB delegates that the
amount of time devoted to religious
programming does not adequately re-
flect the importance of religion in
American life. “Our task is to increase
the quantity of religious broadcasts and
telecasts without diminution of the pres-
ent high quality of many fine religious
programs,” he said.

As chairman of the Commerce Com-
mittee, Sen. Magnuson asked NRB for
“guidance” on how best to achieve this
objective. He pointed out, however,
that it is beyond the power of Congress
or the FCC to determine program con-
tent.

Commercial Tv Sought = NAB Ex-
ecutive Vice President Vincent Wasi-
lewski, in a question and answer session,
was told the NRB does not like the re-
striction in the tv code discouraging the
sale of religious time. Mr. Wasilewski
said he knew of no move underway to
amend the provision and invited NRB
to make a formal request for a change.

Dr. Bertermann, of Lutheran Tv Pro-
ductions, cited several surveys and pub-
lic statements which he said point out
the “tyranny which the use of ratings
exercises over the radio and tv broad-
casting industry.” He said religious
broadcasters grow concerned when min-
ute variations in rating points are pro-
jected on a national scale, “all out of
reason and common sense and when
programs of unquestioned excellence
will live or die as a result of minute
differences in ratings . . .”

Dr. Eldersveld charged that audience
surveys have become a “golden calf”
before which commercial stations wor-
ship. He said such worship of ratings
is not peculiar to broadcasting but is
“a sign of the times.”

Dr. Clarence W. Jones, president of
the World Conference on Missionary
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Tobacco “smoke” continues to
follow NAB President LeRoy Col-
lins wherever he goes since his Port-
land, Ore., speech last fall asking
broadcasters to take the lead in elim-
inating cigarette advertising designed
to have a special impact on minors
(BROADCASTING, Nov. 26, 1962).

In Hollywood last Monday (Jan.
21) to attend a breakfast hosted by
the Hollywood Museum Assoc. (see
below), Gov. Collins was asked
the inevitable question by a newsman
as to whether his views remained

".the same. The NAB president re-
plied: .

“I didn’t know that this subject
would be part of this news confer-
ence, but certainly the answer is no,

. 1 have not changed my mind. I have
a rather deep conviction on this sub-
ject. I suggested that the [NAB]
codes be amended in order to en-

Smoke and smog compete in Hollywood

. the results of an investigation and

courage more restraints against
broadcast advertising which has a
special impact on minors. QOur code
board has that under advisement
(BROADCASTING, Jan. 21).

“[The board] felt that it was not
in a position to recommend specific
action by our general board . . . but
it did recommend that it continue the
studies in this area and especially
that it wait and obtain from the
Public Health Service of the U. S.

study which it now has underway
and which it expects to be concluded
in about five months. After the re-
sults of that study becomes known,
then it may well make more specific
recommendations. Our board will
meet next June and I am personally
hopeful that there will be a more
specific recommendation available
from our boards at that time.”

Communications, said that NRB must
“force itself to new types of programs,
built by daring creative writing and
production.”

A special NRB study showed that its
members spent $13.7 milion for air time
on commercial stations in 1961. Of
the total, religious radio programs in the

U. S. account for $8.7 million and tv
$1.88 million. NRB was organized in
1944 to improve and advance religious
broadcasting. Included in its member-
ship are 75 U. S. radio stations.

NAB endorses museum
A planned $14 million Hollywood

EQUIPMENT & ENGINEERING

MANUFACTURERS PLAN FOR COLOR

National Video, Philco, others to start soon

National Video Corp., Chicago, said
last week it has a production line up
and is ready to make color tv picture
tubes as soon as its suppliers bring in
necessary components. The company
plans to make the 23-inch rectangular
design of Motorola Inc., which it ex-
pects to sell to Motorola, as well as the
industry’s standard 21-inch round color

tube pioneered by RCA.

National Video’s pilot run is set for
about March 1. How many of which
style tube it will make will depend on
orders, the company said. Motorola,
long a hold-out in the color set manu-
facturing field, plans to be in the mar-
ket with its new color line this coming
fall and will disclose its line probably

0 smodt
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Museum to perpetuate the history and
foster the interests of motion pictures,
television, radio and the arts was offi-
ficially endorsed last week by the NAB,

Announcement of NAB support and
a pledge by the association of full co-
operation in the project was made joint-
ly by NAB President LeRoy Collins
and Sol Lesser, president of Hollywood
Museum Assoc.

Nominations sought
by Broadcast Pioneers

The Broadcast Pioneers opened nom-
inations last week for awards to be made
at that organization’s banquet meeting
April 2 in Chicago.

Paul W. Morency, chairman of the
group’s Hall of Fame and awards com-
mittee, outlining nominating procedures,
noted that anyone in broadcasting or an
allied field could submit nominations.
The purpose of the Hall of Fame
awards is to acknowledge “achievement
and service in building and advancing
the art of broadcasting.” To qualify
for election a candidate must have
been deceased two' years prior to elec-
tion at the annual pioneers meeting.

All nominations must be accompanied
by a brief biography of the candidate
and should be sent to Mr. Morency,
president, Travelers Broadcasting Serv-
ice, 3 Constitution Plaza, Hartford,
Conn.

in June.

Another Chicago tube maker, Rau-
land Corp., a subsidiary of Zenith
Radio Corp., also is putting final touch-
es on its own design of a new color tv
picture tube and is expected to start a
pilot run about April. Design details of
the Rauland tube have not been dis-
closed but it is expected that it will be
sold to both Zenith and to the trade.

In other color developments around
the country, Sylvania Electric Products
Inc. now expects its new color picture
tube will be ready for the market in the
final quarter of the year.

Philco Corp., Philadelphia, which has
been marketing color television receiv-
ers manufactured by RCA since last
year, will start production of the sets in
its own facilities this spring.

The Ford Motor Co. subsidiary, ex-
pects to increase its sales of color sets
by 300 to 400% above 1962.

GE announces new
transistorized tv camera

A transistorized vidicon studio cam-
era described as capable of handling
four out of five of today’s studio pro-
ductions at operating cost reductions
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“up to 90% is being announced today
(Jan. 28) by General Electric in Syra-
cuse.

GE called the camera, Type PE-23,
the first such “truly professional” tran-
sistorized vidicon studio camera and
said it was designed specifically for
news, panel and quiz shows, which, the
company noted, constitute up to 80%
of today’s studio shows.

H. E. Smith, manager of marketing
for GE’s technical products operation
in Syracuse, thought the new camera
also would be used extensively for ed-
ucational tv studio productions.

Type PE-23’s initial cost is around
50% less than a comparable image
orthicon unit, said Mr. Smith. The
difference is in the vidicon tube's price
——25% less than a comparable image

orthicon unit-—and the vidicon’s great-
er life expectancy of three to five times
more than an image orthicon, Mr.
Smith said. Another economy is in
the reduced power requirements—only
155 watts, less monitoring needs.

The semiconductor circuits are sev-
eral times more reliable than compar-
able tube circuits, according to user
reports on other transistorized equip-
ment, Mr. Smith said. Operating tem-
perature is lower for the transistorized
circuits and a blower is needed only for
the vidicon area, assuring more stable
operation of the pickup tube, it’s
claimed.

GE says the camera head includes
the transistorized power supply and
video power channel, saving up to 14
cubic feet of rack space. Its perform-

INTERNATIONAL

ance, the maker claims, meets or ex-
ceeds Electronic Industries Assn. stand-
ards.

Technical topics...

New mike = Shure Brothers Inc., Evans-
ton, IlL., has announced a new dual im-
pedance microphone, specifically de-
signed for lavalier use, Also useful as
a hand mike, the model 560 unit weighs
5 ounces and is listed at $42.50, includ-
ing lavalier cord and clip assembly.

Pencil tube = Electronic Tube Div. of
Sylvania Electric Products, Emporium,
Pa,, is manufacturing a new fixed tuned
uhf ascillator module pencil tube, des-
ignated 5794. The tube uses a six
volt, 160 ma heater and features low
frequency drift.

TV RATINGS BATTLE IN BRITAIN

BBC-TV's audience claims challenged by commercial tv

A BBC claim that its television audi-
ence in the last quarter of 1962 was big-
ger than the commercial network’s has
been challenged by Television Audience
Measurement Ltd., the tv rating firm
which is partly owned by the A. C. Niel-
son Co.

The latest BBC audience research
department report states that for the
first time since the end of 1955, BBC-
TV'’s viewing audience over a full quar-
ter was greater than that of commercial
television. In the October-December
1962 period those able to choose be-
tween the two networks gave 52% of
their viewing time to BBC-TV and 48%
to commercial television, BBC claimed.
In October-December 1961 the ratio
was BBC-TV 45% and commercial net-
work 55%. Two years ago BBC-TV’s
share was 39% and commerical tv had
61%.

TAM said that according to its cal-

Advertisement

Can you imagine printing the wrong
number in your own ad? A number you
know as well as your own name?

We did JUST THAT at Mars Broadcast-
ing last week. We ran a double truck
(Jan. 21, pp 28-29) in BROADCASTING
—IN COLOR YET, for the Dick Clark
Radio Show . . . sweated over it like
the wildest expectant father over his
first child . . . checked every line and
comma and wound up with our own
phone number (which is 327-2700) print-
ed backwards.

The goof did prove one thing. however.
The Dick Clark Show is so hot that peo-
ple found us—wrong number and all.
And we've actually signed five new sta-
tions since we went to press.

QOur correct number is 327-2700. Phone or
write Mars Broadcasting—P.0, Box 2104,
Glenbrook Station, Stamford, Conn.
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culations for the same three months at
last year’s end the commercial network
had 57% of the viewers’ time and BBC-
TV only 43%.

A spokesman for the Independent
Television Companies Assn. said “The
BBC’s claim to have won a majority in
the last quarter of the year is not con-
ceeded . . . though it is true that there
has been a swing towards BBC.”

A BBC spokesman commented, “We
stand by our audience research depart-
ment.”

Other Info = The BBC report also
shows that the proportion of the popu-
lation which can now receive television
is approaching 90%. During the past
year the number of people with tv sets
which can tune in to both BBC and
commercjal programs increased by 2.3
million. There was a decrease of 800,-
000 in the number who could receive
only BBC-TV, leaving only 1.8 million
so equipped. The net increase of 1.5
million brought the total number of
people with television sets at home to
42.6 million.

There was an increase from 33.9 mil-
lion to 34.8 million in the number of
people who viewed television at all on
the average day. But the number of
people who confined their day’s viewing
to BBC-TV rose from 9.8 million to
11.5 mitlion, while the number who
watched only the commercial network
fell from 10 million to 8.5 million, ac-
cording to the BBC study. The number
who viewed both networks on the same
day rose from 14.1 million to 14.8 mil-
lion.

Despite the decline in the number of
sets which can only pick up BBC-TV,
the audiences for BBC-TV programs

were much higher in October-December
1962 (average 7.7 million) than in the
same months of 1961 (average 6.7 mil-
lion). The average commercial network
audience was smaller, with 6.7 million
in October-December 1962 as against
7.1 million the year before, the BBC
study claims.

The amount of time spent in viewing
was between 15 and 16 hours per week

CONTINENTAL'S 50 KW
SOUND OF QUALITY
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for Continental’s 317B 50 kw
transmitter is the 315B 5 kw
transmitter which can be in-
creased to 10 kw (316B) or
50 kw (317B) simply by add-
ing the various power groups.
Write for details today.

Continental
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The restrictive wall of “don’ts”
erected against cigarette advertisers
on tv in Great Britain is bound to
increase the cost of producing tv
commercials for telecast in that
country and “without, in view of the
restrictive rules, increasing their ad-
vertising effectiveness.”

This warning was contained in a
talk on U. 8. advertising and market-
ing overseas (particularly in common
market countries) delivered by Al-
fred W. de Jonge last week before
the American Marketing Assn. in
New York. Mr. de Jonge is vice
president, international operations,
at Benton & Bowles, New York.

Mr. de Jonge referred to “notes
of guidance” issued by the Indepen-
dent Television Companies Assn.
Ltd. for tv advertisements for cig-
arettes and “hand rolling” tobacco.

The association contains broad
principle in this statement: “Adver-

British tv restrictions on tobacco ads

tising should not encourage people,
and young people in particular, to
believe that they will have any ad-
vantage romantically, physically, so-
cially or in their jobs if they smoke.”
Danger Areas ® There are then
contained a number of applications
suggested as “‘areas of dangers” to
be avoided in the production of cig-
arette commercials. Copy that has
“hero appeal” and appeal to “man-
liness;” appeal to social success, or
suggestion that smoking is part of
the modern, smart, sophisticated or
fashionable way of life, and that one
should smoke te be “in the swim.”
Romantic appeal is to be avoided
as is the creation of a romantic at-
mosphere in which it is implied that
cigarettes are an essential ingredient,
and also any impression of “exag-
gerated satisfaction” (deep inhaling
or expressions of intense enjoyment
associated with smoking).

There are still other avoidance
areas suggested in Great Britain.
They include “implicit encourage-
ment” of habitual or excessive smok-
ing, or impressions of dependence
on cigarettes, the use of advertise-
ments of young people unmistakably
under the age of 2i, and the sug-
gestion that cigarettes overcome
“nerves” or strain, or direct offers of
cigarettes as an aid to relaxation or
concentration.

Asked Mr. de Jonge: “how would
you like to write tv commercials—
or develop a marketing plan—under
such limitations?”

He said: “Restrictions of this
kind, unfortunately are not excep-
tional. It could well be that on the
two-way street of international trade,
such restrictive rulings will find their
way into U. S. tv codes.

“LeRoy Collins had a few words
to say about this not too long ago.”

per person irrespective of whether the
viewer could see both networks or only
one. Radio listening continued to in-
crease in October-December 1962.
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Ford Foundation sends
specialists to India

The Ford Foundation has sent a
group of four communications special-
ists to India to advise that country on
developing its communications.

The consulting team, which will
spend a month in New Delhi working
with the communication research and
study center of the Indian Ministry
of Information, includes Robert B.
Hudson, programming vice president
of the National Educational Television
& Radio Center; Wilbur Schramm, di-
rector of the Institute for Communica-
tion Research at Stanford U.; C. R.
Carpenter of Penn State U.; and Lloyd
Sommerlad, Australian newsman.

They will examine India’s whole
communications system, recommend
future lines of development and give
advice on the development of an insti-
tute for communications training.

British commercial tv
starts etv programs

The first adult education programs
on Britain’s commercial tv network be-
gan Jan. 20 after government authoriza-
tion of broadcast time for adult etv in
its second White Paper.

For one hour, 10-11 a.m. on Sundays,
three 20-minute programs are running
for an initial three months. Two teach
written and spoken English and the
third gives instruction in French.

Bernard Sendall, deputy director-gen-

eral of the Independent Television Au-
thority, has emphasized that the pro-
grams are essentially experimental. The
experience gained will be used to de-
velop plans for adult etv which the ITA
and some of the tv companies hope to
present in the 1963-64 academic year.
To guide the network in this new pro-
gramming the authority is appointing
an advisory committee of people in the
fields of liberal adult education and
further and technical education.

GE of South Africa
buys equipment firms

Selectomatic Radio Corp. of S.A.
(Pty) Ltd.,, and B.H. Electric Co.
(Pty) Ltd., Johannesburg, South Africa,
have been purchased by South African
General Electric Co. (Pty) Ltd., a sub-
sidiary of the General Electric Co. of
America.

Selectomatic Radio Corp. is a manu-
facturer of domestic radio equipment.
B. H. Electric Co. makes semiconduc-
tor equipment, electrical controls and
allied products.

H. Silbermann has been appointed
managing director of the newly pur-
chased companies, as well as consultant
to South African General Electric Co.

South African General Electric,
which reorganized, its board of direc-
tors with purchase of the two compan-
ies, reportedly will broaden the present
activities of the organization in the in-
dustrial electronics, radio and home en-
tertainment fields.
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David E. Wallin
elected vp for market-
ing services of Hill,
Rogers, Mason &
Scott, Chicago adver-
tising agency. He has
been director of mar-
; P keting services for

firm since June 1962.
i WA Before joining HRM-
&S, Mr. Wallin was new products man-
ager and director of marketing research
services for Simoniz Co., Chicago, ac-
count research manager in Chicago
office of J. Walter Thompson Co., and
member of finance planning group of
U. S. Gypsum Co.

Robert Belden, James Cameron and
Raobert Leonhard, members of contact
department of Young & Rubicam, New
York, elected vps. Mr. Belden joined
Y&R in 1950 and was appointed ac-
count executive in 1956. Mr. Cameron
joined agency in 1951, while Mr.
Leonhard came to Y&R last year from
Detroit office of Leo Burnett Co. where
he served as vp and manager.

G
gig b

Henry Bilisten, art
supervisor at Earle
Ludgin & Co., Chi-
cago, elected vp, Mr.
Billsten has been with
agency for 26 vyears
and supervised its art
department for past
two years,

Worthing H. Stone,
former vp and general manager of De-
troit office of Meldrum & Fewsmith
where he worked on Ford Motor Co.’s
tractor account for past 15 years, joins
Foote, Cone & Belding, Chicago, as vp
and supervisor of agency’s newly ac-
quired International Harvester Corp.
farm equipment division account.

Mr. Billsten

Jerome L. Simmons, general man-
ager of Enyart & Rose, and George
Burtt, active in client service, elected
vps of Los Angeles-based advertising"
agency. -

Myra E. Janco, vp of Roche, Rick-
erd, Henri, Hurst, Chicago, since last
summer, promoted to executive vp. She
formerly headed her own agency, Wa-
bash Adv., in Terre Haute, Ind., and:
Cincinnati.

Robert A. Hilton, vp in charge ofl
marketing for Lilienfeld & Co., Chi-g

cago, named to newly created post o
executive vice president.

Norman R. Anderson, senior vp o
John W. Shaw Adv., Chicago, named
director of client services and chairman
of plans board. George E. Filipetti, vp,F*

BROADCASTINS, January 28, 1963

Joseph M. Sit-
rick, associate of
Blackburn & Co.,
Washington, D. C.
station broker, was
elected president of
Broadcasters Club
of Washington, D.
C., Thursday (Jan. * .
24), succeeding Mr. Sitrick
Joseph Goodfellow, NBC vp and
general manager of WRC-AM-FM-
TV, that city.

Other officers elected: board chair-
man, Alfred Beckman, ABC vp in
Washington; vice president, Robert
Kennedy of Kear & Kennedy, con-

D.C. Broadcasters Club elects officers

sulting engineers; secretary, Maury
Long, vp and general manager,
BROADCASTING; treasurer, Lawrence
Richardson, WTOP-AM-FM-TV
Washington;  assistant  treasurer,
Howard Frazier, management con-
sultant.

New board members added to cur-
rent six: resident—Messrs. Kennedy,
Frazier and Long; John Meagher,
NAB radio vp; Howard Monderer,
NBC Washington counsel; Fred Al-
bertson, partner, Dow, Lohnes &
Albertson.  Non-resident—William
B. Lodge, CBS-TV vp, New York;
Robert Hurleigh, president, MBS,
New York.

named director of creative services. Dr.
Jaye S, Niefeld, vp, appointed director
of marketing and media. All three,
along with C. J. Allen, executive vp,
also have been elected to agency’s board
of directors. g

Frank Snell, vp
and account super-
visor at Compton
Adv., New York, joins
Lennen & Newell,
that city, as senior vp
and management su-
pervisor on Warner-
Lambert account.

Margaret R. Sam-
uel, advertising supervisor of Colgate-
Palmolive (Jamaica) Ltd., named ad-
vertising manager. Miss Samuel’s su-
pervision will extend over Jamaica and
include Bahamas, Bermuda and British
Honduras. She joined Colgate as adver-
tising clerk in 1944 and was named
advertising supervisor in 1956.

Mr. Snell

David N. Laux, former vp of Foote,
Cone & Belding and senior vp of Len-
nen & Newell, joins Los Angeles office
of Frank B, Sawdon Inc., New York-
based advertising agency, as senior vp.

Daniel H. Dolgins, Thomas G. Field-
er, and A. Whitaker Franzheim, ac-
count supervisors with Cunningham &
Walsh, New York, elected vps. Mr.
Dolgins, who joined C&W in 1960 as
account executive, is supervisor of
American Home Products (Boyle-Mid-
way Div.) account. Mr. Fielder, with
agency since 1957, is supervisor on St.
Regis and Chrysler Airtemp accounts
as well as account executive on build-
ing products division of Johns-Manville.
Mr. Franzheim is account supervisor
on American Export Lines and account
executive for industrial divisions of
Johns-Manville.- He joined Cunning

ham & Walsh in 1952,

Roger L. Schwab, supervisor of In-
ternational Shoe Co. and GEM Inter-
national accounts at Krupnick & Assoc.,
St. Louis, elected vp.

George C. Whipple Jr, former pr
manager of Ladies Home Journal and
American Home Magazine, joins Ben-
ton & Bowles, New York, as pr director

CONTINENTAL'S 50 KW
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PART 3: AMPLIFIR for

Continental’'s 317B 50 kw
transmitter is a high efficiency
linear stage using the “Weldon
Grounded Grid*” circuit which
provides high overall effi-
ciency, extreme stability and
the absence of critical neutral-
izing and tuning adjustments.

Write for details today.
*Pat. No. 2.836.665

PRODUCTS COMPANY
BOX 5024 » DALLAS 22, TEXAS » TELEX CEPCO

&% Subsidiary of Ling-Temco-Vought, Inc.




Miss Kessler

Mr. Sheridan

James B. Sheridan, special assist-
ant to FCC Chairman Newton N.
Minow and a 22-year veteran with
the commission, was named Broad-
cast Bureau chief succeeding Ken-
neth Cox, who has been nominated
to be a member of the commission.

The appointment is one of four de-
cided on but not yet announced by
the commission.

Two appointments that were an-
nounced last week are: Richard F.
Sloan, former assistant executive
officer, to chief of FCC’s Budget &
Fiscal Div., and Pauline M. Foster,
assistant personnel officer, to assist-
ant chief of the Manpower Utiliza-
tion & Survey Div.

The other unannounced appoint-
ments are:

Sylvia Kessler, acting chief of Re-
newal & Transfer, to be chief of
Opinions & Review.

Robert Rawsaon, chief of the Hear-
ing Division, to chief of Renewal &

Sheridan, others get reassignments at FCC

Mr. Rawson Mr. Barr

Transfer Division.

James Barr, assistant chief of the
Broadcast Bureau, to chief of Safety
& Special Services Bureau.

Mr. Sheridan, who was brought in-
to the chairman’s office in 1960 by
then Chairman Frederick W. Ford,
is an economist who joined the com-
mission in 1941 as a research con-
sultant in the old office of chief ac-
countant. Six years later he became
chief of the Broadcast Bureau’s Busi-
ness Economics Branch and in 1950
was named assistant chief of the Bu-
reau’s Economic’s Div. He was act-
ing chief of that division from 1956
to 1959.

Mr. Sheridan, a native of Newark,
N. J., graduated from Rutgers U. in
1936 and completed a course in com-
munications research at Columbia U.
in 1941.

Miss Kessler was named acting
chief of Renewal & Transfer last
summer when Joseph Nelson, who

had headed that division, was ap-
pointed to the Review Board. Miss
Kessler, who graduated from South-
eastern Law School in Washington,
D. C, in 1936, joined the commis-
sion as an attorney in 1942. She left
the post of chief of Office of Opin-
ions & Review in 1953 to enter pri-
vate communications law practice,
but returned to the FCC in 1961.

Mr. Rawson, an attorney, has been
in government service since 1935,
including four years during World
War II when he was an officer in
Naval Intelligence and in a PT Boat
squadron in the South Pacific. Mr.
Rawson earned his law degree from
Columbus (now Catholic) U, and
worked for the Agriculture and Jus-
tice Depts before joining the commis-
sion in 1946. He was named assist-
ant chief of the Hearing Division in
1953, acting chief in 1954 and chief
in 1958.

Mr. Barr started with the commis-
sion in 1938 as an engineer with the
New York field office. He was as-
signed to the Broadcast Bureau in
1952 and was named its assistant
chief in 1956. Mr. Barr, who studied
electrical engineering at Georgia In-
stitute of Technology and Southern
Methodist University, spent five years
with the Southwestern Bell Telephone
Co. and a like period as an engineer
with the Southwest Broadcasting Co.
(KTAT Fort Worth; KTSA San An-
tonio, KOMA Oklahoma City,
WACO Waco, and KNOW Austin).

and vp of General Public Relations di-
vision, effective Feb. 4. Mr. Whipple
served as account supervisor for BBDO,
New York, for six years prior to joining
Curtis Publishing.

Fred Zeller, formerly senior copy
writer at Benton & Bowles, New York,

joins Harmon-Kardon, Plainview, N.Y.,
as advertising-promotion manager.

Nancy F. Stephenson, vp and mem-
ber of operations committee of J. Wal-
ter Thompson, New York, elected to
board of directors, Mrs. Stephenson
joined agency in 1935 as secretary, later
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became copywriter, and in 1947 was
promoted to copy group head. She was
elected vp in 1955.

Robert L. Phillips, vp and account
executive at Phillips-Ramsey Inc., San

Diego, Calif., advertising agency,
named director of firm’s newly created
special account division. Vivien B.

Kern has been appointed Mr. Phillips’
assistant.

William M. Walker, former account
executive with Young & Rubicam, New
York, joins De Garmo Inc., that city,
as account supervisor.

Robert H. Homan, assistant account
executive at Morse International, New
York, named account executive. Mr.
Homan joined Morse in 1959 as copy-
writer. He will be responsible for Vicks
VapoRub and VapoSteam group.

Jay Veevers, former partner of Bos-
ton pr firm of Cloud & Co., joins ad-
vertising and marketing group of Rich-
ard Montgomery Mason Inc., that city.
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Karl L. Vehe Jr., formerly with Tur-
ner Adv., Chicago, to Waldie & Briggs,
that city, as account executive.

Marvin Saltzman, editor and pub-
lisher of west coast advertising journal,
Media, Agencies, Clients, chosen ‘ad-
vertising citizen of 1962” by Western
States Advertising Agency Assn.

Mack Stanley, art
director at Geyer,
Morey, Ballard, New
York, elected vp. Mr.
Stanley was art direc-
tor at Young & Rubi-
cam, New York, before
joining GMB in 1961.

Mr. Stenley Hy Rosen, former
art director and producer-writer with
Reach McClinton & Co., New York,
joins Lawrence C. Gumbinner Adv.,
that city, as creative supervisor. Prior
to joining Reach McClinton, Mr.
Rosen was senior tv art director at Nor-
man, Craig & Kummel, New York.

Joseph Sollish, Eloise Francis and
Eli Kramer, copywriters with Young &
Rubicam, New York, appointed copy
supervisors. Mr. Sollish joined Y&R in
1962 from Chirurg & Cairns, Boston,
where he was copy chief. Mrs. Francis
came to agency in 1956 from Bryan
Houston Co., where she served as ac-
count executive. Mr. Kramer formerly
was with Benton & Bowles.

Mike Schneider and John Wirtz join
Sudler & Hennessey, New York, as
group copy chiefs. Mr. Schneider for-
merly served in copy department of
William McAdams, New York, while
Mr. Wirtz was copywriter with Robert
E. Wilson, that city. Other additions
to Sudler & Hennessey’s copywriting
staff are Steve Abruscato from Young
& Rubicam; Harry Sweeney from E. R.

Squibb, and Edith Rosoff from Dean
L. Burdick,

George E. Burgess
Jr., formerly with ad-
vertising and sales
promotion department
of Rust Craft Greet-
ing Cards, appointed
radio-tv director of
Horton, Church &
Goff, Providence, R.I.,
advertising agency.

George Gale, former creative director
for Rutledge Advertising Co., St. Louis,
joins creative department of Winius-
Brandon Co., that city.

Robert V. Mellott, formerly with divi-
sion merchandising group of General
Motors Corp., joins N. W. Ayer & Son,
Chicago, in commercial production de-
partment. Patricia L. Groner, former
project director of advertising and con-
sumer research at Norman, Craig &
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Mr. Burgess

NFAA's officers for 1963

Preston D. Huston, president
of Associated Advertising Agency
of Wichita, elected president of
National Federation of Advertis-
ing Agencies for 1963. Other offi-
cers elected: Fred B. Elkus Jr.,
president of Gerth, Brown, Clark
& Elkus, Sacramento, Calif., ex-
ecutive vp; Harold M. Schneider,
president of Schneider Cardon
Ltd.,, Montreal, Canada, vp; A.
Mark Battaglia, president of Cap-
ital Advertising, Lansing, Mich.,
treasurer; and John Pearl of Los
Angeles, managing director., Mr.
Huston replaces B. R. Lawler,
president of Atlantic National
Advertising Agency, Norfolk, Va.

Kummel, New York, joins Ayer’s New
York radio-tv department. Ward L.
Reed, former account representative
with McCann-Marschalk, New York,
joins Ayer’s account service department
in New York.

THE MEDIA

Arthur  O'Connor,
tv account executive
in New York office of
Avery - Knodel Inc.,
national radio-tv sales
representatives,  ap-
pointed director of or-
ganization’s  Detroit
e office, succeeding Stu-

Mr. 0'Connor a4 I, Mackie, who
joins Blair-Tv, that city, as account ex-
ecutive. David N. Simmons, once pres-
ident of his own national firm, Simmons
Assoc., replaces Mr. O’Connor in New
York office. Prior to joining Avery-
Knodel in 1961, Mr. O’Connor was vp
of Devney/O’Connor, station repre-
sentatives. Mr. Simmons, in addition
to operating his own firm from 1955-
59, has seen service as sales executive
with John Blair and Joseph Weed Cos.

Thomas M. Ferguson, formerly with
Standard Rate & Data Service, Chicago,
named general manager of WCUY-FM
Cleveland.

Dr. Michael M. Bennett, president
of St. Petersburg (Fla.) Junior College,
elected president of WEDU (TV) Tam-
pa, Fla. (education ch. 3). He succeeds
Col. Brintnall H. Merchant, vp of Ex-
change National Bank, who served two
years as WEDU's head and will retain
seat on board of directors, William E.
Coletti appointed production manager
of Tampa etv outlet.

Bud Beal, advertising and sales pro-
motion manager of Heil-Quaker Corp.,
Nashville, Tenn., named manager of

WLVN, that city, new outlet scheduled
to begin operations March 1.

Arthur  Hamilton,
former manager of
production and busi-
ness affairs for
WNBC-TV and sta-
tion manager of
WNBC-AM-FM New
York, joins WIJAR
Providence, R. I, as
station manager, suc-
ceeding James E. Gleason, who be-
comes program director of WJAR-TV,
Frederick R. Griffiths, WIAR-TV pro-
gram manager, appointed public affairs
manager for WIAR-AM-TV. Mr. Grif-
fiths has been with WJAR-TV since
1952, having served as traffic manager,
operations manager, and since 1959 as
program manager, Mr. Gleason joined
WIAR radio in 1957 and was named
station manager in July 1960.

Stanley LeVine, former assistant
sales manager of WBBM-AM-FM Chi-
cago, appointed sales manager of KSAN
San Francisco.

John Brooks and B. Frank Killen
named station director and promotion
manager, respectively, of KALB-AM-
FM Alexandria, La. Appointments are
effective Feb. 1. Mr. Brooks is former
member of stations’ news staff and Mr.

CONTINENTAL'S 50 KW
QUALITY
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PART 4: COMPACTNESS
Entirely self-contained except
for PA blower, Continental’s
317B requires only 72 square
feet of floor space. All
transformers, chokes and
switchgear are contained in
aluminum cabinets.

Write for details today.
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Killen has served as KALB continuity
director for past two years.

Earl W. Hickerson, operations direc-
tor of KOCO-TV Enid, Qkla., assumes
additional duties of assistant station
manager.

Howard Shulman, formerly with
Washington Senators baseball team,
joins Spot Time Sales, New York, as
account executive.

Charles Carroll joins WITH-AM-FM
Baltimore as account executive.

Gordon Copeland and Dick Taylor
join sales staff of WBTV (TV) Char-
lotte, N. C.,

William Jones, former news director
of WMEX Boston, named program di-
rector of WTSN Dover, N. H. Joe
Marshall joins Dover radio outlet as
air personality.

James D. B. Foster named program
director of KRLA Pasadena, Calif., suc-
ceeding James Washburne, who is de-
voting full time to production. Ten
Quillin, formerly with KFWB Los An-
geles, joins KRLA as air personality.

Robert Emery, former freelance
writer-announcer and promotion-pr
consultant in Dayton, Ohio, named as-
sistant program manager of WIND
Chicago.
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94 (FATES & FORTUNES)

ARF elects Brown

Lyndon 0. Brown, senior vp of
Dancer-Fitzgerald-Sample, New
York, elected board chairman of
Advertising Research Foundation.
Richard J. Babcock, president
and chief executive officer of
Farm Journal, elected vice chair-
man, and Arthur C. Bryan, presi-
-dent of Union Carbide Consumer
Products Co., was elected treas-
urer. Vernon C. Myers, publisher
of Look magazine, and Roy
Weber, advertising director of
Swift & Co., were elected to
ARF’s board of directors.

Marshall (Casey) Davidson, assistant
assignment manager for CBS News,
named manager of film production.
Prior to joining CBS, he was executive
news editor of Hearst Metrotone News,
New York. Robert A. Little, producer
with Newsfilm department, succeeds
Mr. Davidson as assistant assignment
manager.

Stanley Lichtenstein, film and music
director of KTVU (TV) San Francisco-
Oakland, appointed director of tv pro-
gramming development for uhf tv sta-
tions of Kaiser Broadcasting Div., Kais-
er Industries Corp. Kaiser has been
granted construction permits by FCC
for facilities in San Francisco; Corona,
Calif.; Los Angeles, and Detroit.

Nick Barry, for
past two years re-
gional manager in
Ohio for Radio Ad-
vertising Bureau, New
York, joins Ohio Sta-
tion Representatives,
Cleveland, as account
executive.

Patricia Peterson,
secretary with Metromedia Inc., New
York, appointed administrative assistant
to president. Prior to joining Metro-
media in 1958, Miss Peterson served
as assistant to president of Ronald A.
Wilford Assoc.

Art Mattson, former news editor of
WSTC-AM-FM  Stamford, Conn.,
named news director of WMMW
Meriden, Conn.

Mr. Barry

Frank Thompson, news director of
WHTN-TV Huntington, W. Va., joins
news staff of WSAZ-AM-TV, that city.

Clyde Montgomery and John Turner
join news department of WFGA-TV
Jacksonville, Fla.

Julian Ross rejoins WINS New York
as music director, succeeding Don
Ovens, who resigned. From 1951 to

1959 Mr. Ross worked at WINS as
news editor, production supervisor and
music librarian, Most recently he was
music director of WHN New York.

Bruce Wallace, manager of promo-
tion and public service, WTMJ-AM-
FM-TV Milwaukee, was elected presi-
dent of Wisconsin Broadcasters Assn.
Thursday (Jan. 24) succeeding Don
Wirth, vp-general manager, WNAM
Neenah. Other new officers: vp for tv,
Howard Dahl, WKBT (TV) LaCrosse;
vp for radio, George Frechette, WFHR
Wisconsin Rapids; re-elected treasurer,
Richard Dudley, WSAU Wausau. Elect-
ed directors: Glen Holznecht, WIPG
Green Bay; Leo Howard, WEAU Eau
Chair; Roger LeGrand, WITI-TV Mil-
waukee, and Bernie Strachota, WRIT
Milwaukee.

Gus Chan, air per-
sonality with WAAT
Peoria, Ill, joins
WCIU (TV) Chicago
as program director.
WCIU is new uhf ch.
26. Station due to go
on air in May with
ethnic programming.
Mr, Chan will air tv
version of Spanish-language show he
once presented on WMAQ Chicago.

Mr. Chan

Curtis D. Peck, who became chief
engineer of KNBR San Francisco in
1926 when station was known as KPO,
retires Jan. 31 as manager of technical
operations of NBC-owned KNBR-AM-
FM. Mr. Peck is succeeded by Donald
R. Hall, who has been NBC engineer in
San Francisco since 1938.

Herb Bailey and Lee Ruef join
WLOS-TV Asheville, N. C,, as sports
commentator - commercial announcer
and and news reporter, respectively.

Git Lee, assistant to president of Mul-

$]: an hour STAFFS YOUR
STATION with IGM SIMPLIMATION

Get the details! Find the way to bigger
audiences, lower costs, higher profits with
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BROADCASTING, January 28,.1963



lins Broadcasting Co. (KBTV [TV] and
KBTR Denver), retires Feb, 15 after
14-year association with company.

Pat Locatell, continuity director of
KWIJJ Portland, Ore., named director
of station’s newly created publicity and
sales promotion department.

Lee Peer, formerly with KOLO
Reno, Nev,, joins KGW Portland, Ore.,
as air personality.

Lester Dinoff, former director of
publicity and exploitation for WABC-
TV New York, joins Freedomland Inc.,
New York, as assistant to director of
publicity-public relations.

Don Mills named pr director of
KQED (TV) San Francisco (educa-
tional ch. 9), succeeding Marianne
Goldman, who resigned.

EQUIPMENT & ENGINEERING

g < Dr. Robert Adler

\ appointed vp-director
of research for Zenith
Radio Corp., Chicago,
succeeding Dr. Alex-
ander Ellett, who has
been named to new
position of vp-special
scientific projects. Dr.
Ellett held post since
1949. Dr. Adler, elected vp in 1959,
has been associate director of research
since November 1952. He joined com-
pany as member of research division in
1941. Erwin M. Roschke named as-
sistant director and administrative man-
ager for research, and Dr. Bertrand
Miller will be assistant research direc-
tor. Mr. Adler’s technical contributions
include Zenith’s Space Command re-
mote control tv tuning system plus tv
circuit innovations.

Mr. Adler

Roy J. Benecchi, former vp of Lear
Inc., Santa Monica, Calif., joins Cape-
hart Corp. (stereophonic phonographs,
am/fm radio phonographs), Richmond
Hill, N. Y., as president, succeeding
J. D. Winer, who was elected board
chairman. Mr. Benecchi had been with
Lear for 20 years.

Dr. Charles B. Wakeman, former vp
in charge of research and development
for Magnetics Inc., Butler, Pa., named
director of electronics research for elec-
tronic products division of Corning
Glass Works, Raleigh, N. C.

Roy E. Drew, former controller and
assistant treasurer of Plax Corp., Hart-
ford, Conn., rejoins Sylvania Electric
Products, New York, as controller.
Prior to joining Plax, Mr. Drew served
as controller of Sylvania’s electronic
systems division in Waltham, Mass.
J. Robert Peltz, product sales manager-
new products for receiving tube opera-
tions, nzmed manager-photo-conductor
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operation for electronic tube division.

David T. Richardson, general credit
manager of The Magnavox Ce., Ft.
Wayne, Ind., appointed corporate credit
manager. Dean M. Davis, assistant
credit manager, named credit manager
for consumer products division. John
W. Rippe, financial administrator for
government and industrial division, ap-
pointed credit manager for organs and
consumer products division.

Milan Leggett appointed broadcast
sales engineering representative of Gen-
eral Electronic Labs, Cambridge, Mass.
His territory includes Texas, Louisiana
and Mississippi.

ALLIED FIELDS

Dexter Neadle, former research di-
rector of Opinion Research Corp., joins
Audits & Surveys Co., New York, as
director of operations for national total-
market audit.

Frank R. Jamison appointed instruc-
tor in radio and tv at Colorado State
College, Greeley. As CSC faculty mem-
ber, Mr. Jamison will teach tv produc-
tion and supervise school's closed-cir-
cuit tv facilities. He is former sales
service manager of KCMO-TV Kansas
City, Mo.

PROGRAMMING

E. Jonny Graff,
former vp-syndication
sales of Independent
Television Corp., New
York, joins Embassy
Pictures, that city, as
vp of newly created
tv department. Mr.

o Graff has also served
Ll (LS as vp of National
Telefilm Associates and station man-
ager of WNTA (TV) New York.

John Houseman, noted producer of
stage and motion pictures, has been re-
tained by CBS-TV to produce hour-
long series of dramas based on episodes
from American history, planned for
next season’s lineup.

Charles A. Moses elected president
of Publicists Assn. (IATSE Local 818),
succeeding Don Boutyette. Other new
officers of Hollywood union are: John
del Valle, first vp; Felix Owens, second
vp; Teet Carle, trustee.

H. Keith Godfrey,
sales executive with
MCA Tv, New York,
elected vp. Mr. God-
frey joined MCA Tv
in 1955 in Houston
office. He was trans-
ferred to Philadelphia
and later to New
York in 1957.

e g |

Mr. Godfrey

David W. Burke, manager of institu-
tional programs operation for General
Electric Co., New York, appointed
manager of pr programs operation. Mr.
Burke will be responsible for GE's v
show General Electric True.

INTERNATIONAL

George W. Harper to general sales
manager of CHFI-AM-FM Torento.

T. Mayer, sales manager, promoted
to manager of Marconi Broadcasting
Div. of Marconi's Wireless Telegraph
Co. Ltd., Chelmsford, Essex, England.
F. J. Sidebotham succeeds Mr. Mayer
as division sales manager, with A. A.
McKerrell as assistant sales manager.
D. Law appointed to newly created
position of chief of product planning.

Michael Parkin, formerly with Chan-
nel Television Ltd., joins Television
Audience Measurement Ltd., London,
as director. Mr. Parkin will have spe-
cial responsibility of assisting David
Wheeler, TAM's assistant managing
director.

Dr. B. K. Bryam, general manager of
CHFI-AM-FM Toronto, elected execu-
tive vp of Bureau of Broadcast Meas-
urement, that city. Dr. Bryam has been
in audience research work for Canadian
Broadcasting Corp., Ottawa, for CFTO-
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TV Toronto, and consultant in research
for CTV Television Network, Toronto.

Harold Crittenden
elected vp and direc-
tor of Transcanada
Communications Ltd.
(CKCK-AM-TV Re-
gina, Sask., CKRC
Winnipeg, and CKOC
Hamilton, Ont.). For
past three years Mr.
Crittenden has served
as Transcanada’s general manager and
before that was manager of CKCK-
AM-TV,

DEATHS

Joseph Angello, 41, news director of
WOHO Toledo, Ohio, died Jan. 20 at
his home in that city.

Joseph R, McCurdy, 48, manager of
news and press services for RCA, New
York, died Jan. 23 after long illness.
Mr. McCurdy joined RCA in. 1959 as
manager of product news and field rela-

Mr. Crittenden

tions, after 13 years with Carl Byoir &
Assoc., New York, where he was vp.

Otto A. Harbach,
89, past president
(1950-53) of Ameri-
can Society of Com-
posers, Authors &
Publishers and well-
known composer and
playwright, died last
Thursday (Jan. 24)
in New York. He was

Mr. Harbach

charter member of ASCAP and direc-
tor since 1920. He wrote such songs
as “Smoke Gets In Your Eyes,” “In-
dian Love Call,” “Rose Marie,” and

“Gianinna Mia,” and such Broadway
musicals and operrettas as ‘“No, No
Nanette,” “Sunny,” “Roberta” and
“Desert Song.”

Gwen Wagner, copy chief of Hal
Stebbins Inc., Los Angeles advertising
and pr firm, died Jan. 14 in Good Sa-
maritan Hospital, that city, after long
illness. In Los Angeles since 1946, Miss

FOR THE RECORD

Wagner specialized in writing motion
picture advertising copy for 10 years at
Foote, Cone & Belding before joining
Stebbins in 1936.

Jacques Fray, 59,
radio personality and
pianist with WQXR-
AM-FM New York,
died Jan. 20 of heart
attack at his home in
that city. Mr. Fray
conducted Listening to
Music with Jacques
Fray, classical records
program over WQXR, since October
1947. Between 1930 and 1938, Mr.
Fray and Mario Braggiotti worked as
duo-piano team for radio and supper
clubs. Since 1945 he has broadcast
English and French language programs
for Voice of America. Mr. Fray’s most
recent tasks included weekly French
language musical program and narra-
tion into French of USIA’s film of Mrs.
John F. Kennedy’s trip to India and
Pakistan.

Mr. Fray

STATION AUTHORIZATIONS, APPLICATIONS

As compiled by BROADCASTING Jan. 17
through Jan. 23 and based on filings,
authorizations and other actions of the
FCC in that period.

This department includes data on
new stations, changes in existing sta-
tions, ownership changes, hearing cases,
rules & standards changes, routine
roundup of other commission activity.

Abbreviations: DA.—directional antenna. cp
—construction permit. ERP—effective radi-
ated power. vhi—very high frequency. uhf
—ultra high frequency. ant.—antenna, aur.—
aural. vis.—visual. kw—kilowatts. w-watts
mc—megacycles, D—day. N—night. LS—
local sunset. mod.—modification. trans.—
transmitter, unl.—unlimited hours, ke—kilo-
l}chfle.s SCA—subsidiary communications au-

rization. SSA—special service authoriza-
tion. STA—sg
SH—specifie
Announced.

New tv stations

ACTION BY FCC
Huntsville, Ala.—North Alabama Bcstrs.

cial temporary authorization.
hours. *—educational. Ann—

Inc. Granted cp for new tv to operate on
uhf ch. 19 (500-506 mc); ERP 519 kw vis,,
270 kw aur. Ant, height above average ter-
rain 1,057 ft.,, above ground 254 ft. 0.
address ¢/o John C, Godbold, Suite 330 Pro-
fessional Center, Montgomery, Ala. Es-
timated construction cost $498,009: first year
Tperating cost $250,000; revenue $260,000.
rans. and studio locations both Huntsville.
eographic cogrdinates 34° 44 167 N. Lat.,
as° 31’ 57 W. Long. Type trans. RCA TTU-
25B, type ant. RCA TFU-27J. Legal counsel
Fly, Shuebruk, Blume & Gaguine, consult-
ing engineer Gautney & Jones, both Wash-
ington, D. C, Principals: Charles F. Grisham
& John C. Godbold (each 49.98%) and
Albert W. Copeland (.04%). Messrs. Grisham
& Godbold are both lawyers and part
owners of real estate firms; Mr. Copeland
is gen. mgr. of WAPI-AM-FM-TV Birming-
ham, Ala. Initial decision looking toward
grant became effective Jan. 17.

APPLICATION

San Bernardino, Calif.—The Maple Chapel.
Uhf ch. 30 (566-572 mc); ERP 3185 kw vis,
159.25 kw_ aur. Ant. height above average
terrain 2,531.9 ft., above ground 308 ft. P, O.
address c/o Rev. R. A. Schoch, Box 41108,
Los Angeles 41, Calif, Estimated construc-
tion cost $349,130; first year operating cost
$96,000; revenue $96,000. Studio and trans.
locations both Los Angeles Geographic co-

EDWIN TORNBERG

& COMPANY,

INC.

Negotiators For The Purchase And Sale Of
| Radio And TV Stations

£H Appraisers ¢ Financial Advisors
" | New York—60 East 42nd St, New York 17, N. Y. »

| | West Coast—1357 lewe!l Ave., Pacific Grove, Calif. « FR 5-3164
Washington—711 14th St., N.W., Washington, D.C. « DI 7-8531

MU 7-4242

ordinates 34° 10’ 437 N. Lat., 117° 42 23~
W. Long. Type trans. GE 'I'1‘56A type ant.
GE TY25C. Legal counsel S. R, Levine con-
sulting engineer James F. Lawrence Jr.,

both s Angeles. Principals: members of
board of ehurch group (no stock issued).
Ann. Jan. 22.

New am stations

ACTIONS BY FCC

Ketchikan, Alaska—South Eastern Alaska
Bestrs. Inc. Granted cp for new am on 620
ke, 500 w-N, -LS; condition and pre-
sunrise operation with daytime facilities
precluded pending final decision in Doc,
14419. P. O. address_c/o KBYR, Box 1960,
Anchorage, Alaska. Estimated construction
cost $22,193; first year operating cost $42,000;
revenue $52,000. South Eastern, licensee of
KJNO Juneau, Alaska, Is controlled by
Radio Anchorage Inc., licensee of KBYR~
AM-FM Anchorage, Alaska. Radio Anchor-
age is owned by J. Chester & Josephine

. Gordon (each 47.6%) and others. Action
Jan. 23,

Indianapolis, Ind-—Radic One Five Hun-
dred Inc. Granted cp for new am on 1500
ke, 5 kw-D, DA. P. O, address c/o Douglas
D, Kahle, Box 491, Pacific Grove, Calif,
Estimated construction cost $40.869, first year
operating cost $96,000, revenue $110,000,
Principals include Douglas D e, Edwin
Tornberg and Edward Wetter, 33‘,&'% each.
Applicants are associated with Edwin Torn-
berg Inc, radio-tv brokers. Action Jan. 23.

APPLICATIONS

Coolidge, Ariz.—Coolidge Bcestg. Co. 1150
ke, 1 kw, DA-N, unl. Requests facilitles
previousg assigned to KCKY. Ant. height

fi O. address Box 246, Coolidge.
Estimated construction cost $11,000; first
year operating cost $35,000; revenue $42,000.
Principals: Kathleen E. (60%) & Craig E.
(30%) Davids and Paul Dean Ford (10%).
Mr, Davids, attorney, is part owner of
WCER Cherlotte and WYSI Ypsilanti, both
Michigan; Mr. Ford, consulting engineer,
owns WPFR (FM) Terre Haute, Ind. Ann
Jan. 22.

John Day, Ore ~John Day Valley Bestrs.
1400 ke, 250 P. O. address c/o T. A.
Smith, Box 278 Pendleton, Ore, Estimated
construction cost $15,000; first year operat-
ing cost $30,000; revenue $35,000, Principals:
T. A. Smith and C. H. Fisher (each 50%).
Mr. Fisher is part owner of KVAL-TV
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Eugene, KCBY-TV Coos Bay and KPIC-TV
Roseburg, all Oregon; Mr. Smith is part
owner of KUMA Pendleton. Ore. Ann. Jan.

Existing am stations

ACTIONS BY FCC

KAKE Wichita, Kans.—Granted increased
daytime power on 1240 ke from 250 w to
1 kw, continued nighttime operation with
250 w; conditions. Action Jan. 23,

KOPR Butte, Mont.—Granted increased
daytime power on 550 ke, DA-N, from 1
kw to 5 kw, continued nighttime opera-
tion with 1 kw; remote control pe tted;
conditioned to pre-sunrise operation with
daytime facllities precluded pending final
decision in Doc. 14419; and without preju-
dice to whatever action commission may
deem necessary as result of final deter-
mination with respect to its pending ap-
plication for renewal of license, Action Jan.

WFFF Columbia, Miss—Granted change of
facllities from 1600 ke, 500 w, D, to 1360
ke, 1 kw, D; remote control permitted; con-
ditioned f{o pre-sunrise operation with day-
time facilities precluded pending final de-
cision in Doc. 14419. Action Jan. 23.

KNBX Kirkland, Wash.—Granted in-
creased power on 1050 ke, D, from 1 kw
to 5 kw, and change station, trans. site and
studio location to Seattle; conditlons. Comr.
Ford absent, Action Jan. 23,

m By decision, commisslon granted ap-
plication of Strafford Bestg. Corp. to in-
crease hours of operation of WWNH
Rochester, N, H., from daytime only to
unl,, with DA-N, continued operation on
930 ke, 5 kw. Comt. Craven dissented;
Comr. Henry concurred and issued state-
ment in which Chmn. Minow joined. April
4, 1962, initial decision looked toward this
action. Actlon Jan. 18.

u Bi' decision, commission granted ap-
plication of Asheboro Bcestg. Co, to change
facilities of WGWR Asheboro, N. C.,, on
1280 ke from 1 kw, D, to 5 kw-1S, 500 w-N,
with DA-2. Comr. Craven concurred in
grant for daytime operation; Comr. Henry
concurred and {ssued statement in which
Chmn, Minow joined. June 6, 1962, initial
gecisilo;l looked toward this action. Action
an. 186,

APPLICATION

WROA Gulfport, Miss.—Cp to change fre-
quency from 1390 ke, D, to 1400 k¢, 250
}N-D.zlz kw-D and install new trans, Ann.

an. .

Existing fm station

ACTION BY FCC

KSJO-FM San Jose, Calif.—~Walved Sec.
1.356(f) of rules and granted application
to increase power to 1.50 kw, decrease ant.
height to minus 105 ft., and move trans.
abeut 58 miles east of present location.
Comr. Ford absent. Action Jan. 23.

Ownership changes

ACTIONS BY FCC

KVOA-TV Tuecson, Ariz.,, and KOAT-TV
Albuquerque, N. Mex.—Granted assignment
of licenses from Clinton D. McKinnon
(40%) and Bernard Weinberg, Arthur A.
Desser & Harold B. Garfleld (each 20%),
d/b as Alvarado Tv Inec,, to Steinman family
(68%) and others, tr/as WGAL Tv Inec. Con~
sideration $3,250,000, Assignee is licensee of
WGAL-AM-FM-TV Lancaster, Pa.; other
Steinman jnterests are WDEL-AM-FM Wil-
mington, Del., and WEST-AM-FM Easton,
WORK, York, WKDO Harrisburg and
WLEV-TV Bethlehem, all Pennsylvania. Ac-
tion Jan. 23.

KERN-AM-FM Bakersfleld, Calif.—Granted
assignment cof license from Eleanor Mec-~
Clatchy and McClatchy family (100% of vot-
ing stock), d/b as McClatchy Newspapers, to
Roger Stoner, J. Ward Wilkinson and Ray
V. Hamilton, tr/as Radio KERN Inc. {(no
stock issued pending ruling of Calif, Com-
missioner of Corporations). Consideration
$145,000 and agreement not to compete for
five years. Mr. Stoner until recently was
sales mgr. of KYA San Franciscoi Mr.
Wilkinson owns ad agency; Mr. Hamilton is
50% owner of brokerage firm. Actlon Jan.
18.
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KBIC-TV Los Angeles, Calif.—Granted as-
signment of ep from John H. Poole (83.03%),
Olivia A, Poole (2.22%) and seven minor
children of John H, and Olvia A, Poole
(14.75%), d/b as John Poole Bcestg. Ine, to
H, Calvin Young Jr. & Martha White Mills
Inc. (each 47.5%) and Jerome Glaser (5%),
tr/as Central Bestg. Corp. of California,
Consideration $180,000. Martha White Mills,
large corporation with no majority stock-
holder, and Messrs, Young & Glaser share
ownership of WGUS North Augusta, S. C.;
Messrs. Young (70%) & Glaser (25%) are
majority owners of WYAM Bessemer, Ala.;
Mr. Young is 50% owner of WENO Madi-
son, Tenn., and Martha White Mills plans to
buy Walter Duke's remaining 50%, making
Central Bestg, Corp. (WENQ licensee) par-
ent company of IC-TV licensee. Comr,
Ford dissented. Action Jan. 23.

WYNE Baton Rouge, La.—Granted assign-
ment of ¢p from James A. Noe (100%) to
Denver T. Brannen (100%), tr/as KCIL Inc.
Consideration $18,991. Mr. Brannen owns
KCIL Houma, La, and WPAP Fernandino
Beach and 18 majority owner of WDLP
Panama City, both Florida. Comr. Bartley
dissented. Action Jan. 23,

WDOB Canton, Miss.—Granted transfer of
licensee corporation, Madison County Bestg.
Ine,, from R. E. Hook (70%) and Luecille
Hook (30%) to Roy J. Loflin Jr. and Wilbur
R. Williams (each 50%). Consideration $82,-
800, Mr. Loflin owns advertising agency.
Action Jan. 17.

KMMO Marshall, Mo.—Granted transfer of
control of licensee corporation, KMMO Ine.,
from present stockholders to MFA Security
Service Co.,, company of which all present
stockholders are officers and directors. Con-
sideration $1,000. Action Jan. 18.

KOAT-TV Albuquerque, N. Mex.—See
KVOA-TV Tucson, Ariz.,, grant above.

KVWG Pearsall, Tex.—By order, waived
Sec, 1.365 of rules and anted assignment
of cp from Earl McKinley and James O,
Pilant (each 50%), d/b as McKinley-Pilant
Bestg. Co.,, to Mr. McKinley (50%) and
brothers Clyde T, & Robert L. (each 25%),
tr/as Winter Garden Bestg. Co. Considera-
tion $650. Action Jan. 18,

APPLICATIONS

KSUN Bisbee, Ariz.—Seeks assignment of
Hcense from Carleton W. Morris (100%),
deceased, to Esther Morris (100%), execu-
trix of estate. Alsc see application below.
Ann. Jan, 23.

KHFH §lerra Vista, Ariz.—Seeks assign-
ment of license and cp from Carleton W,
Morris (100%), deceased, to Esther Morris
(100%), executrix of estate. Also see ap-
plication above. Ann. Jan. 23,

KTUX Pueble, Colo.—Seeks assignment of
license from H. Myers Bumgardner (100%),
trustee in bankruptcy, to Donald W, Rey-
nolds Jr. (100%). Consideration $30,000. Mr.
Reynolds i{s time salesman for KOAT-TV
Albuquerque, N. Mex. Ann. Jan. 23.

WRGR Starke, Fla.—Seeks assignment of
license from Murray C. & Olympia M. Till-
man (each 50%), d/b as Radio Starke Inc,
to George A. Gothberg Jr. (51%) and
Ozelle G, Gothberg (49%), tr/as George
Gothberg Radio Ine. Consideration $45.000.
Ann, Jan. 23.

WAVQ (FM) Atlanta, Ga.—Seeks assign-
ment of license from Great Commission
Gospel Assn, Ine. (non-profit religious or-
%anization, no stock issued) to Bob Jones

. Inc. (100%). For other information see
WAVO application below. Ann. Jan. 23.

WAVO Decatur, Ga.—Seeks assignment of
license from Great Commission Gospel Assn.
Inc. (100%) to ¥ob Jones U, Ine. (100%).
Congideration for both stations (see WAVQ
[ ] application above) $180900. Principals
of Bob Jones U. are board of trustees. Ann.
Jan. 23.

WTHN Thomaston, Ga.—Seeks assignment
of cp from Alfred A, Britt (100%) to Jimmy
F. Loftin (100%), tr/as Upson County Bestg.
Co. Consideration $4,000, Mr. Loftin Is part
owner of insurance agency. Ann. Jan, 23.

WSEI (FM) Effingham, I11.—Seeks assign-
ment of license from Illinois Bestg. ©
large company with no majority stock-
holder, to Joseph E, Mc¢Naughton (59%),
F. F. McNaughton (20%) and others, tr/as
Effingham Bcstg, Co, Consideration $5,000,
Effingham is licensee of WCRA Effingham;
Mr. J, E. McNaughton is part owner of
WRMN Elgin, WKEI Kowanee, Pekin Times,
Pekin. and Effingham Daily News, Effing-
ham, all Ilinois; Mr. F, F. McNaughton is
part owner of two newspapers above. Ann.
Jan, 23,

WNSH-AM-FM Highland Park, Ill.—Seeks
transfer of negative control of licensee

corporation, North Suburban Radio Inc.,
trom Charles Llebman (50%) to Eli E, Fink
(50% before transfer, 66 33% atter), Nancy
F. Epstein (20%) and Herbert Schoenbrod
{1314%). Consideration, $16,480, s reimburse-
ment of Mr. Liebman’s investment. Mrs.
Epstein and Mr. Fink have interest in
WIL-AM-FM St, Louis, Mo, and KBOX.
AM-FM Dallas, Tex.; Mr. Schoenbrod has
interest in WIL-AM-FM. For more_informa-
tion see application below. Ann. Jan. 16.

WNSH-AM-FM Highland Park, II.—Seeks
ass‘iﬁnment of e¢ps from North Suburban
Radio Ine. (for proposed new ownership,
see above), to North Suburban (75%), H.
& E. Balaban Corp. (20%) and Nan Radio
Corp. & Bon Family Corp. (each 2 12%),
tr/as Radio Station WNSH. Consideration
is part of $16,480 in application above, H.
& E Balaban is owned by Balaban family
(100%, individually and in trust), and has
interest in WIL-AM-FM & KBOX-AM-FM
(see above), WICS (TV) Springfield, WCHU
(TV) Champaign, WICD ?T’V) Danville &
WTVQ (TV) Rockford, all Illinois: and
WHNRB-TV New Britain, Conn. Both Nan
Radio and Bon Family have interest in
WIL-AM-FM. Ann. Jan. 18.

KLEE Ottumwa, Iowa—Seeks assignment
of license from J. w. & Dorothy O’Connor
(each 40%) and T, A. O’Connor & Ward
Conover (each 10%). d/b as WPFA Radio
Inc., to Ray Freedman and Thomas L. Davis
(each 50%), tr/as Kleeco Radlo. Considera-
tion $54,500. Mr. Davis is part owner of
WBOW Terre Haute and WHUT Anderson,
both Indiana, and Mr. Freedman Is part
owner of WBOW, Ann. Jan. 17,

WKTJ Farmington-West Farmington, Me.
—Seeks transfer of control of licensee
corporation, Franklin Bestg. Corp.,, from
County Inec. (50%) and Bernard G. Marcus
(14% plus) to Elden H. Shute Jr. & Gerald
T. Higgins (each 17% plus before transfer,
47% plus after) and Robert B. Dow Jr.
(1% plus before, 4% plus after); County is
equally owned by Maurice B. Cloutier,
John F, Poulin and Germaine & Regis A.
Lepage. Consideration $20,472. Messrs, Shute
and Higgins are part owners of WKTQ
South Paris, Me. Ann. Jan. 23. .

WCBA Corning, N. ¥.—Seeks transfer of
control of licensee corporation, WCBA

-
CONTINENTAL'S 50 KW
SOUND OF QUALITY

PART 1-rerrormance
comparable to FM

PART 2 - oriver stace

power increase capabilities from
5 kw to 10 kw to 50 kw

PART 3 - ampLiFier Weldon
Grounded Grid Circuit (Pat.)

PART 4 - compacr pesien
requires just 72 square feet

PART 5 - siicon rectiFiers
used throughout the 317B

PRODUCTS COMPANY
BOX 5024 o DALLAS 22, TEXAS e TELEX CEPCO

2.7%” Subsidiary of Ling-Temco-Yought, Inc.
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Radjo Inc.,, from Paul L. Carpenter (30.2%),
Paul E. Carpenter and Robert W. Shaddock
{each 24.9%) to P. E. Carpenter (50.3%)
and Mr. Shaddock (49.7%). Consideration
$7,332. Ann. Jan. 17.

WHLP Centerville, Tenn.—Seeks acquisi-
tion of positive control of licensee corpora-
tion, Trans-Air Bestg. Corp., from Harold
C. Flood (50%) by 0. 0. Smith (50% before
transfer, 100% after). Consideration is note
owed Mr. Smith. Ann. Jan.

KWEA Merkel, Tex.—Seeks transfer of
control of permittee corporation, Taylor
County Bcestg, Co,, from David W. Ratlift
(100%) to KEIth Hodo (100%). Consideration
$1,921. Ann. Jan. 18.

Hearing cases

INITIAL DECISIONS

s Hearing Examiner H. Gifford Irion is-
sued initial decision looking toward grant-
ing application of Torrington Bestg. Inc. to
change facilities of WTOR Torrington,
Conn., from 1490 ke, 25¢ w, unl, to 610 kc,
500 w-N, 1 kw-LS, DA-2. Action Jan. 23.

= Hearing Examiner Jay A. Kyle issued
initial decision locking toward granting ap-
plication of Austin Bestg. Ine. for new tv
on c¢h. 24 in Austin, Tex. Aection Jan. 22.

» Hearing Examiner Elizabeth C. Smith
issued initial decision looking toward grant-
ing application of Potomac Bestg. Inc. for
new daytime am on 1390 ke, 1 kw, in Key-
ser, W. Va.; condition and pre-sunrise
operation with daytime facilities precluded
pending final decision In Doc. 14419. Action
Jan. 22,

DESIGNATED FOR HEARING

s By memorandum opinion & order, com-
mission designated for hearing applications
of Central Wisconsin Tv Inc. for additional
time to construct WCWT (TV) (ch. 9)
Wausau, Wis.,, and for assignment of cp to
Midecontinent Bestg. Co. for $34,439. On its
own motion, commission made Wisconsin
Citizens’ Committee for Educational Tv
Ine., which filed opposing petitions, and
Wisconsin Valley Tv Corp. (WSAU-TV, ch.
7, Wausau), parties to proceeding. Hearing
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issues will determine (1) whether Central
Wisconsin has been diligent in proceeding
with construction of station, whether traf-
ficking is invelved and whether it has been
candid in its representations to commis-
sion; (2) when and under what circum-
stances Citizens” Committee learned of pro-
posed sale of WCWT, sought to acquire its
construction permit, from whom it obtained
necessary funds, and amount obtained and
terms and conditions thereof: and (3) full
facts surrounding Wisconsin Valley agree-
ment to donate funds to Citizens' Commit-
tee, whether latter had agreement or under-
standing with Wisconsin Valley to file in-
stant petitions, and whether Wisconsin
Valley has engaged in course of action
which constitutes abuse of commission's
processes. Chmn. Minow dissented, favored
further inquiry. Action Jan. 23.

OTHER ACTIONS

= By order, granted motion by KWK
Radio Inc. and extended time to Jan. 21
to file reply to exceptions and supporting
briet of Broadcast Bureau to initial deci-
sion in proceeding on revocation of license
of KWK St. Louis, Mo. Action Jan. 18.

= By notice of inquiry, commission insti-
tuted investigatory proceeding to determine
whether The McLendon Corp. was candid
in representations made, or failed to dis-
close certain intentions, in connection with
its acquisition and operation of WYNR
Chicago and whether it complied with com-
mission’s programming policy to ascertain
and provide programming to satisfy local
tastes, needs and desires. Action Jan. 23.

Routine roundup

ACTIONS BY REVIEW BOARD

s By memorandum opinion & order in
proceeding on applications of Mineola Bestg.
Co. and Center Bestg. Inc. for new am
stations in Mineola, and Pittsburg, respec-
tively, both Texas, directed Center to com-
ply with provisions of Sec. 1.316 (b) (2) of
rules concerning publication of intended
withdrawal of its application, so that other
persons may be afforded further opportun-

)m
teoance

WITII (/
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HERNANDO
COURTRIGHT

The discriminating traveler will find at the
newly cosmopolitan Beverly Wilshire Hotel

all the concepts of gracious hospitality for which |
Hernando Courtright is famous: impeccable,
personalized service, splendid surroundings, and
above all, cuisine par excellence. & Classic
clegance is the heart of the Beverly Wilshire—
amplified by subtle luxury and unparalleled
attention to your comfort and privacy. € Make
your next visit to Los Angeles verily a

return to clegance at the Beverly Wilshire

—in the heart of fashionable Beverly Hills,
where every conceivable convenience

is at hand or in strolling distance.

HERNANDO COURTRIGHT'S

Beverly Wilshire Hotel

BEVERLY WILLS, CALIFORNIA

ity to apply for facilities specified in Center
application. Applicants have joined in
agreement whereby Center's application
would be dismissed and Mineola would
reimburse Center not more than $2,000 as
partial reimbursernent of expenses incurred
in connection with latter's application. Aec-
tion Jan. 21.

= By memorandum opinion & order.
granted petition by Harry Newby for waiv-
er of Sec. 1.362 (b) (1) of rules and per-
mitted late publication of local notice of
hearing on his application for new am in
Cambridge, Minn. Action Jan. 21.

= By memorandum opinion & order, dis-
missed request by Examiner to enlarge is-
sues in proceeding on applications of Lara-
mie Community Tv Co. and Albany Elec-
tronics Inc, for new vhf tv translator sta-
tions in Laramie and Tie Siding, both
‘Wyoming. Procedure proposed by Examiner
does not fall within scheme established by
procedural rules, and Review Board has
not been delegated authority to deviate
therefrom. Board Chmn. Berkemeyer is-
sued concurring statement. Action Jan. 21.

= By memorandum opinion & order in
consolidated proceeding on applications of
North Atlanta Bestg. Co. and J. Lee Fried-
man for new am stations in North Atlanta,
Ga.. in Docs. 14835-6, denied petition by
?orth18 Atlanta to enlarge issues. Action
an. 18.

= By memorandum opinion & order in
proceeding on applications of Reliable Bestg.
Co. and Blue Ridge Mountain Bestg. Inc.
for new am stations in Calhoun and Elli-
jay, respectively, both Georgia, in Docs.
14673-4, granted in part late filed motion by
Reliable and enlarged issues to determine
whether Blue Ridge application was filed in
good faith or was filed solely or in part for
purpose of preventing or delaying granting
of Reliable application; made Gordon Coun-
ty Bestg. Co. (WGGA), Calhoun, Ga., party
to proceeding. Action Jan. 18.

= By memorandum opinion & order in
consolidated proceeding on applications of
Jupiter Assoc. Inc., Somerset County Bestg.
Co. and Radio Elizabeth Ine. for new am
stations in Matawan, Somerville, and Eliza-
beth, respectively, all New Jersey. in Does.
14755-7, (1) granted in part late filed peti-
tion by Interstate Bcstg. Inc. (WQXR),
New York, Y., to extent of granting it
leave to intervene as party to proceeding:
(2) granted petition by Radio Elizaheth for
late acceptance of its opposition to WQXR's
petition; (3) on own motion, enlarged is-
sues to determine whether Radio Eliza-
beth's proposal contravenes overlap pro-
visions of See. 3.37 of rules, and if so,
whether circumstances exist which would
warrant waiver; and (4) directed Radio
Elizabeth to take field intensity measure-
ments from its proposed site in pertinent
are towards WQXR, and from WQXR site
toward site proposed by Radio Elizabeth,
to establish presence or absence of such
overlap. Action Jan. 18.

= Scheduled oral argument for Feb. 19 in
proceeding on application of Wilkes Bestg.
Co. for new am in Mocksville, N. C. Ac-
tion Jan. 18.

s By memorandum opinion & order in
consolidated proceeding on am applications
of Charles County Bestg. Ine. and Dorlen
Bestrs. Ine. for new stations in La Plata
and Waldorf, respectively, both Maryland,
in Docs. 14748-8, denied Charles County's
appeal from Examiner's Oct. 4, 1962, ruling
which denied its petition for leave to
amend its application, subsequent to desig-
nation for hearing, to specify DA in lieu
of its original non-directional proposal. Ac-
tien Jan. 17,

s In proceeding on application of Higson-
Frank Radio Enterprises for new am in
Houston, Tex., in Doec. 14357, granted peti-
tion by Broadcast Bureau and extended to
Jan. 17 time to file its response to opposi-
tion to Broadcast Bureau's motion to en-
large issues, reopen recerd and remand
proceeding to Examiner. Action Jan. 17.

= By memorandum opinion & order in
consolidated proceeding on am application:
of Tipten County Bestrs. (WKBL), Cov-
ington, Shelby County Bestrs. Inc. (WHEY),
Millington, and Huntingdon Bestg. Co.,
Huntingdon, all Tennessee, in Doecs. 14818
et al., denied late filed petition by Broad-
cast Bureau to enlarge issues; and oh own
motion, enlarged hearing issues tc deter-
mine areas and populations which would
receive primary service from Huntingdon's
propesal, and availability of other primary
service to such areas and populations. Ac-
tion Jan. 16.

s Granted petition by KFNF Bestg. Corp.
{KFNF}), Shenandoah, Iowa, and extended
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PROFESSIONAL CARDS|

JANSKY & BAILEY
Offices and Laboratories
1339 Wisconsin Ave., N.W.
Washington 7, D.C. FEderal 3-4800
Msmber AFOOR

JAMES C. McNARY
Consulting Engineer
National Press 8ldg.

Wash. 4, D. C.

Telephone District 7-1205

Membsr AFCCE

—Established 1926—
PAUL GODLEY CO.
Upper Montclair, N. |.

Pilgrim 6-3000
Laboratories, Great Notch, N. |.
Membsr AFOCE

GEORGE C. DAVIS
CONSULTING ENGINEERS
RADIO & TELEVISION

527 Munsey Bldg.
STerling 3-0111
Washington 4, D. C.

Uember AFOCE

COMMERCIAL RADIO
EQUIPMENT CO.
Everett L. Dillard, Gen. Mgr.
Edward F. Lorentz, Chief Engr.
INTERNATIONAL BLDGC.
DI 7-1319
WASHINGTON 4, D. C.
Member AFCQF

A. D. Ring & Associotes
41 Years’ Experiance in Radio
Engineering
1710 H St., N.W. 298-6850

WASHINGTON 6, D. C,
Member AFCOE

GAUTNEY & JONES
CONSULTING RADIO ENGINEERS

930 Warner Bldg. National 8-7757
Washington 4, D. C.

Member AFCOE

Lohnes & Culver

District 7-8215

Washingten 4, D. C.
Member AFOCE

Munsey Building

RUSSELL P. MAY

711 14th St., N.W. Sheraton Bldg.
Washington 5, D. C.
REpublic 7-3984

Member AFOOR

L. H. Carr & Associates
Consulting
Radio & Television
Engineers
Washington 6, D. C. Fort Evans
1000 Conn. Ave. Leesburg, Va.
Member AFOCE

KEAR & KENNEDY

1302 18th St., N.W. Hudson 3-9000
WASHINGTCON 6, D. C,

Mamber AFOCE

A. EARL CULLUM, JR.
CONSULTING ENGINEERS
INWOOD POST OFFICE
DALLAS 9, TEXAS
MElrose 1-8360
Membsr AFOCR

GUY C. HUTCHESON
P.0. Box 32  CRestview 4-8721
1100 W. Abram
ARLINGTON, TEXAS

SILLIMAN, MOFFET
& KOWALSKI
1405 G St., N.W.

Republic 7-6646
Washington 5, D. C.

Member AFCOE

GEO. P. ADAIR ENG. CO.
CONSULTING ENGINEERS
Radio-Television
Communications-Electronics
901 20th St., N. W,
Washington, D. C.
Federal 3-1116
Member AFOOR

WALTER F. KEAN
CONSULTING RADIO ENGINEERS
Assaciate
Ceorge M. Sklom

19 E. Quincy S5t.  Hickory 7-2401
Riverside, [ll. (A Chicago suburb)

Member AFCCE

HAMMETT & EDISON
CONSULTING RADIO ENGINEERS
Box 68, International Airport
San Francisco 28, Californla
Diamond 2-520B
Member AFOOE

JOHN B. HEFFELFINGER
9208 Wyoming Pl. Hiland 4-7010
KANSAS CITY 14, MISSOURI

JULES COHEN
& ASSOCIATES
9th Floor, Securities Bldg.

729 15th St., N.W,, 393-4615
Washington 5, D. C.

Membey AFOCE

CARL E. SMITH
CONSULTING RADIO ENGINEERS

8200 Snowville Road
Cleveland 41, OChio

Phone: 216-526-4386
Mamber AFCCE

J. G, ROUNTREE
CONSULTING ENGINEER
P.0. Box 9044
Austin 56, Texas

Glendale 2-3073

VIR N. JAMES
CONSULTING RADIO ENGINEERS

Applications and Fleld Engineering
232 S. Jasmine St.
Phone: (Area Code 303) 333.5562

DENVER 22, COLORADO
Member AFOOE

JOHN H. MULLANEY
and ASSOCIATES
A Divislon of Multronics, Inc.
2000 P 5t., N.W.
Washingten 6, D. C.

Columbia 5-4666
Member APCOE

A. E. Towne Assocs., Inc.
TELEVISION and RADIO
ENGINEERING CONSULTANTS
420 Taylor St.

San Francisco 2, Calif.

PR 5-3100

PETE JOHNSON
Consulting am-fm-tv Engineers
Applications—Field Engineering

Suite 601 Kanawha Hotel Bldg.
Charleston, W.Va. Dickens 2-6281

MERL SAXON
CONSULTING RADIO ENGINEER

622 Hoskins Street
Lufkin, Texas
NEptune 4-4242 NEptune 4-9558

WILLIAM B. CARR
Consulting Engineer
AM—FM-—-TY
Microwave
P, O, Box 13287

Fort Worth 18, Texas
BUtler 1-1551

RAYMOND E. ROHRER
& Associates
Consulting Radio Engineers
436 Wyatt Bldg.
Washington 5, D. C.

Phone: 347-9061
Member AFCCE

E. HAROLD MUNN, JR.

BROADCAST ENGINEERING
CONSULTANT

Box 220
Coldwater, Michigan

Phone: BRoadway 8-4733

PAUL DEAN FORD
Broadcast Engineering Consultant
4341 South Bth Street
Terre Haute, [ndiana
Wabash 2643

BARKLEY & DEXTER LABS.,

Donald P. Wise James M. Moran
o C:msultir:g. Resneachh g X

Industry & Covernment
50 Frankfort St.  Diamond 3-3716
Fitchburg, Massachusetts

SPOT YOUR FIRM'S NAME HERE
To Be Seep by 100,000* Readers
—among them, the decision-mak-
ing station owners and manaﬁ-
ers, chief engineers and techni-
cians—applicants for am, fm, tv
and facsimile facilities.

*ARB Continuing Readership Study

Service
Directory

COMMERCIAL RADIO
MONITORING CO.
PRECISION FREQUENCY

MEASUREMENTS
AM-FM-TV
103 S. Market St.,
Lee's Summit, Mo,
Phone Kansas City, Laclede 4-3177

CAMBRIDGE CRYSTALS
PRECISION FREQUENCY
MEASURING SERVICE
SPECIALISTS FOR AM-FM-TV

445 Concerd Ave,,
Cambridge 38, Mass.

Phone TRowbridge 6-2810

contoct
BROADCASTING MAGAZINE
1735 DeSales St. N.W.
Washington 6, D. C.
for availabilities
Phone: ME 8-1022
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ON AIR
Lic. Cps.
AM 3,746 64
FM 1,050 31
v 514 65

VHF

Commercial 486
Non-Commercial 47

Licensed (all on air)

Cps on air (new stations)
Cps not on air (new stations)
Total authorized stations

Applications for new stations (in hearing)
Total applications for new stations

Total applications for major changes
Licenses deleted
Cps deleted

SUMMARY OF COMMERCIAL BROADCASTING
Compiled by BROADCASTING, Jan. 23

OPERATING TELEVISION STATIONS
Compiled by BROADCASTING, Jan. 23

COMMERCIAL STATION BOXSCORE
Compiled by BROADCASTING, Jan. 23

Applications for new stations (not in hearing)

Applications for major changes {not in hearing) 331 107
Applications for major changes (in hearing)

*Includes 3 staticns operating on unreserved channels.

(W YOTAL APPLICATIONS
Not on air for new stations

115 485

137 187

77 105

TOTAL
UKF w

93 579

21 68

AM FM ™
3,746 1,050 513
64 31 66
114 137 76
3924 1,218 662
288 173 50
195 13 53
483 186 103
4

55 3 8
386 110 52
5 2 ¢

o 0 1 1

to Jan. 28 time to file replies to exceptions
to initial decision in proceeding on its am
application. Actlon Jan. 16.

ACTIONS ON MOTIONS

By Chief Hearing Examiner James D.
Cunningham

s Scheduled prehearing conference and
hearing in following proceeding: Febk 19
and March 8: Brush Bestg. Co. for new
am in Wauchula, Fla. Action Jan. 18.

= Granted petition by Tedesco Inc. to
extent of continuing further hearing to
date to be specified by presiding Hearing
Examiner in proceeding on its application
and that of Edina Corp. for new am sta-
tions in Bloomington and Edina. both
Minnesota, respectively. Action Jan. 17,

By Hearing Examiner Basil P. Cooper

uw_Granted motion by Bootheel Bestg. Co.
and extended from Jan. 18 to Jan. 25 time
to file reply findings in proceeding on its

i SUBSGRIPTION APPLICATION

BROADCASTING The Businessweekly of Television and Radio
1735 DeSales Street, N.W., Washington 6, D. C.
Please start my subscription immediately for—

application for new am in Kennett, Mo.
Action Jan. 21.

s Granted petition by applicants and con-
tinued Jan. 21 prehearing conference to
March 25 in proceeding on applications of
Fran-Mack Bestg. Inc. and Radio Smiles
Inc. for new am stations in Fayetteville
and Spring Lake, both North Carolina, re-
spectively. Action Jan. 18.

s Granted request of The Niles Bestg.
Co. and extended from Jan. 15 to Jan. 21
date to file proposed findings in proceeding
on 1its application for new am in Niles,
Ohto, et al., in Docs. 14832-4. Action Jan. 17.

By Hearing Examiner Thomas H, Donahue

s Granted petition by Broadcast Bureau
and rescheduled hearigg for March 6, in
Camden, Ark., in proceeding on applications
of Smackover Radic Inc,. Smackover, and
Magnolia Bestg. Co. (KVMA), Magnolia,
respectively, both Arkansas. Action Jan. 21.

By Hearing Examiner Charles J. Frederick
w Granted petition by Broadcast Bureau

*Qccupation Required

: Send to home address—
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and extended from Jan. 21 to Feb. 1§ time
to file proposed findings of fact and con-
clusions in proceedln% on_applications of
Kent-Ravenna Bestg. Co., Joseph P. Ward-
law Jr. and Portage County Bcstg. Corp.
for new am stations in Kent, Canton and
Kent-Ravennsz, all Ohio, respectively. Ac-
tion Jan. 21.

s In consolidated am proceeding on ap-
plications of Greenwich Bestg. Corp..
Greenwich, Conn., et al,, (1) granted peti-
tion by Milford Bcssetg. éo., Milford, Conn.,
and ordered propo: findings and conclu-
sions and replies to be filed by Feb. 12 and
March 1, respectively, (2) accepted sworn
statement attached to petition as testimony
of Blair A. Walliser, d/b as Milford Bcstg.
Co., MiHord, Conn., and, as such, incor-
porated it Into record same as if it were
given orally in hearing, and (3) closed
record. Dismissed as moot Milford’s motion
to fix hearing dates and extend time for
glinglproposed findings and replies. Action
an. 14,

By Hearing Examiner Millard F. French

« Upon request by Broadcast Bureau and
with consent of party, extended from Jan.
21 to Feb. 4 time to file reply findings in
proceeding on application of Wright and
Maltz Inc. (WBRB), Mt. Clemens. Mich.
Action Jan. 18.

= Upon request by Grossco Inc. continued
Jan. 15 prehearing conference to Jan. 17 in
proceeding on {ts application and that of
Valley Bestg. Co. for new fm stations in
West Hartford and Ansonia, both Connecti«
cut. Action Jan. 15.

» On own motion, continued without date
further prehearing conference and hearing
scheduled for Feb. 4 in Cumberland, Md..
in proceeding on applications of Wellers-
burg Tv Inc. and People’'s Community Tv
Assn. Ine. for new vhf translator stations
in Wellersburg, Pa., and LaVale. Md. Ac-
tion Jan. 15.

By Hearing Examiner Walther W, Guenther

s In proceeding on apolication of Tri-
angle Publications Ine. (WNHC-TV), New
Haven, Conn., denjied requests of respond-
ents Connecticut Tv Inec. and Springfield
Tv Bestg. Corp. for issuance of subpoenas
duces tecum to presidents of Travelers

. Service Corp. (WTIC-TV), RKOQO
General Phonevision Co. (WHCT), both
Hartford, Connecticut, and Hampden-Hamp-
shire Corp. (WHYN-TV), Springfield. Mass..
concerning financial and businesgs affairs of
those licensees; (Action Jan. 14) and by
separate memorandum opinion & order for-
malized ruling made at Jan. 10 further
hearing and denied respondents’ joint mo-
tion for ruling (a) that applicant has faited
to sustain its burden of proof under issues
f2, 5. and 6), that its application must
therefore be denied and that no further
proceedings are necessary, and (b) that
until disposition of motion respondents
shall have no obligation to undertake prep-
aration or presentation of their rebu
case: and dismissed as moot apvolicant’s
rlr%otion to dismiss joint motion. Action Jan.

s Pursuant to agreement reached at Jan.
11 further prehearing conference in_ pro-
ceeding on am apnplication of Hudson Valley
Bestg, Corp. (WEOK), Poughkeepsie, N. Y.,
established certain procedural dates, super-
seding, to evtent applicable, dates set forth
in Hearing Examiner’s Dec. 10 order, and
continued Jan. 14 hearing to Jan. 23. Ac-
tion Jan. 11

By Hearing Examiner H. Gifford Irion

s By memorandum opinion & order in
consolidated proceeding on application of
L. B. Wilson Inc. for renewal of license of
WLBW-TV on ch. 10 in Miami, Fla.. and
applications of Civiec Tv Inc., South Florida
Tv Corp. and Miami Tv Corp. for new sta-
tions on that channel. received in evidence
exhibits by L. B. Wilson concerning past
programming performance of WLBW-TV.
Action Jan. 17.

By Hearing Examiner David I. Kraushaar

s In proceeding on a?pllcatlon of Paul
Dean Ford for new am in Casey. IlL, con-
tinued Feb. 6 hearing to Feb. 25, ordered
that applicant will circulate two copies of
his exhibits to other parties and one to
Hearing Examiner by Feb. 4, and incor-
porated bv reference herein transcript of
Jan. 18 prehearing conference and approved
understandings, agreements, and procedural

ound rules established at prehearing con-
erence. Action Jan. 18,

s After further prehearing conference on
Jan. 21 in proceeding on applications of
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Grifith Bestg, Corp. and Parkway Bestg.
Co. for new am stations in Lynchburg and
Buena Vista, both Virginia, respectively, in
Docs. 14799, 14800, scheduled certain pro-
cedural dates, rescheduled hearing for
April 8, and incorporated by reference
herein transcript of further prehearing con-
ference with same force and effect as if
set out verbatim. Action Jan. 21.

By Hearing Examiner Jay A. Kyle

s Granted motion by Progress Bcestg.
Corp. (WHOM), New York, N. Y., and
ordered that exchange of exhibits shall be
accomplished by June 28 in lieu of Jan. 28,
and continued Feb. 18 hearing to Sept. 18
in proceeding on its am application. Ac-
tion Jan. 17.

By Hearing Examiner Forest L. McClenning

s Formalized by order agreements reached
at Jan. 11 prehearing conference in pro-
ceeding on application of Rockdale Broad-
casters for new am in Rockdale, Tex,, and
scheduled certain procedural dates and con-
}1nueii1 Feb. 11 hearing to March 20. Action

an. 11.

By Hearing Examiner Chester F.
Naumowicz Jr.

s By memorandum opinion & order in
proceeding on applications of Edina Corp.
and Tedesco Inc. for new am stations in
Edina and Bloomington, respectively, both
Minnesota, in Docs, 14739-40, denied motion
by Tedesco to defer issues other than that
directed to availability of Edina Corp. ant.
site, pendi resolution of that issue, BY
separate order, upon request by Tedesco,
(1) scheduled Feb. 7 for resumption of
heariné at which time Edina shall produce
John C. Hunter and Kenneth Palmer for
ecross-examination, Feb. 8, 11, and 12, when
Tedesco shall produce Nicholas Tedesco,
Don Braman and Peter V. Gureckis, and on
latter date Edina shall produce Vir N.
James for cross-examination; and (2)
scheduled hearing conference for Jan. 25 fo
discuss issues added by Review Board's
Jan. 7 order. Action Jan. 2I.

s By memorandum opinion & order in
proceeding on application of William D.
Mangold, d/b as Pinellas Radio Co. for new
am in Pinellas Park, Fla., (1) denied ti-
tion by applicant for leave to amend his
application to change location of towers
by approximately 0.12 miles and make
certain changes in ground radials, and (2)
ordered that at resumption of hearing on
Feb. 4 all parties shall be prepared to dis-
cuss method and timing of adduction of
evidence as to issue added by Review
?oard's order released Dec. 19, 1962, Action
an. 21.

By Hearing Examiner Elizabeth C. Smith

s Granted joint motion by applicants and
extended from Jan. 18 to Feb. 8 time to file
reply findings in proceeding on applications
of Seven Locks Bestg. Co. and Tenth Dis-
trict Bestg. Co. for new am stations in
Potomac-Cabin John, Md., and McLean,
Va., respectively. Action Jan. 18.

BROADCAST ACTIONS
by Broadcast Bureau
Actions of Jan. 22

WMTW-TV Poland Spring, Me—Granted
license covering installation of auXx. trans.
at main trans. location.

KFOX Long Beach, Calif.—Granted mod.
of license to change name to KFOX Inc.

*KCVM (FM) Stockton, Calif.—Granted
mod. of license to change name to Univ. of
Pacific.

WDAE Tampa, Fla.—Granted cp to install
old main trans. as aux. trans. at main trans.
site.

CEREBRAL
PALSY

. RESEARCH

JOIN THE
53 MINUTE
MARCH
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KOOL-FM Phoenix, Ariz.—Granted cp to
increase ERP to 100 kw and install new
trans.

WAAB Worcester, Mass.—Granted cp to
change ant.-trans. site, make changes in
ground system and install new trans.

KGMB Honolulu, Hawaii—Granted cp to
move aux. trans. to new trans. site.

*KUNR (FM) Reno, Nev.—Granted mod,
of cp to change type ant.. remote control
permitted.

KVAS Astoria, OQre.—Granted mod. of
cp to install new trans. for daytime use
only, use old trans. as nighttime trans. and
move studio and trans. locations (all at
same site).

KOAP-FM Portland, Ore.—Granted exten-
sion of authority to operate Mon. through
Fri. only for period ending March 3l.

m Granted cps to install new trans. for
following stations: WJAG Norfolk, Nebr.;
KKLO San Diego, Calif., and change ant.-
trans. site and make changes in ground
system.

s Granted mod. of cps to change type
trans. for following stations: WOIC Colum-
bia, 8. C.; KGOS Torrington, Wyo.

» Following stations were granted exten-
sions of completition dates as shown: WIVI-
FM Christiansted, St. Croix, V, I, to June
26; WICU-FM Erie, Pa., to May 20; KADM
(FM) Golden Valley, Minn., to June I;
WDRN (FM) Darien, Conn., to July 15;
WLTA-FM Atlanta, Ga., to Aug. 8.

Actions of Jan. 21

KAGT Anacortes, Wash.—Granted exten-
sion of authority to remain silent for pe-
riod ending March 15.

KTUX Pueblo, Colo.—Granted extension
of authority to remain silent for period
ending March 31.

W06AB Jamestown, N. ¥.—Granted mod.
of cp to change type trans. for vhf tv
translator station.

KLUE-FM Longview, Tex.—Granted mod.
of cp to change type trans. and type ant.

Action of Dec. 20

KENE Toppenish, Wash.—Gratited exten-
sion of authority to operate sign-off 6 p.m.
Mon.-Sat. except for certain days each
month for a period ending March 31, 1963.
i’l‘hls action reported incorrectly in Dec. 31
ssue.

Actions of Jan. 18

Cowles Magazines & Bestg. Inc.,, Marshall-
town, Jowa—Granted cp for new vhf tv
transiator station, on ch. 4, to translate
?rograms of KRNT-TV (ch. 8) Des Moines,
owa.

Tahoe Translator Co., Bijou, Calif.—
Granted cps for new uhf tv translator sta-
tions, on_chs. 76 and 73, to translate pro-
grams of KCRA-TV (ch. 3) Sacramento
and KOVR (TV) (ch. 13) Stockton, both
California.

KICU-TV Visalia, Calif.—Granted license
for tv station and specify ERP as 162 kw
vis. and 87.1 kw aur.

OAl San Antonio, Tex.—Granted mod.
of license for remote control operation
(aux, trans.).

*WPHS (FM) Warren, Mich.—Granted
mod. of e¢p to change main studio and
trans. location.

KJBS Pine Bluff, Ark.—Granted extension
of completion date to April 5,

Actions of Jan. 16

KELK Elko, Nev.—Granted license cover-
ing installation of old main trans. as aux.
trans.

WOWW Naugatuck, Conn.—Granted mod.
of license to operate trans. by remote con-
trol; conditions.

KIOO (FM)

Oklahoma City, Okla.—

Granted mod. of license to change studio*

location and remote control point to Shera-
ton-Oklahoma Hotel.

WTAG Worcester, Mass.—Granted mod. of
license to operate main trans. by remote
control from 20 Franklin St.; conditions.

KCMC Texarkana, Tex.—Granted mod. of
license to operate trans. by remote control
from KTAL-TV trans. site; conditions.

KMOP Tucson, Ariz.—Granted mod. of li-
cense to move studio and remote control
point to 1117 W. Grant Rd.

K04AI, KO6AE, KO7AP Prescott, Ariz.—
Granted cps to change type trans. of vhe tv
translator stations.

KUNO Corpus Christi, Tex.—Granted cp
to change studio and ant.-trans. location to
4718 Leopard St. (aux.); condition.

KNOB (FM) Long Beach, Calif.—Granted

cp to modify trans.

WKRC-FM_ Cincinnati, Ohio—Granted cp
to increase ERP to 10 kw and change type
ant.; ant. height 880 ft.

WTAY-FM Robinson, Ill.—Granted mod.
of cp to change type trans. and type ant.

WKVT Brattleboro, Vt.—Granted mod. of
¢p to change type trans.

KBBW (FM) San Diego, Calif.—Granted
mod. of ¢p to change main studio and re-
mote control point locations to 963 State St.

WINQ Tampa, Fla.—Granted mod. of cp
to make changes in DA pattern (DA-I}),
and redescribe ground system.

KWNS Pratt, Kans.—Granted mod. of cp
to make changes in daytime DA pattern.

KLUC-FM Las Vegas, Nev.—Granted mod.
of e¢p to increase ERP to 5.8 kw; and change
type trans. and type ant.

s Granted following stations SCA on sub-
carrier frequency of 67 ke: KLRO (FM)
g*ll:i‘ Diego, Calif.,, and WMRN-FM Marion,

0.

Fine

s BY memorandum opinion & order, com-
mission ordered Star Bestg. Inc. to forfeit
$2,000 to government for williful and re-
peated improper identification of KISN Van-
couver, Wash., to mislead listening public
into believing that KISN is licensed solely
to Portland. Action Jan. 23.

Rulemakings

PETITIONS FOR RULEMAKING FILED

John M. Sink, Santa Barbara, cCalif.—
Requests amendment of rules so as to re-
serve ch. 20 in Santa Barbara for non-
gomml%rci.al educational tv use. Received
an. 10.

Midwest Program on Airborne Tv Instruce-
tion Inc.—Requests institution of rulemak-
ing proceedings looking toward (1) regular-
ization of use of uhf tv c els for air-
borne educational tv use in six-state Mid-
west area of IIl., Ind., Ky., Mich., Ohio and
Wis.; (2) adoption of appropriate e eer-
ing rules and criteria governming such air-
borne educational tv use, and (3) allocation
of six specific uhf tv channels for airborne
educational tv use in said Midwest area.
Received Jan. 15.

for your tower Hﬂ“" \/

requirements

0.6901' SYSTEMS

A complete tower
erection service
that has these

special advantages:

 DEPENDABILITY
v RELIABILITY

v/ COMPLETE
ENGINEERING

 COAST TO COAST
SERVICE

Be sure to.obtain price quota-
.| tions and engineering assist-
ance for your complete tower
needs from America’s foremost
fower erection service,

i ——— e . .

" ROHN SYSTEMS, INC.

710 W, Plank Basd

Paii, lkrea-

101



CLASSIFIED ADVERTISEMENTS

(Payable in advance. Checks and money orders only.) (FINAL DEADLINE—Monday preceding publication date.)

o SITUATIONS WANTED. 20¢ per word=—$2.00 minimum e HELP WANTED 25¢ per word=—$2.00 minimum.
® DISPLAY ads $20.00 per inch~—STATIONS FOR SALE and WANTED TO BUY STATIONS advertising require display

space.

e All other classifications, including Employment Agencies, etc., 30¢ per word—§4.00 minimum.
e No charge for blind box number. Send replies to Broadcasting, 1735 DeSales St., N.W., Washington 6, D. C.

.00 charge for mailing (Forward remittance scparately, please). All transcriptions, photos,
BROADCASTING expressly repudiates any lizbility or responsibility for their custody or return.

APPLICANTS: 1f transcriptions or bulk package submitied, §l
ctc., sent to box numbers are sent at owner’s risk.

|

RADIO

Help Wanted—(Cont’d)

Help Wanted—(Cont’d)

Help Wanted—Management

Detroit . . . sales management, with proven
record of sales, who loves the challenge of
seiling. Excellent opportunity with top in-
aependent. Complete resume please. Box
584R, BROADCASTING.

General manager needed for Texas medium
market station. Good profit with excellent
potential. Right man can buy in, Box 196A,
BROADCASTING.

Manager unusual opportunity to manage
station in one of ten leading markets. Must
have previous experience as manager or
sales manager of negro programmed sta-
tion. Box 221A, BROADCASTING.

Sales

Radio time salesman, experienced, knowl-
edgeable, to handle key accounts for excel-
lent operation. Need right-hand man po-
tential for multiple station-cwner. Good
salary, lplus commission for self-starter pro-
ducer. If you are a young man going places,
this is your opportunity. Box 192A, BROAD-
CASTING.

Ohio Lake Erie; experienced sales manager
or salesman capable of handling sales and
sales depariment. Established station. Box
313A, BROADCASTING.

Experienced announcer-salesman, 2 years

imum requirement, excellent news, C
& W pop no r & r. Past record thoroughly
scrutinized, References and credit must be
A-l, we'll check! Excellent og{:ortumty for
right man. Photo, salary requirements, re-
sume first letter. Middle Atlantic kw day-
timer. Box 202A, BROADCASTING.

Salesman wanted for Cedar Falls-Waterloo,
Iowa station. Salary, commission. Send de-
tails, present billings to Box 258A, BROAD-
CASTING.

Somewhere there are two good salesmen
that would like to work on a 50 percent
profit commission, after station expenses.
Station expenses are $4,000 per month. With
$10,000 sales the profit is $6,000—50-50 gives
$3,000 or $1,500 per month per salesmen.
Proven, you can buy the station in five
years. Box 298A, BROADCASTING.

Sales

Announcers

Southern Group 5 top-rated metro sta-
tions—has immediate opening 2 experienced
executive salesmen. 35-46—married—out-
standing record—self starters—hard-sell men
of action. High antee—commission—
moving expenses—iringe benefits—training
Program—excellent opportunity for man-
agement. Be courageous—start '63 with a
progressive organization of fine young men.
Send resume—references—photograph—Mec-
Lendon Broadcasting Company, Executive
Offices 960-980 Milner Building, Jackson,
Mississippi.

FM ... Sales manager, with proven abili-
ties. Good base and inviting commission
scale. Prefer presently in FM sales. Medium
market, full time stereo and background
music. Must be mature creative, and like
a challenge. Need immediately! Send re-
sume, sales records, and photo air mail.
WVNO-FM, 2988 Park Ave., West, Mans-
field, Ohio.

New York—experienced salesman with crea-
tive aptitude. Immediate position. All replys
confidential. Above average compensation.
Station Manager, WVOX, New Rochelle.

Announcers

Announcer, with 1st ticket, male or female,
for New Hampshire smooth-sound day-
umGer. $100 weekly. Box 326R, BROADCAST-
IN

Announcer-newsman. New Jersey. Must
have local news experience. Box 544,
BROADCASTING.

Ohio daytimer going directional needs an-
nouncer with first class ticket, Capable
engineering and experienced air work
necessary. Box 100A, BROADCASTING.

Anneuncer with experience and drive
needed by Texas medium market. Must
hanGdle production. Box 187A, BROADCAST-
IN

$650.00 per month for top fiight commercial
announcer. Must have 1st phone. Good
music and local news format. Established
mid-west station. Send tape, photo and
resume. Box 228A, BROADCASTING.

California, KCHJ, 5000 watts, Experienced
salesman, $520 guarantee, 25% commission.
Delano, California.

Newport county’s only radio station, WADK,
has prime availability for aggressive, ex-
perienced radioc time salesman. Expense
allowance, draw, fifteen per cent commis-
sion. WADK is a rapidly growing station.
Reply to Charles Bud Bentz, Station
Manager, WADK, Newport, Rhode Island,
Phone 846-1540.

Top notch salesman wanted for 1,000 watt
daytime radio station in Greenville, N. C,,
WKTB. Salary open. Only top notch man

-need apply. No collect phone calls. Desire

personal interview with applicant.

Announcers wanted. Negro newsman for
major market. Emphasis on_ local news.
Send tape and resume to Box 257A, BROAD-~
CASTING.

Enthusiastic morning man, announcer/en-
gineer, no maintenance. Mid Atlantic sta-
tion. Box 279A, BROADCASTING.

' Personality d), modified format, Virginia.

Experienced only. Send tape, photo, and
resume first letter. All tapes returned. Box
320A, BROADCASTING.

Experienced news director to gather, write
and air local news. Illinois. ,200. Tape,
resume, and photo. Box 322A, BROAD-
CASTING.

Madison, Wis.,, offers outstanding opport-
unity. We pay biggest guarantee, biggest
comunissions, have number one ratings. Im-
mediate opening for seasoned salesman.
Phil Fisher, WISM.

Wanted: An experienced salesman-an-
nouncer, We offer a good position for a
good man. Contact Pinkney Cole, WTRO,
Dyersburg, Tennessee.

Attention small to medium markets in Ar-
kansas, Oklahoma and Texas: KALO in
Little Rock, the capital of Arkansas, is look-
ing for a good, solid, all-arcound DJ an-
nouncer news man. If you want to move
up to the highly competitive opportunity,
then send a tape and letter telling us why
you think you can fill the bill, All inquiries
will be kept confidential and no one will
be contacted without your permission.

Wanted: A young, first ticket, country and
western personality. Prefer family man.
We are a 10,000 watt, full-time, reliable
country and western operation and want a
man who knows country music. Send tape
and resume to Mike Oatman, P. O. Bux
4258, E1 Paso, Texas,

Wanted; creative top 40 man who can sell.
Honolulu's newest, most aggressive station
will pay top salary to right man. Write:
John Weiser, KUMU, Honolulu.

Los Angeles and southern California am-tv
markets, Send $5.00 for an honest, direct
apgramal of cost of living, salaries, climate,
job opportunities. Personal contact. Red
Mcllvaine Productions, Box 987, Hollywood,
California.

Arizona daytimer needs combo man, news,
good music, enthusiastic, first class ticket,
no maintenance. KPIN Radio, Casa Grande,
Arizona.

Announcer with first class ticket. WAMD,
Aberdeen, Maryland.

Wanted: staff announcer for tast-paced
good music, CBS affiliate. Send tape, pic-
ture and resume to WANE, Radio, rt
Wayne, indiana. No phone calls pleasel

Top rated modern format radio station in
Peoria, Illnols, is constantly on the alert
for bright-sounding personalities and ag-
gressive newsmen. Please send tape and
resume to Program Director of WIRL.

DJ, 1st phone, St. Louis area. §115 week to
start. Contact Chuck Norman, WGNU Radio,
Granite City, Illinois,

Immediate opening experienced newsman
to gather, write and deliver news for small
market daytimer. WVSC, Somerset, Penn-
sylvania.

Immediate opening for experienced adult
announcer. Require board ability and good
music knowledge; no news. Exceptional op-
portunities, fringe benefits, etc., for properly
qualified person. Address recent air check,
snapshot and resume to Manager, WOC-AM-
FM-TV, Daveport, Iowa.

No. 1 station in Georgla second market
looking for negro dj's. Must read extremely
well, and be able to do news. If you are
the right man, you can begin work im-
mediately. References carefully checked.
Send resume and tapes air mail special to
Manager, WOKS Radio, Columbus, Georgia.

Technical

Daytimer, 5 kw in upper great plains, will
pay top salary to chief engineer-announcer
who is capable of top performance in gtudio
and transmitter maintenance and some
board shift. Permanent, high caliber only.
Send photo, tape, resume and references.
Box 122A, BROADCASTING.

Chief engineer-announcer, 5 kw. daytimer
in deep south. Good position, permanent.
Send tape and tell all. Our staff advised.
Replies confidential. Box 283A, BROAD-
CASTING.
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Help Wanted—(Cont’d)

Help Wanted—(Cont'd)

Situations Wanted—(Cont’d)

Technical

Production—Programming, Others

Management

Chief engineer wanted by leading station
in booming central California coast market.
Must have Ist class, and be able assume
responsibilities of chief engineer. Board

t required. Sales available with good
list of established accounts currently on
the air, if man can handle sales, too. Con-
tact Les Leslle, KXNEZ, Box 960, Lompoc,
California,

New York—young 1st class engineer to work
under supervision in all areas of broadcast.
Immediate position. Station Manager,
WVOX, New Rochelle,

Negro Engineer capable of transmitter and
remote maintenance. Must have first class
ticket. Must be able to carry a few hours
daily on the air of R & B. Air special tape
and resume to WOKS Radio. P. O. Box
1998, Columbus, Georgia.

Production—Programming, Others

Opening for experienced news director.
Send tape, resume, photo and salary re-
quirements. WSMI, Litchfield, Illinois.

Immediate opening experienced newsman
to gather, write and deliver news for small
market daytimer. WVSC, Somerset, Penn-
sylvania.

lmmediate opening for continuity director-
production man. Station is automated--you
spend your time on creative work. Send
copy, tape, and resume to: eral Man-
ager, KWHK, Hutchinson, Kansas.

Combination Girl Friday—copy girl . . .
and traffic. To $300.00 per month if ability
warrants. Radio Statlon KRSN-KRSN-FM,
Los Alamos, New M

exico.

Newsman—have immediate opening for
qualified experienced newsman, must be
able to gather, write and afr news in factual
authoritative manner for 5,000 watt mid-
west independent which has earned reputa-
tion as prestige news station. Resume,
photo, tape and references first letter to
WMIX, Mt. Vernon, lllinois.

News Director for radio-television opera-
ton in midwest. Must be able to write and
deliver news plus ability to head full news
stafl. Excellent opportunities with multiple
own operation. Send resume, picture,
and tape to Box 101A, BROADCASTING.

Accountant. Radio chain seeks accountant
experienced in radio-television accounting.
Must be 33-45, married, 2 years college or
equivalent. Practical, able to direct daily
operation with 3 employees. Excellent
salary, working conditions, fringe benefits.
Write Box 172A., BROADCASTING.

Somewhere there i{s a competent radio
newsman who is looking for us as avidly as
we are lookinﬁ1 for him. This man is good.
He looks at the clock only to check how
much time he has before the next local
newscast. He can capably supervise the
complete news operation, including the ac-
tivitles of a number two man who ticks
the same way he does. They both like
working for a rmanagement which is local-
news-minded and which doesn't hesitate to
supply them with what it takes: mobile
units, good self-powered portable tape
recorders, sufficlent money feed two
dozen stringers, and, last but not least,
adequate s es. This man is a real pro
with pride in his work, and he iz smart
enoxgn to work hard and grow with &
Erowing management which presently owns
two east-coast stations and hopes to own
more. If you are this man, write to us im-
mediately! Box 154A, BROADCASTING.

North Georgia daytimer seeking top quality
newsman announcer. Must have college
background and previous experience. Good
pay and excellent working conditions. Send
resume, tape, photo, and salary require-
?;&l;\ts first letter. Box 264A, BROADCAST-

News Director for radlo-television opera-
tion in midwest. Must be able to write and
deliver news plus ability to head full news
staff. Excellent opportunities with multiple
ownership operation. Send resume, picture,
and tape to Box 101A, BROADCASTING.

Little Rock’s newest radio station—KALO—
is looking for a top notch production pro-
gram director who understands formula
radio along with good up-tempo, fast-pace
music. If you you are the man to
fill the bill, then contact the manager im-
mediately, Unless you are the solid citizen,
honest, dependable type, don't waste my
time and yours. No screamers, please,

Wanted Gal Friday. Perhaps you are work-
ing in a small station now in the South-
western area and are ready to make a
move to Metropolitan market, If you are
capable to doing traffic logs, reception, and
continuity, then we have an opening at

0O in Little Rock for you. We offer you
a minimum of forty-five hours a week,
%1.50 an hour to start, and other fringe
enefits on the way. Your application will
be kept in confidence and no one will be
contacted without your permission. Job is
available now.

BROADCASTING, January 28, 1963

RADIO
Situations Wanted—Management

Young aggressive Pennsylvania manager-
Sales manager interested 1n making change.
Thorough knowledge of broadcasung. Top
sales and employment record. Employed.
Prefer Eastern U. S. Box 231A, BROAD-
CASTING.

Seventeen years programming and produc-
tion experience seeks permanent position
as general manager. Yrefer station seeking
quality and profits. Box 271A, BROAD-
CASTING.

Announcers

Autention San Francisco & L.A.! Talented
dj-personality-plius, in another_major mar-
ket, wants to come home. Dynamic awr
salesman & natural wit. Versaule pro.
(Storz-Sweet) Will consider all. Box 1Z1A,
BROADCASTING.

Radio tv announcer seeks position in east.
Married. One child. Box 150A, BROAD-
CASTING.

Young dee-jay currently morning man at
good music station in major Michigan mar-
ket wants to change stations and formats,
top forty only-—will travel. Box 1894,
BROADCASTING.

Want station to manage, buy into, strong
sales, experienced, employed. Box 1164,
BROADCASTING.

Owners-managers attention: Mature experi-
enced radic man offers loyalty, integrity,
hardwork in return for position with re-
sponsibility and future. Back ground in-
cludes announcing, sports, program direct-
ing, sales management and station manage.
ment. Enjoys civic and church work. Ex-
cellent reputation In present position. De-
sires western or Rocky Mountain area. Box
319A, BROADCASTING.

General manager, promotion expert, ex-
tended experience, sales increased, salary
percentage. Box 323A, BROADCASTING.

Announcer, dj with seven years experience
currently program director Il mediuin Mar-
ket desires to work in major market. Mar-
rieg. college grad. Box 195A, BROADCAST-
ING.

Top 40 PD/combo man. Graduate of top
broadcasting school with 112 years experi-
ence. Excellent references. No maintenance.
Box 229A, BROADCASTING.

Are you plagued with teenage dragons?
Live in the northeast kingdom of rock?
This saint dj-pd, will hop his first phone
ticket, wield his lightning fast board and
prove what #1 dragon market training can
do. Box 261A, BROADCASTING.
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Situations Wanted—(Cont’d)

Announcers

Situations Wanted—(Cont’d)

Situations Wanted—(Cont’d)

Announcers

Technical

Experienced personality, now employed in
one of the top 4 markets, I enjoy one of
the nations’ highest ratings but need secur-
ity. Would consider pd-air spot out of the
top 4. Box 256A, BROADCASTING.

First class license with corporate manage-
ment, and sales experience in radio broad-
casting. Successful in all. Five figures
guaranteed salary required. 15 years expeéri-
ence. Box 263A, BROADCASTING.

Experienced first phone announcer, good
mul;ic, smooth board. Box 266A, BROAD-

CASTING.

0 40, Tight production, swinging.
gl{ee:fouli. Tnougt%tful, reliable, experienced.
Box 268A, BROADCASTING,

dj. Popular adult programming.
533ﬁ2wﬁfmcks. Reliable. Now em-
ployed. Box 26%A, BROADCASTING.

College student majoring in radio desires
sumnfer work. Complete Information, Box

274A. BROADCASTING.

ty annouucer, 9 Years experience
E;dkix% larger market. Box 275A, BROAD-
CASTI%IG.

xperienced “all around” radio man, under
dEogtor's care, must change climates, wishes
to relocate in southern California or Floii-
da. Prefers medium to large market. Young,
family man, hard working, good announcer,
experienced in all phases of radio program-
ming production, and promotion, also strong
time salesman. Been at present job four
years. Tape and resume on request. Box
278A, BROADCASTING.

jenced Negro d.j. e
gﬁ’;"by play harrator, production man.
Seeking growing market. Interested in pro-
gram 51rect1ng. Box 280A. BROADCAST-

ING.
Versatile d.j., excellent news-commercials.

Experienced announcer, college grad, cur-
renpt‘l"y employed. Box 4824, BROADCAST-

announcer, news,

emme-Aggressive angel with versatile
{rack recoi;‘j and devil’s determination seek-
ing her cloud in broadcasting field. Am I
your Advocate? Box 285A, BROADCASTING,

Personality dj, young, experienced, desires
m‘;jor market. Prefer top forty. Bright
sound, fast board, mature news dehveré.
Some college. Box 290A, BROADCASTING.

1st phone personality. Top ratings in top
58 n?arkets_ Experienced professional. $140
minimum. Box 296A, BROADCASTING.

Interested, ambitious d-j, announcer. Un-
less the job requires hard work, I'm not
your man. 22, married. Service and com-
mercial experience. Know music. Box 2974,
BROADCASTING.

Top rated deejay, four
major market, excellent references.
299A, BROADCASTING.

Country dj with 10 years staff experience
wants Straight country job nothing else
considered. Available on 2 weeks notice.
Box 300A, BROADCASTING.

Wanted: Live format. California preferred.
First phone, experience, good talker. Box
301A. BROADCASTING.

Attention: Top 15 markets. Accepted as
morning radio personality, 2 million pop.
market, 50 kw, network station. warm,
intimate approach. I talk to people. Exten-
sive tv work, 30 family, grad. degree. 4
successful years present company, no iop
40 stations. Replies confidential, Box 304A,
BROADCASTING.

years experience
Box

Staff announcer wishes to locate upper mid-
west. Experienced. Smooth baritone voice.
Emphasis on commercials and news. Mar-
ried. Box 308A, BROADCASTING.

Enjoy studio work, fast board, editing.
Maintenance, special audio. Experienced. No
announcing, please. First phone. Box 2584,
BROADCASTING.

$85 takes me anywhere. I'm good. YU 2-
9640. San Francisco or Box 310A, BROAD-
CASTING.

Why is a bluebird blue? So you can _tell
him from an elephant! Humorous or Is it
sickening early morning Ppersonality DJ
hears voices, rides gain on them and_these
extra voice then go out to "“Radio Land™
and some listeners get sick, others say the
show 1s sick or the DJ is SICK. Many agree
that the program is unusual—"it’s unusual
that it should be on the air.” As this
original or is it "aboriginal” showman once
said *Remember friends if you must be
blue, be a bright blue.” He is interested In
a chaln or modern operation which stresses
ersonality. He has format experience. He
15 a “kook.” He is crazy. Top 100 markets
please. Oh yes, he has a first phone, but
who cares about "them grapes?’ Air check
available. Box 321A, BROADCASTING.

Working top 40 announcer. Wants midwest
south or west. Air check available. If your
station wants shows that move and pro-
duce write Box 324A, BROADCASTING.

Sparkling First Phone morning man. Pres-
ently chief engineer, chief announcer. Ten
years experience all phases. Please state
minimum starting salary. Box 326A, BROAD-
CASTING.

News, dj announcer. Experienced, hard
worker, will travel to any area. Have tape
and resume. Box 31TA, BROADCASTING.

Announcer seeking employment can operate
own board. Can be reached Box 3324,
BROADCASTING.,

Announcer with first phone desires start.
Can handle news commercials, d.j. work.
Married. Box 333A, BROADCASTING.

Announcer, first class license, mature.
Strong technical background. Broadcasting
school graduate. Prefer Colorado or Florida.
Tape, photo. upon request. Box 334A,
BROADCASTING.

Staff announcer. Whether it's news, d.j. or
both I'm available. 1l2 years experience,

tight board, believable personality. Tape
and resume upon request. Box 335A,
BROADCASTING.

Negro announcer, first class, training, no
experience. Need first job, willing worker.
Box 336A, BROADCASTING.

Negro announcer. New sound, new ideas
that will sell. Versatile, mature, broadcast-
ing school and college graduate. Will travel.
Frank Mebane, Box 5444, Chicago 80, Illinois.

Veteran-country & western d.j. Twelve
years in radio and television. Formerly
with WCKY in Cincinnati, Ohjo. Depend-
able, experienced ‘gersonality. Married, two
children, age 32, Will relccate to good op-
eration. Write Jimmie Willlams, Okeana,
Ohio, Phone 736-3780 Hamilton, Ohio.

Three years programming experience. Par-
ticularly interested smaller market music—
sports-minded station, Married: car: read
now. Any area. Jim Ore, P. O. Box 513,
Norfolk, Virginia.

Experienced deep pleasant voice with posi-
tive mature delivery. Married, 28, veteran
and can work any time slot. Music, news,
sports. Call Chicago 581-1368.

Available immediately. Experienced an-
nouncer. Married. . Can do play
by play. Ted Wilk. KUTA Radio Station,
%toal;:nceuo. Utah. Phone 678-4321, Blanding,

Experienced chief engineer and/or disc
jockey, first class license. No tapes_sent.
Recommendations. Available now. Phone
Wilmington, Delaware, OLympia 6-6611,
Room 415, mornings 9-12.

Chief combo, experienced fm, directionals,
remote pick-ups. Call 739-7066, Hagerstown
Maryland, 6 to 7 p.an. Available.

Now employed chief desires permanent posi-
tion. Experienced mn directional and higner
power. Will relocate., No announcing ex-
perience. Box 262, BROADCASTING.

Chiet engineer; experience covers power to
50 kw—directional antenna systems—station
construction—station operation. Now
Washington-Baltimore area—wlill reiocate.
Box 331A, BROADCASTING.

Production—Programming, Others

Program director seeks immediate reloca-
tion. Higbly skilled al . 13 years
radio television. Currently doing both.
College. Family. Blue chip references. Air-
trick inc¢luded. Let's talk. Box 112A, BROAD-
CASTING.

Male writer. Eleven years station, agency
experience. Top professional. East. Box
2i4A, BROADCASTING.

Continuity Dept. giving you headaches? For
fast, fast reliet write. Box 215A, BROAD-
CASTING.

Newsman-Authoritative, effective,
delivery and writing. No split 1 -
ket 15 million up, $800 mo. min. Box 82A,
BROADCASTING.

Five years radio, seeki;l]f sports and related
work. Will consider offers. Box 2T3A,
BROADCASTING.

I do nice work! Production director dj,
consclentious, creative, ambitious, anxious
to move into stable market. Three years
with present stauon. College graduate. Box
281A, BROADCASTING.

Newscaster currently employed in top forty
market, seeks shift to prestige operation
with accent on journalism dualifications,
not sound. Box 292A, BROADCASTING.

Program director available soon for top 40
station. Have: Brignt lively sound, experi-
ence, believable personality and desire to
make your station #1 in it'’s market. Box
294A, BROADCAS G.

Arizona, New Mexico-southern Califorma.
Ten years experience all phases of adult
radio and tv. Prefer challenging position
with progressive station. Can provide best
area references. Available immediately. Box
307A, BROADCASTING.

1 offer 11 years announcing experience in
all phases. Can you offer permanency, op-
portunity, good salary? Box 325A, BROAD-
CASTING.

literate
mar

Programming and promotion capabilities,
acquired thru 13 years association with top
ranking stations, enables me to develop
and promote a station seeking to be a long
range influential force, without sacrificing
profit. Presently employed at Cleveland
outlet of nation's top group operation. Em-
loyer will serve as reference. Michael
uppe, Jr., phone 781-4500 (area code 216).

Pr:f:ntly employedEradioi salej aémt;tlzlncer TELEVISION
desires relocation. Experienced. 3Sm or
medium market. References. Box 3054, Technical Help Wanted—Sales
BROADCASTING.

Number *1” station in one of the top 20
Announcer, first phone; experience; no Have 1st phone, Grantham graduate, shy ‘markets expanding it's sales force. Wanted

maintenance. Phone area code 314-521-1478
%ndays or write Box 306A, BROADCAST-

on_experience. Eleven yeéars radio-TV re-
ceiver service experience. Box 216A,
BROADCASTING.

—aggressive young salesman. Guaranteed
draw plus commission. Send resume to Box
234A, BROADCASTING.
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Help Wanted—(Cont’d)

Situations Wanted—(Cont’d)

Situations Wanted—(Cont’d)

Announcers

Announcers

Production—Programming, Others

Station in South Carolina has opening for
staff announcer. Prefer young man with tv
background, but will accept radio man look-
ing for tv. State experience and qualifica-
tions in first letter. If you are what we
want we will talk personally. All replies
confidential. Box 289A, BROADCASTING.

Technical

Engineer with first class license. Qualit
tv-am operation. Experience not required.
West central Wisconsin. Box 173A, BROAD-
CASTING.

Chief engineer job open. Are you qualified
to maintain transmitter and studio video
and audio equipment? Prefer engineer with
sufficient experience and ready to step up
to chief engineer job. Apply by letter to
M. N. Bostick, KWTX Broadcasting Com-
pany, P. O. Box 7128, Waco, Texas.

Production—Programming, Others

Male or female with tv experience to man-
age traffic department in south Florida
NBC-TV affiliate. Send resume to Box 55A.
BROADCASTING.

Program director for medium sized south-
western market television statlon, Major
network affiliate, top rated. Competitive
situation demands aggressive, imaginative
professional looking for more than just
a job. Up to $10,000 starting salary for right
attitude and experience. Resume to Box
94A. BROADCASTING.

“aAt least four years in the chair,” required
for versatile, creative, willing-to-work ma-
ture college graduate. Thoroughly experi-
enced in all phases of production, to fill
director position in major eastern market.
Send complete resume. Box 241A. BROAD-
CASTING.

ETV producer-creative experienced educa-
tional tv producer by one of the largest
vhf etv stations in large metropolitan area.
Opportunity to create and develope wide
variety of own and assigned educational
network and local programs. Directing not
necessary. p to $10,000. Send details. To
Box 255A, BROADCASTING.

Director for large and aggressive station in
major market. Midwestern location. Must
be imaginative, creative, responsible; know
how to get the most out of people and
equipment. Excellent pay and workink con-
ditions. Box 302A, BROADCASTING.

Our news department competes with news-
papers, radio, tv stations in our market.
Need another reporter capable of thinking.
digging, writing and occasional airing o
his exclusive storles on radio and tv. Ex-
perience with 16mm silent and sound equip-
ment, but can train right man otherwise
qualified. Car furnished. In letter give ex-
perience references, picture and salary re-
quired. Frank Sullivan. KGBT-AM-TV, P.O.
Box 711. Harlingen. Texas. ot

Copywriter with directing, producing po-
tential. Excellent opportunity for advance-
ment. Send complete resume to WCIA-TV,
Champaign, Nlnois,

TELEVISION

Situati:ons ‘Wanted—Management

Past five years general manager of tele-
vision and radio station in small market.
Previous fen years all phases of broadcast
sales management, including national. re-
gional network and local. Present station
selling. Married. 38. college graduate, want
manager or sales management job in larger
market. Box 201A. BROADCASTING.

Sales

TV radid sdles, promotion. Availlable im-
mediately. .Rates-market information de-
sired. qu 109A. BROADCASTING.

Community respected, three years top tv-
children's emcee. Personal appearance and
promotion consclous. Video tape on request.
Box 245A, BROADCASTING.

Celebrity endorsed, rising television per-
sonality now doing interview variety strip
desires larger market, Program _photos,
kinescope available. Box 246A, BROAD-
CASTING.

Mature, personable tv staffer, university
graduate. 39, now major southeast market.
Must relocate Iimmediately. Box 505R,
BROADCASTING.

11 years all phases, radio, tv, commercial
announcer, newscaster, sportscaster, me, dj.
Dependable, energetic family man. Top rat-
l;:ﬁ-s_', references. Box 331A, BROADCAST-
1 b

WANTED TO BUY

We need fully uipped tv mobile unit on
long term rental basls or possible purchase.
Box 286A, BROADCASTING.

Technical

TV cameraman, experienced all phases of
tv studio operation. Graduate of RCA, In-
%}t&xte, New York. Box 270A, BROADCAST-

Engineering tv supervisor desires advance-
ment. Experience with design, installation,
operations, and maintenance. 1st phone,
certified instructor for 10 years in radio, tv.
and communications school. Box 277A,
BROADCASTING.

Field engineer—closed circuit television.
Experienced in television broadcasting
maintenance including Ampex videotape.
Box 311A, BROADCASTING.

Production—Programming, Others

News director who can put you on top
without panic and worry. Helped to do the
fmpossible in the 12th market. Ready for
full command in smaller market. Top re-
ferences. Box 291A, BROADCASTING.

Children’s comedian interested in develop-
ing top children’s show in malor tv mar-
ket. Highest professional and character
references, pic_and brochure available. Box
250A, BROADCASTING.

Program operations director for medium
size tv station. Now with major network
rated radio tv affiliate. Ability to supervise,
direct staff and station business. Aggres-
sive imaginative, right attitude and experi-
enced in production, programming. tv stu-
dio operations, public service and com-
’,‘;}’é‘"" activities. Box 260A. BROADCAST-

TV news. producer, director, photographer
working in western capital city desires re-
location with challenge and opportunity.
Five years experience plus B.S. degree in
Film and Television Production. Priced
high for top creative quality. 25, unmarried,
references. Box 2865A, BROADCASTING.

Top director and announcer completely ex-
perienced in all phases of television, desires
to relocate. Highest recommendations. Box
272A. BROADCASTING.

Ambitions tv newsman with five years ex-
perience in news gathering, filming, air
work. College journalism glish degree.
Family man, top drawer references, Write
Box 276A, BROADCASTING.

Newsman, two years radio. five years tele-
vision. Currently news director for small
market NBC outlet. Have the know how
for hard, impact news, the feel for human
interest. a good sense of public relations.
This market has got a top notch jJob for

a curiosity that ignores clocks. a 35mm
camera and a typewriter. Box 318A,
BROADCASTING.

Public Relations: Wade Barnes will repre-
sent you in New York—Public Relations in-
cluding writing and placing of press re-
leases, Network, client, agency relations.
sales meetings, film and program négotia-
tions. special projects. Reasonable fees.
Wade Barnes Associates, 20 Beekman Place.
New York 22, New York, Phone: Plaza 3-
3786.

Tv salesman billing 1% million local sales—
medium large market seeks sales manage-
ment or larger market. Box 58A, BROAD-
CASTING.

Recent model 5,000 watt transmitter in
good condition. Will prefer Gates or RCA.
Give price and conditions to Martin Mar-
tines, Rios, Nucleo Radio Mil Insurgentes
Sur. 1870 Mexico City.

Used, good 5 or 10 kw am transmitter, con-
sole, turntables, Ampex recorders, monitors.
test equipment. Leon Brown, Friendswood,
Texas.

RCA UHF TV Antenna. State channel, type
number, condition and cash price B
truck. Box 175A, BROADCASTING.

For Sale

Equipment

Am, fm. tv equipment including transmit-
ters. orthicons. iconoscopes, audig. moni-
x:rs. cameras. FElectrofind, 440 Columbus
ve.. N.Y.C.

Xmission Line: Teflon insulated, 1% rigid,
51,5 Ohm flanged with bullets and all hard-
ware., New—unused. 20 foot length for
$40.00. Quantity discounts. Stock list avail-
able. Sierra-Western KElectric. 1401 Middle
Harbor Road, Oakland 20, California. Tem-
plebar 2-3527.

Electronic test equipment bousght and sold.
A-OK FElectronics, P, O. Box 38350, Holly-
wood California. HOllywood 3-8774.

For Sale: Four GE type 7D21 tubes. Two
good to weak but usable, All used. $500.
for the bunch. Also audiomation. Automa-
tion System. Complete make offer. Call
805-965-0800 or write Box 267A, BROAD-
CASTING.

1 kw composite transmitter.
service, $1000.00. 5 kw generator,
Box 287A, BROADCASTING.

Maghecord PT6-A. Available immediately.
KBRR. Leadville, Colorado.

Neumann U47a mike, power unit, shock
absorber. 25 ft. cable. Perfect condition.
$200. Steve Blaine Productions, 59 Oviedo
Court, Pacifica, Callfornia.

Automation. Used Schafer 2100 System (cur-
rent model). Take over payments with ap-
proved credit. Box 295A, BROADCASTING.

Used Presto 800’s or Ampex 350’s. Full track
%1;! éood condition. Box 325A, BROADCAST-

10 years in
$400.00.

MISCELLANEOUS

Want to locate. Present address and em-
ployment of Edward J. (Russ) Reardon.
Radio programm director, spot announcer
formerly of Grand Rapids. Carolinas & Vir-
ginia. Please phone such to BR 2-2034
Greensboro, North Carolina collect, ask for
H, K. Williams. Will be confidential and
appreciated.

30,000 Professional Comedy Lines! Topical
laugh service featuring deejay comment,
introductions. Free catalog. Orben Comedy
Books. Atlantic Beach, N.Y,

“Deejay file.” Quotes, kickers, liners, record
info. hints, Complete program package for
deejay and P.D.'s. $1050. Del Mar Radio
Features, P. O. Box 61, Corona Del Mar,
California.

BROADCASTING, January 28, 1963
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INSTRUCTIONS

Help Wanted—(Cont’d)

Situations Wanted—(Cont’d)

FCC first phone Jicense preparation by
correspondence or in resident classes.
Grantham Schools are located in Hollywood,
Seattle, Kansas City and Washington. Write
for our free 40-page brochure. Grantham
School of Electronics, 1505 N, Western Ave.
Hollywood 27, California.

Elkins Radio License School of Chicago—
Six weeks quality instruction in laboratory
methods and theory leading to the F.C.C.
First Class License. 14 East Jackson St.,
Chicago 4, Illinofis.

Announcing programming, console opera-
tlon. Twelve weeks intensive, practical
training. Finest, most modern equipment
avallable, G. I. approved. Elkins School of
Broadcasting, 2603 Inwood Road, Dallas 35.
Texas.

Elkins training now in New Orleans for FCC
First Class License in 6 weeks, Nationally
known for top quality theory and labora-
tory instructions. Elkins Radio School. 333
Saint Charles, New Orleans, Louisiana.

Be prepared. First class F.C.C. license in
six weeks. Top quality theory and labora-
tory training. Elkins Radio License School
of Atlanta, 1139 Spring St. N.W. Altanta,
Georgia.

FCC first Phone Ilicemse in six weeks.
Guaranteed instruction in theory and
laboratory methods by master teachers.
G, 1. approved. Request free brochure,
Elkings Radio License School, 2603 Inwood
Road, Dallas, Texas.

FCC license in 6 weeks. Waldo Brazil in-
structor. Lowest tuition, with guaranteed
results, It’s Space City’s best offer. Houston
Institute of Electronies and Broadcasting.
1 Main Street. CA 7-0529.

Since 1948. Original course for FCC first
phone operator license in six weeks. Over
420 hours instruction and over 200 hours
guided discussion at school. Reservations
required. Enrolling now for class starting
April 24, For information, references and
reservations, write Willlam B. Ogden Radio

rational Engineering School. 1150 West
Olive Ave., Burbank, California.

“Are you Cold?” Do you need first phone?
Sunny Florida . . . Gulf Beaches , , . and

an FCC first phone in five(5) weeks—
“Guaranteed.” Latest teaching methods.
Connect with modern commercial station.
Radio Engineering Institute of Florida, Inc.,
3044 Bay Street, Sarasota, Florida.

San Francisco's Chris Borden School of
Modern Radio Technique. Graduates all
over the country. ist phone, DJ ction,
placement. Free {llustrated brochure. 259

Jobs waiting for first phone men. Six weeks
gets you license in only school with op-
erating Skw station. One price includes
everything, even room and board. American
Academy of Electronics, 303 St. Francis
St., Mobfile, Ala.

Train now in N.Y.C. for FCC first phone
license, Proven methods, proven results.
Day and evening classes. Placement assist-
ance. Announcer Training Studios, 25 W.
43rd, N. Y. OX 5-9245.

RADIO
Help Wanted—Sales

UNUSUAL OPPORTUNITY

for a good salesman at a Wash-
ington, D. C. station. Good

draw, commission, and expenses.

Take over active accounts. Must
have medium or small market
sales experience. Send resume.

Box 327A, BROADCASTING
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Sales Announcers
L0 it
121 O 1 .ﬁ GENERAL MANAGER, RADIO
OPEN | NGS desires to make change from present

SIX SALESMEN
Radio, Television and/for
Ad Agency Experience
A Necessity

High-caliber men, free to travel, with
accustomed earnings to $25,000 yoarly.
Travel and entertainment allowance,
plus commissions.
Call Main Office, HA 6-9266, Boston,
Mass., or New York City Office, EL 5.
4911, for appointment. Interviews will
be held in accessible area. :
“Call only if you are a salesman”

COMMERCIAL PRODUCERS, INC.
405 Park Square Building
Boston, Massachusetts

1 00 Y O .1 O

S50 P Y A I O O O
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Announhcers
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FAST & FUNNY MORNING MAN!
Need one NOW! Bright-tight,
able to swing fast Top 40 format.
Station now #1. Top salary. No
drifters, no beginners. Air malil
tape & resume inel. salary needed
o

DAVE STEERE, KXLY RADIO,
SPOKANE 4, WASHINGTON.

e AR

)0 N

AT QR

Production—Programming, Others

FEMALE CONTINUITY WRITER

Must add to department ... quali-
fled female continuity writer for
local and regional accounts .. . by
March 1st. 35 hour, 6 day week

Good salary, Insurance, pension

plan, vacation and many other bene-
fAts. Send resume, photo, samples

and salary requirements to Jim
Luck or Cal Bollwinkel.

owo
WESTINGHOUSE—Fort Wayne, Ind.

RADIO

osition, Provem record with major
roadcast group as Qeneral Manager
in top-10 markets, achieving and main-
taining ft1 positions for stations in sales
and ratings on Dpon-formuls basis. An
aggressive and enthusiastic trounble-
shooter with thorough experience in
sales and programming, in promotion,
publicity and labor relations, and with
an understanding of the new FCC, the
meating of community needs, and the
building of station image—all backed
by a vigorous belief in the power nnd
cffectiveness of good radio. Finest in-
dustry references. East or midwest pre-
ferred. Replies kept confldential.

Write Box 328A, Broadcasting

Production—Programming, Others

MODERN RADIO PROGRAMMER
SEEKS LONG-TIME RELATIONSHIP
WITH LONG-TIME OWNERSH!P
STATION

If you're in the radioc business
and dedicated to it for not only
monetary reasons . if you
realize that audience needs must
be answered intelligently and vi-
brantly in this modern society.
If you helieve in ratings . . , if
you're not prejudiced about mu-
sic . . . if you believe in Leader-
ship and wholesome competition

. I would like to hear from you.

BOX 330A, BROADCASTING.

TELEVISION

Help Wanted—Management

CATV
EXECUTIVE

Experfenced Broadcasting Group expand-
ing In CATV field—Southeast.

Seeking young executive with minimum
5 years experience CATV, familiar fran-

chises, contracts, purchasing, general en-
gineering, administration.

Broadcasting bacrground preferred but
not imperative.

Execellent salary,

stock.

Send detalls of experience, photo, ete., to
Box 209A, BROADCASTING.

working conditions

Production—Programming, Others

Situations Wanted—Announcers

PRODUCTION—WISE
RATING-—-SMART
. .+ « Moving UP1 Rahnﬁs doubled during

past three years at 50 NBC radic in

top fifty market. Experienced in radio and
PRODUCTION—TIGHT

STYLE—BRIGHT!

television.

Will move only if opportunities and salary
are right. 30 years old, military obligation
Prefer A.M. SLOT.

Box 284A, BROADCASTING

complete, family man.

Wanted: Top Woman Personality

for major east coast TY & Radioc sta-
tion. Must be able to represent the
station both on and off the air by
conducting daily TV and Radio shows,
attending women club meetings and
luncheons, handling interviews and cov-
ering hews and features of interest to

Send ¢

and picture to

Box 162A, Broodeasting ||

BROADCASTING, January 28, 7963



TELEVISION WANTED TO BUY For Sale
Situations Wanted—Sales Equipment Stations
THE PIONEER FIRM OF TELE-
OUTSTANDING SALESMAN WANTED: VISION AND RADIO MANAGE-

with major rep for six years plus
agency background anxious to
relocate. Looking for growth sit-
uation.

Box 312A, BROADCASTING

300 to 500-foot Lower capable of sup-
porting 3-bay Channel 6 TV antenna
and associated equipment.

Box 288A, BROADCASTING,

INSTRUCTIONS

LTI te LTS DL TN TR e 2T T T

&

RADIO-TY ANNOUNCING
COURSES

ENGINEER & 1st FONE
COURSES

Active Placement Service.

Attention Managers: A few Outstanding
Announcers now available for radio-tv,

KEEGAN TECHNICAL INSTITUTE
Since 1947
207 Madison, Memphis, Tenn.

El BTN TS TR eI e I LTI ED T eI
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Miscellaneous

GOSPEL RADIO NETWORK
1520 Maln St.
Puyallup, Washington
L ] ® [ ] *

PAID RELIGION

EMPLOYMENT SERVICE

MOVE UP!

ALL BROADCAST PERSONNEL PLACED
ALL MAJOR U. S, MARKETS
MIDWEST SATURATION
Write for application NOW
BROADCAST
EMPLOYMENT SERVICE

4825 |0th Ave. So.
Minneapolis 17, Minn.

MENT CONSULTANTS
ESTABLISHED 1946
Negotiations Management
Appraisals Financing
HOWARD S. FRAZIER, INC.

1736 Wisconsin Ave., N.W.
Washington 7, D. C.

WANTED TO BUY

Stations

WANT TO BUY

Small Market 250 or 1000 watt
Oklahoma, North or North Central
Texas.

Box 309A, BROADCASTING

VNN DU 14wy AR GO0 01000 DG OCTO OSSOz oo L]
MANAGEMENT, saies and program team

secking opportunity to secure station. Possess
small investment caPital can assure Drober

pay out, Full time single station market
preferred. Desirable opportunity for a Dresent
owner seeking to relinquizsh without sacrifice.
All replies answered and confidentlal. Ne
Brokers.

BOX 227A. BROADCASTING

FRR T TT

LI/ B

For Sale

Stations

FLORIDA—I KW
15 years same owners.
One of Florida's Largest Cities
$250,000—Cash or terms.
TOP REPUTATION
Box 303A, BROADCASTING

For a =
Sherlee Barish
BROADCAST PERSONNEL

16 East 52nd Street, New York, N.Y.

MISCELLANEOUS

AD LIBS!

A new monthly publication of Clean
Lines for DJ'S Comics & Speakers.

Sample sheet on request.
Write:

2510 Queens Chapel Road,
Apt. 304, Hyausville, Maryland
or Phone: 301-864-9151

BROADCASTING, Janvary 28, 1963

ROCKY MOUNTAIN 5 KW

Dominant fulltime station in a

stable mearket. 1962 gross excess of
$160.000. Priced at less than gross
with low down payment and very

favorable terms to a qualified
broadcaster. Cash flow will provide
owner-manager with good salary
and easily pay off station.

Box 316A, BROADCASTING

FOR SALE

Florida 100 watts daytimer, on
excellent frequency. East coast;
major market. No Brokers!

Box 314A, BROADCASTING

STATIONS FOR SAL
MIDWEST.

Exclusive. Full time. Gross ex-
ceeds $90,000. Priced at $150.000. 299%
down,
NORTHWEST. Exclusive full time. Gross

$85,000. Percentage and management avail-
ablel..f Requires $17,000 cash. Buyer must
qualify.

JACK L. STOLL & ASSOCS.
Suite 600-601 6381 Hollyw'd Blvd.
Los Angeles 28, Calif. HO 4-7279

To buy or sell Radio and/or TV prop-
erties contact.

PATT McDONALD CO,
P. 0. BOX 9266 - GL 3-8080
AUSTIN 17, TEXAS

Ky. single daytimer  $68M terms
Fla. single daytimer 28M 10M
La. smal| fulltime T9M 2Qor
N.C.  small daytimer 75M 299/
Fla. medium power 275M 110M
Ga. metre  fulltime 175M cash

and others:

CHAPMAN COMPANY
2045 Peachtree Rd. N.E., Atlanta 9, Go.

Florida—Central

Fulltime — Power — History of
good earnings—Priced for quick
sale — Liberal terms.

Florida—~Major Market

Fulltime—Priced realistically in relation
to gross and cash flow—29%, down and

good terms to qualify buyer.

Florida—South

Fulltime-absentee owned in one
of Florida's fastest growing areas
—asking $185,000 including land
and building—with 29% down,
long terms.

Associated Media Brokers

Suite 328 Bayview Building

Fort Lauderdale, Florida
Phone LOgan 6-7843

Bob Flynn Myies Johns
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What compact can do everything a console recorder can? AMPEX PR-10
=]

The Ampex PR-10 gives you all the features, all the electro-dynamic clutch system to give you fast, gentle

performance of a console recorder. Even remote control. starts and lower braking tension. if you want to monitor

And it's all wrapped up in a suitcase-sized package. on-the-spot, the PR-10 has A-B switches, VU meters,

That means you can take a compiete re- phone jacks,output circuits.Moreover, electri-

cording studio out into the field, into the
school, the church, industry—anywhere you
need it. The PR-10 features positive push-
button controls; record-safe switch; and sep-
arate erase, record and playback heads. And

cal alignmentcontrols are accessible through
the front panel. You get all this plus a new
Ampex'‘FourStar’oneyear warranty.Fordata
write the only company with recorders, tape &
memory devices for every application: Ampex
there’'s room for an optional 4-track stereo or Corp., 934 Charter St., Redwood A

additional playback head. There’s also a new City, Calif. Worldwide sales, service. @
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OUR RESPECTS to Marion Stephenson
She's NBC's first woman vice president

Marion Stephenson is the first wom-
an vice president in the history of NBC
and its parent RCA. She was elevated
to that position last October, and re-
ceived a personal letter of congratula-
tions from Elmer W. Engstrom, RCA
president, recording the corporate
milestone.

As administrative head of NBC Ra-
dio, Miss Stephenson is in what she
calls the “jump seat” of the division.
From her financial and corporate posi-
tion, she is able to “see what is going
on” in the areas of sales and program-
ming.

From her vantage point, Miss
Stephenson sees radio as “media’s big-
gest buy, and it's very underpriced.”

She thinks network radio’s most
pressing problem in 1963 is accurate
ratings analyses. Of an estimated 183
million operating radio sets, at least
two-thirds are non-plug-ins, and, she
notes, a way must be found to measure
usage of auto and portable sets.

“We have talked with Nielsen and
Sindlinger about devising more accu-
rate ways to count radios. We're ham-
mering on the subject to get some way
of measuring audience we aren’t get-
ting credit for,” she says.

Work-Study Program s NBC’s first
female vice president was born in
Green Bay, Wis., and studied business
at Antioch College, Yellow Springs,
Ohio. Before she graduated, Miss
Stephenson had taken six years of aca-
demic courses, in addition to partici-
pating in a work-study program.

She was required to take full-semes-
ter courses in 10 weeks, working the
alternate 10-week period.

“My first job [fthrough the Antioch
program),” recalls Miss Stephenson,
“was as a renewal searcher for the
McCall Corp. in Dayton, Ohio. T was
paid $15 a week.” She added that her
room and board expenses in Davton
had to come out of the $15. She held
secretarial jobs in Chicago and New
York later in her school career.

In her fourth year at Antioch, Miss
Stephenson was community government
business manager on campus. After
graduation in June, 1943, she went to
New York and joined the accounting
department of Standard Oil (New Jer-
sey).

Miss Stephenson started working for
NBC the following year quite by acci-
dent:

Having decided to go into the re-
search writing field, she applied for a
job with Time Inc., whose offices at that
time were located in Rockefeller Center
across the street from NBC.

An NBC Friend » After her inter-
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view, Miss Stephenson decided to drop
in and say “hello” to a friend who
worked at NBC. “The girl,” she notes,
“just happened to work in the person-
nel department.” At her friend’s in-
sistence, Miss Stephenson filed an appli-
cation with NBC—noting she would
like to combine advertising and ac-
counting in her work.

“I never dreamed there would be
such an opening, but the company had
just gotten approval for a new job in
the advertising department for someone
who would watch expenses.”

So, in November 1944, Miss Stephen-
son joined NBC as a budget clerk in
the advertising and promotion depart-
ment.

During her early years with NBC,
Miss Stephenson attended New York
U.’s Graduate School of Business at
night, majoring in banking and finance.
She was awarded the first Marcus
Nadler Key for “excellence in finance.”
She received her Masters degree in
Business Administration in 1948, the
same year she was named business man-
ager of NBC’s advertising and promo-
tion department.

Three years later, in 1951, she was
made general ledger accountant in NBC
Radio’s controller department, a posi-
tion she held for six months before
being named budget supervisor of the
department. In 1952, when the radio
and tv financial departments were re-
joined after a separation of several
years, Miss Stephenson became budget
supervisor of the joint controller’s area.

The following year she was made

;W
NBC’s Miss Stephenson
Finance: the focal point

chief budget assistant, and after holding
that position for one month, became
assistant to the divisional controller.
Three months passed before she got her
next promotion, this time as radio net-
work budget manager. (This was in
1953, when the radio and tv networks
were permanently split into separate
financial units.)

Long Title = Miss Stephenson was
given her longest title in February
1956: senior operations analyst in the
staff administrative budget and financial
evaluation area. In 1959 she was
named director of business affairs of
NBC Radio.

Going on trips pays off for Miss
Stephenson. She recalls the job of busi-
ness affairs director waited one month
for her, while she was on a trip around
the world and couldn’t be reached to
be told of the promotion. She was told
promptly on her return.

Going away brought Miss Stephen-
son her subsequent promotion in Octo-
ber 1962, when she was made vice
president-administration. She was told
of her election the day after returning
from a trip to Yugoslavia and Greece.

As vice president of administration
for NBC Radio, Miss Stephenson is
responsible for business affairs, sales
service and traffic and some areas of
the engineering department.

Miss Stephenson reports she has a
“somewhat unorthodox approach to the
business field. Most business people,”
she thinks, “are involved in costs and
profits mainly. They don’t know that
the financial side is the focal point of
a whole company.”

She said the NBC financial staff be-
lieves in working with the sales and pro-
gramming people at the network to help
them solve their problems by explaining
how the financial end of the business
ties in with their efforts.

Miss Stephenson is extremely confi-
dent about network radio’s future. One
week ago she proudly announced,
“Every business day since the beginning
of the year we have made at least one
sale. In 1960, we moved from a seven-
year loss to a profit, and we’re doing
better and better every year.”

On the subject of audience data, Miss
Stephenson feels agencies and adver-
tisers are becoming “more and more
aware that they're getting two-thirds
more audience than they’re paying for.”

Once the ratings problem is “licked”
the networks “will go farther, faster.”

Miss Stephenson, a member of the
International Radio-Tv Society and the
Money Marketeers of New York U.,
lives in Bronxville, N. Y.
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EDITORIALS

The ball is put in play

HE first step in the long march toward modernization of

the federal law that governs broadcasting was taken last

week. We hope the first step will establish the momentum
for the rest of the journey.

For it was a long first step indeed. As reported in detail
elsewhere in this issue, the Federal Communications Bar
Assn. has received a series of proposals for changes—some
of them drastic—in the existing law. The proposals were
made by some of the most respected members of the com-
munications bar, and they merit the most thoughtful inspec-
tion by everyone connected with broadcasting.

With some of them we can agree at once. Certainly the
anti-censorship section of the Communications Act ought to
be strengthened to prohibit all kinds of meddling in broad-
cast content. Certainly Sec. 315, the political broadcasting
law, ought to be repealed.

On the other and more complicated proposals we must
reserve judgment pending a more thorough exploration of
their possible consequences, although we must say the argu-
ments advanced in their behalf are indeed attractive. The re-
organization of the regulatory agency is the most sweeping of
the proposals. It ought to be examined with special care.

But the need for thorough consideration does not provide
an excuse for procrastination. These monographs ought to
be turned into action as soon as action can be taken accord-
ing to careful plan. At this point the documents must be
given wide circulation, and dialogue about them must be
encouraged so that the bar and, hopefully, the broadcasters
who support the bar may work up definite proposals to pre-
sent to Congress.

It is altogether possible to work up these proposals in
time for congressional consideration this year. We would
hope the work would be given tangible support by the NAB.
Two weeks ago the NAB directors approved a $2 million
budget for the next fiscal year, A budget of that size—the
largest in the association’s history—is big enough to accom-
modate disbursements for the most important cause on
broadcasting’s agenda.

Overdue upbeat

E hope that calling attention to it will not cause it to

go away, but we cannot resist the opportunity to ob-

serve that an unusually strong burst of national spot radio

activity has been evident lately. The first of the year being

a season when spot salesmen ordinarily find it necessary to

run fast in order to stand still, this January’s sales spurt
becomes even more satisfying by comparison.

The extent of the speed-up is reported in some detail else-
where in this issue. Although it certainly is not applicable
to all markets and involves only a few of all the advertisers
who ought to be involved, the increased tempo nevertheless
seems general enough and sufficiently solidly based to reflect
a genuine re-kindling of interest in radio as a national ad-
vertising medium.

The reasons undoubtedly are numerous, varying in detail
from one advertiser to another. One general explanation
being offered last week was that the bed-rock salesmanship
that radio has done over the last several years, stressing the
variety and reach and economy of the medium and trying
to dispel the myths about its being unglamorous and too
hard to buy and administer, are at last beginning to pay off.

We like that explanation, but explanations at this point
are not too important. Even if an advertiser gets into radio
on a bet, he can do well if he buys enough and takes pains
to use it properly.

So let’s not ask too many questions. Let’s just keep on
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selling—and occasionally knock wood. If that sounds super-
stitious, remember that radio has been the victim of a lot
of superstitions over the years. It’s entitled now to become
the beneficiary of one.

Let it lie

CC Chairman Newton Minow may have been merely
buddying up to a former client last week when he
revived William Benton’s old pitch for a citizens’ advisory
board on broadcasting. Mr. Minow was sharing a platform
with Mr. Benton, who, as owner of the Encyclopaedia Bri-
tannica, retained Mr. Minow as a lawyer before the latter
joined the FCC and reportedly has offered Mr. Minow an
executive job if he leaves government service.

But on the chance that Mr. Minow has serious thoughts
of breathing life into Mr. Benton’s old plan, a revival of
opposition to it is also appropriate.

In 1951 when Mr, Benton was a U. S. senator he failed
(but not for want of trying) to get the Congress to authorize
the President to appoint an 1[-member advisory committee
that would ‘““advise” the FCC on broadcast matters ranging
from the assignment of television channels to the establish-
ment of program standards. As sensible people realized at
the time, the kind of committee that Mr. Benton advocated
would inevitably become a high-level board of presidentially-
appointed censors whose every suggestion would be accorded
an immediate “yes, sir” by the presidentially-appointed mem-
bers of the FCC. That condition is still implied in last
week’s proposal.

Mr. Minow would be wise to put the pitch back where
it has lain—and then hang up his shovel.

It's about time

HE NAB board of directors conceded a fortnight ago that

entertainment has played a part in the development of
broadcasting. It voted to give the association’s Distinguished
Service Award for 1963 to Bob Hope.

No one can quarrel with the selection. The only question
to be raised about it is why it came so late. Distinguished
Service Awards had been given annually for 10 years with-
out a nod in the direction of the performers who have
caused people to buy and use alt those radio and tv sets.

Mr. Hope has been cheering radio and television audiences
for 25 years. It is gratifying that the NAB has at last
confirmed the judgment that the American people have
been exercising for a quarter of a century.

Drawn for BROADCASTING by Sid Hix
“I'll bet Sarnoff is making a speech on tv tonight!”
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From 10:00 p.m. to
Sign-off, Monday
through Friday...

JOHN MacDOUGALL JOHNNY MORRIS AL TIGHE

“NEWS-IN-SIGHT” “WEATHER ROOM” “SPORTS ROUND-UP”
10:00 pm - Monday-Friday 10:15 pm « Monday-Friday 10:20 pm + Monday-Friday

...these are the
top-rated shows*
in the Minneapolis
-St. Paul market.

*ARB Television Market Report,
Novembher-December, 1962

" JOHNNY CARSON

“TONIGHT” SHOW
10:30 pm to Midnight @ g

Represented by MINNEAPOLIS - ST. PAUL
100,000 WATTS « NBC

Tolowisiow

Edward Petry & Co., Inc.

A GOLD SEAL STATION

The Original Station Representative



Compact. .. Economical ... Easy to operai

Featuring a new, single tetrode power amplifier that gives full output with mini-
mum power consumption, this is the finest high power AM transmitter available.
Extremely compact, the unit needs only 76 square feet of space including
transformers . . . it's one-third smaller than transmitters of the same power
built by other manufacturers! Silicon rectifiers, 11 tubes and 6 tube types,
high level modulation and many other advanced features make it your best buy
for high power AM broadcasting.

ITA ELECTRONICS CORPORATION

BROADCAST DIVISION +« LANSDOWNE, PENNA.




