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"It figures! An award-winning
action series... a great cast. ..
top advertiser response...no wonder

it’s already sold in 63 markets!”” x5

—says Horace McMahon /
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 EVAPORATING
MILK

It wasn't really a case. Actually, it was a carload — an extra carload.
And it wasn’t even milk, but a canned milk substitute.
And it didn't evaporate. It was sold in the St. Louis market. In a single week.

All it took was a tempting offer featured in 167 IGA stores ... backed up with
just 23 hard-selling daytime announcements on Station KTVI.

Is there anything you'd like to ‘‘evaporate” (spelled S-E-L-L) in the thriving St. Louis market?
Then, use KTVi. Daytime or night time, it's your best buy for reaching the most buyers!

BROADCASTING, February 3, 1964



4 DELIVERS MORE...
IN NEWS, 100!!!

Three times daily, KRLD-TV
goes all out with a half-hour of

informational programming. ..
NEWS, WEATHER, SPORTS.

12:00-12:30 P.M.
6:00-6:30 P.M.
10:00-10:30 P.M.

Here's what this programming
delivers per average quarter-
hour:

*Largest Average Share of
Audience

A 329% t
‘ *Largest Average Metro Rating
= - 12.8

*Homes Delivered per Average

14 hour
92,000

AND . . . an audience composed
of 84.3% men and women.

To get your sales message to
Texas' largest, most loyal, most
adult news audience, see your
ADVERTISING TIME SALES rep-
resentative.

*Based on the Nielsen Station Index Report for
the B-week period ending December 18, 1963,
which contains definitions of the data and re-

minders of their use. Copyrighted 1963 by A. C.
Nielsen Company and reprinted with permission.

represented nationally b

Adpvertisi:\ngin:e Salzs. fnc. @}\5
THE DALLAS TIMES HERALD STATIONS

OM 4’ am_[t WM Clyde W, Rembert, President

MAXIMUM POWER TV-TWIN to KRLD radio 1080, CBS outlet with 50,000 watts
BROADCASTING, February 3, 1964




Where the teens are

Of special interest to tobacco com-
panies caught up in growing contro-
versy about appealing to teen-agers via
sponsorship of sports programs (story
page 23) will be following compila-
tion from A. C. Nielsen Co. figures:
Audience of leading sports programs
is 11% teen-agers, 49% men, 26%
women and 14% children.

Best-watched college football game
attracts about 3 million teen-agers;
best-warched pro game abour 2.8
million teen-agers and best-watched
baseball game about 2.4 million reen-
agers. For comparison, Beverly Hill-
billies is viewed by 6.5 miillion teen-
agers and Bonanza by 4.1 million.

Uneventful integration

Casting of Negroes in TV commer-
cials is causing fewer problems than
were anticipated by some advertisers.
Authoritative sources say advertisers
have yet to receive any significant ad-
verse reaction from integrated com-
mercials, which are shown in all sec-
tions of country. Civil rights groups
say they are satisfied with progress in
integrating commercials but stress that
goal of making practice “common” is
still distant. One such group—Con-
gress of Racial Equality—is pleased
with its program of appealing directly
to sponsors. CORE said at least 25
of 36 advertisers approached have be-
gun integrating commercials.

No, thanks

President Johnson, whose broad-
cast connections have been widely
publicized in Bobby Baker case (story
page 72), has declined invitation to
address convention of National Asso-
ciation of Broadcasters in Chicago
April 5-8. LeRoy Collins, NAB presi-
dent, got word last week that press of
official business would keep President
from going to Chicago.

Fates and fortunes

Vince Wasilewski, executive vice
president of National Association of
Broadcasters, was given $2,500 an-
nual pay increase by association’s
board last week, making him highest
paid NAB staff member at $32,000.
LeRoy Collins, NAB president, had
originally recommended $1,000 raise,
but NAB finance committee, with Mr.
Collins’s approval, tacked on extra
$1,500. Number two man on NAB
staff payroll is Howard Bell, code di-
rector, at salary of $30,000 which was
approved last week by boards. Several
other NAB staff executives also got
pay increases.

Staff pay raises sailed throngh NAB

CLOSED CIRCUIT"

boards last week, but one promotion
got snarled in bureaucratic protocol.
John Couric, director of public rela-
tions of National Asssociation of
Broadcasters, was or was nol—de-
pending on different authorities—piro-
moted io vice president last week. On
Thursday NAB radio board unani-
mously approved motion by John Box,
of wiL St. Louis, chairman of NAB
public relations committee, to give
Mr. Couric new title. Next day that,
along with other radio board actions,
was routinely approved by joint NAB
board. Then some objected that it
wasn't in board’s jurisdiction to make
appointments that are prerogative of
NAB president. At week’s end some
radio board members insisted that Mr.
Couric had been promoted, but LeRoy
Collins, NAB president, thought other-
wise. Mr. Collins said it was safe to
speculate that Mr. Couric would be
elevated, but not immediately.

Search for smut

Representative Walter Rogers (D-
Tex.), chairman of House Communi-
cations Subcommiitee, has begun
worrying about “obnoxious and ob-
scene things on television.” Law-
maker, who’s been considered friend-
ly to broadcasters on other matters,
warns that “they’ll have to clean
house or face trouble on this.” Repre-
sentative Rogers, sponsor of anti-ob-
scenity bills aimed at motion pictures
in past, now thinks TV also needs
treatment. He wants special subcom-
mittee to be set up in House—and
wouldn’t mind heading it

Year's grace

Radio broadcasters will learn this
week that they can defer negotiations
for new Broadcast Music Inc. licenses
for another year if they want to. Rob-
ert T. Mason of wMRN Marion, Ohio,
chairman of All-Industry Radio Mu-
sic License Committee, is sending out
letters noting that stations’ BMI li-
censes expire March 11 and reporting
that BMI wants higher rates because
of increased use of BMI music, that
his committee has opposed increases
and that BMI has offered to extend
current contracts one Yyear without
change. Committee recommends ac-
ceptance but points out that final de-
cision must be made by each station
individually. BMTUT’s offer is slated to
go out shortly after Mr. Mason’s.
Committee meanwhile is preparing to
go ta court for “reasonable” new fees
for use of music of American Society
of Composers, Authors and Publishers
(CLosep Circurr, Jan. 13).

Plans for an outpost

Taking FCC grant of full licenses
for its noncommercial, subscriber-
supported FM stations (BROADCAST-
ING, Jan. 27) as signifying official
blessiirg of its controversial program-
ing policies, Pacifica Foundation is
considering purchase of AM station
on fringe of deep South to broadcast
voter registration information for Ne-
groes, news of progress of civil rights
and other programing delving into
race problems. Support for that kind
of program operation would be solic-
ited from both white and Negro citi-
zens. Pacifica stations are: KBAI(FM)
New York, KpFK(FM) Los Angeles,
KPFA(FM), KPFM(FM) Berkeley, Calif.

Hanging judges

Watch for FCC order this week
meting out two death sentences—and
to same licensee. Agency last week
ordered revocation of license of wpPFa
Pensacola, Fla.,, and denied renewal
of wmoz Mobile, Ala. Both are owned
by Edwin Estes. Dozen issues were
involved, but principal cne was that
he falsified and forged program logs.

Commissioners, who must have
been in muscle-flexing mood, also in-
structed staff to prepare order setting
renewal application of wpoT Burling-
ton, Vt., for hearing. Reported reason:
Application was prepared with such
apparent carelessness—-containing in-
accuracies and failing 1o supply need-
ed information—that commission feels
qutestion exists as to whether licensee
is maintaining effective control. Sta-
tion is owned by Fortune and Anthony
Pope, who also own wHOM New
York. Comumission action isn’'t last
word. Vole on instructions was close,
and commission might decide to drop
matter after second look.

Next target: media?

One government attorney who’s in-
volved in prosecution of Drug Re-
search Corp., Kastor, Hilton, Chesley,
Clifford & Atherton and others al-
legedly connected with commercial
claims for Regimen no-diet reducing
pills, says protracted investigation of
case raised new questions about media
responsibility in acceptance of com-
mercial claims. Alleged “fraudulent”
commercials appeared on all three TV
networks, but no media are named as
defendants in indictment. Government
attorney asserts one network that
doubted veracity of claims in Regimen
commercials balked at accepting them,
then “iook them anyway.”

Published every Monday, 53d issue (Yearbook Number) published in November, by BreapcasTmNG PusLicaTions INc.,

1735 DeSales Street, N, W, W

ashington, D. C., 20036. Second-class postage paid at Washington, D. C., and additional offices.



ACQUISITIVES*grow fast in Cleveland
In this one short year Cleveland households grew over 5%—up from 554,000
to 595,000. And in this 6th largest county, buying income rates 5th among
the nation’s top 20 markets. It just makes good sense to invest your TV bud-
get in this fast growing market.

ACQUISITIVES WATCH

*Ac-quis’-i-tive—given to desire, to buy and own.

=et=ter=res] WJWelV
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WEEK IN BRIEF

American Tobacco announces it's dropping sports spon-
sorships, but other cigarette firms mark time awaiting
clarification. NAB boards accept code restrictions to
prevent appeal to youth. See . . .

WILL TOBACCO FIRMS QUIT?... 23

CBS sales force figuring ways and means of recouping
and maybe making a buck in NFL deal. Minute spots to
cost $65,000-$75,000 and stations are told there will be
no compensation for games. See . . .

$28,200,001 WOULD BE GREAT ... 26

Collins is backed by NAB boards but margin is not
overwhelming. By seven votes, boards show confidence in
their president. Settlement was discussed before vote
took place. See. ..

CLOSE CALL FOR COLLINS ... 36

Television board of NAB declares against subscription
television in any form, broadcast or wired. Urges FCC
authority to regulate community antenna companies,
especially those originating service. See . . .

FIGHT AGAINST PAY TV... 37

Radio board insists that there be an NAB vice president
for radio. Also tightens up some code items involving
both advertising and programing and approves $25,000
project for new code members. See .

RADIO CODE MEMBER DRIVE ... 47

Television board tightens criteria for acceptable piggy-
back TV commercials. Alsc approves Bell as code director
at $30,000 salary, but no contract. McCollough appointed
TV code board chairman. See . ..

PIGGYBACK RULES ADOPTED... 46

FCC is seen moving toward adoption of rules to force
networks to share programs with UHF outlets. Henry
tosses out possibility that nets be limited in VHF affilia-
tions in top markets. See .

UHF AND NETWORK PROGRAMS...50

Commercial-educational group is given nod by FCC
hearing examiner for channel 13 in Rochester, N. Y. Feels
share-time agreement best for city; recommends denying
nine other applications. See . . .

SHARE-TIME FOR ROCHESTER... 67

Nielsen survey shows that more than 97 million people
at one time were watching Kennedy rites on TV. Reports
that 96.1% of TV homes watched for over 30 hours during
fateful weekend. See . . .

TV'S BIGGEST AUDIENCE ... 54

Educators mobilizing to get more UHF channels allo-
cated for educational TV. Celebreze is urged to appoint
blue ribbon citizens committee to bring pressure to
bear. Deadline is extended. See .

EDUCATORS WANT MORE UHF ... 68

DEPARTMENTS
AT DEADLINE ..ovvvcvrrcecrrnsreerssanerenss 9  LEAD STORY .renrcrimrnrrcnasens 23 ' BROADCASTING
BROADCAST ADVERTISING ... 38 THE MEDIA coooooereeeceescrennessssssensens 67 THE BUBNESSWEEILY OF TELEWSON AND RADKO
BUSINESS BRIEFLY euvveeeeeeernennrene 28 MONDAY MEMO ..occnernrrrresssrssins 20 B .
CHANGING HANDS ........... 71 OPEN MIKE .ooooocceeerrereesmesnnnsenessasenns 16 B o IR
CLOSED CIRCUIT oo 5  PROGRAMING couunvrerecsereresessseceren 50 at Washington, D. C., and additional
COMMERCIALS IN PRODUCTION 26 WEEK'S HEADLINERS .......ooooocoo. 10 soSubseription prices: Annual sub-
DATEBQOOK cooeeveeeeeeeeeeersnessonesnsenseees 14 WEEK'S PROFILE ...cccovvniiciannenneen 93 Annual subscription including Year-
book Number $13.50. Add $2.00 per
EDITORIAL PAGE .......reeereee 94 year fggunc{aﬂn:sda Salilbtisc 314‘) gg sfo(l;c c%l!
EQUIPMENT & ENGINEERING ... 64 pation required. Regular issues 50
FATES & FORTUNES .ooovvcmerccns 76 $500 per copyy Yearbook Number
FILM SALES ...crmmermeerimeccmmmmsesssossennes 61 e U RO T LT
FINANCIAL REPORTS ....cooosmurreen 73 e, e, culation Dept., 1133 DeSales Strest.
FOR THE RECORD .ooorrrrrr 81 Ay 35 Sunies, Diee Tictude Kot olé a0d
INTERNATIONAL ocvereveermrernnrrsrsenn 74 A N from front cover of magazine.
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of original drawinps e Raliimnre artist Aaron Sopher

4 in a series

FAVORITE THROUGHOUT MARYLAND THE MARYLAND SHOW. BALTIMORE MUSEUM OF ART

WBAL-RADIO myozs%%&’nﬂtrlmonﬂAﬁ,m,,o.s

NATIONALLY REPRESENTED BY McGAVREN-GUILD COMPANY, INC.
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Late news hreaks on this page and on page 10
Complete coverage of week begins on page 23

NAB directors set
budget, meetings

National Association of Broadcasters
board of directors approved budget of
$2.13 million at final session of their
annual winter meeting Friday (Jan.
31). An expected record income for
fiscal year beginning April 1 would give
association surplus of $214,280.

General fund income was placed at
$1.2 million with $1 million expenses;
radio income $293,411, expenses $287,-
593; radio code income and expenses
both $130,417; TV income $275,665,
expenses $274,461; TV code income
$442,245, expenses $440,445.

After lengthy discussion board voted
to hold June meeting in Washington as
has been customary for past several
years. There was considerable senti-
ment to hold spring meeting at Green-
briar hotel, White Sulphur Springs, W.
Va. Radio board plans separate “in-
doctrination” meeting in conjunction
with convention in Chicago April 5-8.
TV board discussed possibility of simi-
lar session, but not in Chicago, prior to
June combined boards meeting. Deci-
sion was left open, with NAB President
LeRoy Collins and TV Board Chairman
Jim Russell, kkTv(TV) Colorado Springs,
to decide if meeting is feasible.

Board will hold its 1965 winter meet-
ing in Palm Springs, Calif., next Janu-
ary, with hotel still to be chosen. An-
nual convention will be held in Wash-
ington in 1965 and in Chicago next
three years through 1968.

Freedom of Information Center at
University of Missouri, Columbia, was
allocated $1,000 by NAB. Board also
adopted standards for disk recording
and reproduction presented by George

Beatles outdraw Presley

“The Beatles,” English singing
idols who have clicked their way
profitably around British Isles for
months, will make two live ap-
pearances on CBS-TV’s Sunday
Ed Sullivan Show (Feb. 9, 16),
and network has been swamped
with 50,000 requests for tickets to
their performances. CBS can only
accommodate 1,456 per show,
728 at dress rehearsal and like
number at air time. Ed Sullivan
says he’s seen nothing like it in
history of his program, not even
Elvis Presley’s three appearances
in 1958.

BROADCASTING, Fehruary 3, 1964

Bartlett, NAB manager of engineering,
on behalf of special committee which
devised standards. Reports were re-
ceived from Robert Mason, WMRN
Marion, Ohio, chairman of All-Industry
Radio Music Licensing Committee;
Donald H. McGannon, Westinghouse
Broadcasting Co. (Group W) president,
chairman of Broadcast Ratings Coun-
cil Inc. and NAB research committee,
and Melvin Goldberg, NAB vice presi-
dent for research (see page 38).

Resolution was passed inviting retir-
ing chairman of combined radio and
TV boards to attend board meetings,
for year after he leaves office, as ex
officio member.

FCC conditions met
on WCBM purchase

Metromedia Inc., securing coopera-
tion of two mutual funds which are
stockholders, has met FCC conditions
and has consummated $2 million pur-
chase of wcBM-AM-FM Baltimore, it
was learned Friday (Jan. 31).

FCC approval of Metromedia acqui-
sition was blocked by allegations of
duopoly in that Keystone Fund and
Fidelity Trend, each owning over 1%
of Metromedia, also owned over 1%
of other broadcast properties.

Late in December, FCC told Metro-
media it could consummate Baltimore
transaction if two funds would agree
not to vote over 1% of their share-
holdings and not attempt to influence
policies of company during pendency
of inquiry into whole question of mu-
tual funds and ownership in more than
one radio-TV group (BROADCASTING,
Dec. 30, 1963).

Both funds have agreed to comply
with latest condition, and Metromedia
moved to finalize Baltimore deal.

Senate group promises
sports blackout study

Senate Antitrust and Monopoly Sub-
committee will look into sports broad-
casting blackouts, Senator Philip A.
Hart (D-Mich.), chairman, promised
Friday (Jan. 31).

Subcommittee heard warning from
Representative Frank A. Stubblefield
(D-Ky.) that National Football League
would continue “to seek to extend the
blackout area to advance its home gate
receipts. . . ."”

Senator Kenneth B. Keating (R-
N. Y.), member of panel, said he’d had
complaints from constituents and joined
Senator Hart in promise subcommittee
would review question when Pete Ro-

AT DEADLINE

zelle, NFL commissioner, testiftes, prob-
ably later in February. Joe Foss, Amer-
ican Football League commissioner,
was at hearing when congressman ap-
peared and expressed concern over
problem. He is also expected to be
questioned on subject.

Representative Stubblefield has been
leading campaign of Paducah, Ky.,
viewers who complain they’'ve been
blacked out of NFL games even though
closest team is St. Louis Cardinals, 180
miles away.

Lucy leaves CBS-TV
because of workload

Lucille Ball, who since 1951 has been
a regular on CBS-TV, will quit her cur-
rent weekly show in June. Star Friday
(Jan. 31) cited “rigors” of her series
combined with task of directing Desilu
Studios, of which she’s president.

Miss Ball joined Danny Thomas in
vacating CBS-TV Monday night lineup
(BROADCASTING, Nov. 4, 1963), but
unlike Mr. Thomas she is tied to CBS-
TV by exclusive contract.

Miss Ball said she will concern her-
self with business of program affairs at
studio while also concentrating on TV
specials and motion pictures. Miss Ball
and Bob Hope, as guest, appear on
special April 19, 8-9 p.m., on CBS-TV.

Miss Ball’s current situation comedy
—in top 15 national Nielsens since it
went on air in October 1962—is her
second series on CBS-TV. Her top-
rated I Love Lucy half-hour series on
network covered 1951-57 period and
still is being rerun on CBS-TV.

Sponsors of her Monday night show
are General Foods and Lever Brothers.

CBS-TV President James T. Aubrey

Show, sponsors to ABC

In one of first major sales for
1964-1965, Chevrolet and Quaker
Oats have signed for half-hour
comedy, Bewitched, on ABC-TV
in Thursday, 9-9:30 p.m. period
(see page 51). Show is produced
by Screen Gems, which announced
sales Friday (Jan. 31). Bewitched,
which stars Elizabeth Montgom-
ery in situation comedy with fan-
tasy theme, reportedly was sought
by both ABC-TV and CBS-TV.
Quaker Oats’ agency: J. Walter
Thompson, New York and Chi-
cago. Chevrolet’s agency: Camp-
bell-Ewald, Detroit.

more AT DEADLINE page 10
9



WEEK'S HEADLINERS

Mr. Elis

Mr. McCollough

Clair R. McCollough, executive direc-
tor of Steinman Stations, Lancaster, Pa.,
elected chairman of TV code board of
National Association of Broadcasters,
succeeding William D. Pabst, executive
VP of xkrvu(Tv) Oakland-San Francis-
co (see page 46). Elmo Ellis, station
manager ofwsB-AM-FM Atlanta, elected
chairman of NAB’s radio code board,
replacing Cliff Gill, xkezy Anaheim,
Calif. (see page 48).

Chris J. Wit-
ting, VP and
general manag-
er of consumer
products group
of Westinghouse
Electric Corp.,
Pittsburgh,
elected VP and
executive assist-
ant to president
of International
Telephone &
Telegraph Corp., New York. He joins
IT&T after 10 years with Westinghouse,
having served as president of broadcast
division from 1953 to 1955. Mr. Wit-
ting, who began his career as account-
ant for Price Waterhouse & Co., New
York, was managing director of former
DuMont Television Network before
joining Westinghouse. He supervised
building of first DuMont TV station in
Pittsburgh in 1948.

Mr. Witting

For other personnel changes of the week see FATES & FORTUNES
 CIToE 7 A a2 A S 2 M S S Wk e e O o e

Jr., who expressed his regret at Miss
Ball’s decision, said CBS-TV looked
forward to her specials and hoped
eventually she would be persuaded to
return with a regular series.

Danny Thomas had announced he
would retire his weekly film series on
CBS-TV in June, and subsequently was
signed by NBC-TV to star in five one-
hour specials for 1964-65.

FCC, NCTA tlawyers
work toward agreement

Lawyers for FCC and National Com-
munity Television Association reported
continued progress Friday in their effort
to work out agreement on legislation
giving commission regulatory authority
over community antenna systems.

Panel of three commissioners and
committee of NCTA met Thursday to
explore broad areas of possible agree-
ment, then turned technical drafting job
over to lawyers (see page 68).

Commission official Friday said two
sides had made “real progress;” he
talked hopefully of reaching agreement
on mutually satisfactory bill.

NCTA spokesman said, “We’re get-
ting close together,” added that situa-
tion “looks encouraging.”

Lawyers are expected to meet again
early this week, possibly today (Feb.
3), to continue work on bill.

WOKZ meets with Teamsters

Management of woxz Alton, Il.,
met informally with Teamsters union
local officials before National Labor
Relations examiner in St. Louis Friday

10

(Jan. 31) and discussed Teamsters’
request to be permitted to organize sta-
tion’s employes (see page 72). No de-
cisions were made, but formal hearing
has been scheduled before NLRB ex-
aminer Feb. 25, also in St. Louis.

5 Storer TV stations
cancel Nielsen service

Five of Storer Stations’ television
outlets cancelled Nielsen ratings serv-
ice Friday because “we simply cannot
accept the validity of audience measure-
ment figures predicated on the type of
diary” Nielsen plans to use. Stations
are wJBK-Tv Detroit, waGA-Tv Atlanta,
wITL-TV Milwaukee, wiw-Tv Cleveland
and wspp-Tv Toledo, Ohio.

Bill Michaels, vice president in
charge of Storer’s television division,
noting that research has shown viewers
remember programs and channels but
not call letters, said “yet your diary
will leave out both channel numbers
and programs and be confined solely to
call letters.”

Mr. Michaels said decision to discon-
tinue was made with “great reluctance.”

IATSE executive board
backs Walsh in dispute

Protests of nine Hollywood Inter-
national Alliance of Theatrical Stage
Employes locals against TV tape agree-
nent negotiated by IATSE President
Richard Walsh without their concur-
rence were unanimously denied by
union’s general executive board, meet-
ing in San Francisco. Business repre-
sentatives of Hollywood locals pre-

sented their formal protests against
failure of Mr. Walsh to consult them
before signing agreement to board
Thursday (Jan. 30). Following turn-
down they are considering two new
moves: (A) court injunction to stop
producers from putting video tape
agreement into effect and (B) asking
IATSE membership to overrule board
action at next general convention,
scheduled for July 20-25 in Louisville,
Ky. Locals actively opposing tape pact
represent Hollywood cameramen, film
editors, scenic artists, makeup artists,
publicists, costumers, sound technicians,
film technicians and studio electrical
technicians.

BAKER CASE UNFOLDS
Solons split on party lines
in judging KTBC-TV time sale

Senate Rules Committee, investigat-
ing advertising bought on President
Johnson’s family owned KTBC-TV Aus-
tin, Tex., received new information on
controversy Friday (Jan. 31) from
manufacturer who used TV time as fa-
vor to insurance man who had sold
then-Senator Johnson $50,000 life pol-
icy (see page 72).

Talking to reporters after closed ses-
sion (testimony was to be released
Saturday), Albert Young said he re-
ceived telephone call in March 1957
from man who “claimed to be Mr.
Jenkins” and confirmed arrangements
for sale of TV time. Walter E. Jenkins,
then and now President’s personal aide,
has sworn he had no knowledge of any
arrangements for such transaction.

Committee members disagreed sharp-
ly along party lines whether Mr.
Young’s testimony supported Mr. Jen-
kins or that of Dan B. Reynolds of Sil-
ver Spring, Md. Senator Everett B. Jor-
dan, chairman, said session showed
there’s been “a lot of reckless talk about
the President’s part in all this.”

But Senators Carl T. Curtis (R-
Neb.) and Hugh Scott (R-Pa.) coun-
tered that Young testimony pointed up
conflicts between Messrs. Reynolds and
Jenkins. Senator Jordan said Friday
testimony showed “Mr. Jenkins was in
no way involved in the negotiations or
arrangements for the radio-TV adver-
tising. . . .”

Republicans criticized evaluation of
testimony at present stage of investiga-
tion and pushed for opportunity to
bring Mr. Jenkins before committee,

RCA enlarging plant

RCA Victor home instruments divi-
sion plans million-dollar expansion of
TV and phonograph cabinet plant at
Monticello, Ind.

Company plans to complete expan-
sion by end of summer and hire addi-
tional 300 persons, bringing work force
at plant to about 1,000.

BROADCASTING, February 3, 1964



AGTION
EQUALS
REAGTION

Ratings are sstimates only, subject lo defects and limita-~
tions of source materials and methods. Source malterisls
have not been approved or disapproved by the stption.

WFIL-TV and another station
telecast the colorful Mummers'
parade celebration which tradi-

tionally welcomes the New Year
in Philadelphia.

Both stations aired the event at
the same time. An ARB tele-
phone coincidental of over 3,600
calls credited WFIL-TV with 60%
more audience than the other
station, ratings as high as 26, and
audience shares ranging up to
62%. WFIL-TV audiences more

than doubied the competition’s in
some periods, and in fact were
greater than all other viewing
combined during the five daytime
hours of WFIL-TV coverage.

WFIL-TV coverage was com-
plete, imaginative, used creative
camera shots, was exclusively in
color, and was supported with
strong promotion.

Typical of the way WFIL-TV does
things in Philadelphia. Typical
audience reaction, too.

WFIL-TV

PHILADELPHIA, PENNSYLVANIA

Operated by Radio ahd Television Div./Triang!e Publications, Inc. /4100 City Line Avenue, Philadelphia, Pa.19131

WFIL-AM ¢ FM * TV, Philadelphia, Pa. / WNBF-AM ¢ FM » TV, Binghamton, N.Y. / WFBG-AM » FM ¢ TV, Altoona-Johnstown, Pa.

WNHC-AM * FM * TV, Hartford-New Haven, Conn. / WLYH-TV, Llancaster-Lebanon, Pa, / KFRE-AM ¢ FM + TV, Fresno, Col.

Triangle National

Sales

Offices: New York / Los Angeles / Baltimore






The Embassy of Liberia

His Excellency, S. Edward Peal,
Ambassador of Liberia to the United States,
his wife and children, at the Embassy . . .
another in the WTOP-TV series

on the Washington diplomatic scene.

Reépresented by TvAR

POST-NEWSWEEK
STATIONS - cwvision oF

THE WASHINGTON POST COMPANY

Photograph by Fred Maroon



Ever take the PULSE
of your HOOPER?

WILS did. We faund our PULSE to be re-
markably like our HOOPER. Both show
how well Lansing likes Radio WILS. ..
like this:

PULSE: May 1-21, 19463
6 AM-12 Noon WILS 12 Noon-7 PM

% %

AUDIENCE ESTIMATE

HQOPER: Jan.-Mar. 19483

7 AM-12 Noon WILS 12 Noon-6 PM

% %
3 R

SHARE OF RADIO AUDIENCE

Our PULSE audience composition showed
WILS hoving fram two to three times
the adult listeners in each meosured
time period fram 6 AM to 7 PM.

What earns this audience for WILS?

Ly

We breadcast
24 Hrs.-A-Day.

HRS.
We hove news
48 times o doy
. . . plus editariols
NEWSCASTS
We feoture aur
D.J. Persanalities,
They are liked.
GREAT D.J.'s

We go where the actian

__m is. We did 125 troiler
P remotes last year.
Why Lansing is your market

SALES MANAGEMENT Ranks us:
21st in Retail Sales per Household

{3rd in Metro Cities over 200,000)
94th in Population and Households

{always in the top 100)
Lansing is the state capital and the
home of Oldsmobile and Michigan
State University (more than 25,000
students).
For mare infarmation contact aur rep

(Venard, Torbet*& McConnell, inc.)

ar, write ta:

RADIO @D 1320

s

5,000 WATTS / 24 HOURS A DAY

A calendar of important meetings and
events in the field of communications.
= Indicates first or revised listing.

FEBRUARY

Feb. 3-5—Second annual Electronic
Marketing Conference of the Electronic
Sales-Marketing Association (ESMA),
Barbizon Plaza hotel, New York.

Feb. 4—Annual stockholders meeting
of Walt Disney Productions, to elect
board of directors and to take action
on other matters. Burbank, Calif,

sFeb. 4-5—Sixth annual Conference on
Advertising/Government Relations, co-
sponsored by Advertising Federation of
America and Advertising Association of
the West. Highlight will be a breakfast
session during which top industry offi-
cial will present advertising’s side to
congressmen. Speakers include FCC
Chairman E. William Henry; FTC
Chairman Paul Rand Dixon; Winston
Rankin of the Food and Drug Admin-
istration; Senators Philip A. Hart (D-
Mich.) and Maurine B. Neuberger (D-
Ore.), and Representative Walter E.
Rogers (D-Tex.). U. S. Chamber of
Commerce will be host Feb. 5-6 at
public affairs conference. Statler Hilton
hotel, Washington.

Feb. 5—Television Bureau of Advertis-
ing’s presentation—"Your Association:
Secret Society or Pipeline to the Pub-
lic?” breakfast meeting, 8 a.m., Cotil-
lion room, Sheraton-Park hotel, Wash-
ington, D, C. Invitations available on
request: TvB, One Rockefeller Plaza,
New York 20.

Feb. 5—Annual stockholders meeting
of Warner Brothers Pictures, to elect
three directors, to consider and vote on
restricted stock option incentive plan
and other business. Wilmington, Del

Feb. 5—Newsmaker luncheon, Interna-
tional Radio & Television Society. Na-
tional Association of Broadcasters Presi-
dent LeRoy Collins is speaker. Waldorf
Astoria, New York.

Feb. 5-6—Legislative dinner and mid-
winter convention of the Michigan As-
sociation of Broadcasters, Jack Tar
hotel, Lansing.

sFeb. 6—Luncheon meeting of Los
Angeles Advertising Women. William
B. Ross, partner in Baus and Ross Co.,
Los Angeles advertising agency, will
speak on “Political Potpourri,” relating
how his firm plans advertising, publicity
and public relations campaigns for ballot
issues and candidates for office. Chap-
man Park hotel, Los Angeles.

Feb. 6—Annual meeting of Wisconsin
Broadcasters Association. Speakers in-
clude Sol Taishoff, editor-publisher of
BRrOADCASTING magazine, and Al King

DATEBOOK

of the National Association of Broad-
casters. Coach House Inn, Milwaukee,

Feb. 6—Minnesota AP Broadcasters
Association meeting, Minneapolis.

Feb. 7—Public Utilities Commission of
Pennsylvania holds public hearing to
determine whether it has regulatory
jurisdiction over rates and charges made
by community antenna systems.

sFeb. 7-8—Sixteenth annual Radio-TV
News Short Course, co-sponsored by
Northwest Broadcast News Association
and University of Minnesota Schooi of
Journalism. Guest speaker will be Ed
Ryan of WTOP-AM-FM-Tv Washington,
president of Radio-TV News Directors
Association. Murphy Hall and Minne-
sota Press Club, Minneapolis.

sFeb. 8—Eastern Michigan UPI Broad-
casters, Kellogg Center, East Lansing.

Feb. 9-15—Advertising Recognition
Week. MacManus, John & Adams, De-
troit, has prepared material for distri-
bution to advertisers, agencies and me-
dia through Advertising Federation of
America in the East and Advertising
Association of the West in states west
of the Rockies.

Feb. 10—1964 Mike Awards Bangquet
of Broadcasters’ Foundation honoring
kDKa Pittsburgh, Hotel Pierre, New
York.

sFeb. 11—Annual joint luncheon of
Broadcasting Executives Club of New
England and Advertising Club of Great-
er Boston. Donald H. McGannon, presi-
dent of Group W (Westinghouse Broad-
casting Co.) and chairman of newly
organized Broadcast Ratings Council
Inc., will speak on “Broadcast Ratings
and Research: 1964.” 12 noon, Shera-
ton Plaza hotel, Boston.

Feb. 18—National General Corporation
stockholders meeting, 10 am., Fox-
Wilshire Theatre, Beverly Hills, Calif.

Feb. 20-21—Annual conference of the
State Broadcaster Association Presi-
dents, sponsored by National Associa-
tion of Broadcasters, Shoreham hotel,
Washington.

Feb. 20-22—Annual winter meeting of
Mutual Advertising Agency Network,
Royal Palms Inn, Phoenix, Ariz.

Feb. 21—Ad Forum '64 seminar spon-
sored by Houston Advertising Club.
Theme of the advertising event is “The
Creative Surge.” Speakers include Jack
Izard, advertising manager of the Chev-
rolet Motor division of General Motors
Corp.; Arthur H. Motley, president and
publisher of Parade magazine, and Ar-
thur Tatham, board chairman of Tath-
am-Laird Inc., Chicago. Shamrock Hil-
ton hotel, Houston.
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MAGILLA
GORILLA

HIGHEST
RATED

s
ON NEW YORK TV!

PREMIERE SHOW, WNEW.TV, THURSDAY, JANUARY 16, 7:00-7:30 P.M.
24.5 ARBITRON RATING - 21.8 NIELSEN RATING
SECOND SHOW, WNEW-TV, THURSDAY, JANUARY 23, 7:00-7:30 P.M.

24.3 ARBITRON RATING -22.9 NIELSEN RATING

TV critic Ben Gross of the New York Daily  the grownups and delight the youngsters.”
News said—"“...(7 PM) Brought to Channel The Magilla Gorilla Show is on the air 52
5 the new Hanna-Barbera animated cartoon ~ weeks a year in 150 cities advertising Ideal
‘Magilla Gorilla.’ The producers of ‘The  Toys exclusively! And, we’re adding more
Flintstones’ have another winner. It'll please ~ stations every day!

IT'S A WONDERFUL SHOW—IT'S

IDEAL TOY CORP., 200 FIFTH AVE., NEW YORK, N. Y.
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CAROL DETTMANN
61" “MISS TALL USA”

______ _OPEN MIKEZ ___
Rival philosopher

EptTor: 1 am sure that whoever re-
ported to you about the Georgia Radio-
Television Institute [BROADCASTING, Jan.
27] tried to give an accurate account of
a rather fast-paced discussion of some
pretty complex matters. However, 1
think that the story as printed may have
created a somewhat erroneous impres-
sion about my part in the proceedings.

Although 1 did say that it would be
difficult for anyone to disagree with
Ted Pierson’s ultimate goals of a higher
professionalism for broadcasters and
better and more meaningful research, I
am quite sure that those present must
have been a little surprised at your stat-
ing that I agreed in general with Ted’s
philosophy. He and I both made it
clear that we have had an amicable
running debate on these subjects for
nearly eight years, and I think if I were
suddenly to agree with him, he’d feel
he should reconsider his position. . . .

1 must certainly deny, of course, that
I implied in any way that my colleagues
and 1 should be thought of as a “devil
on Pennsylvania Avenue.”

I indicated that if the kind of pro-
fessionalism Ted was advocating ever
developed, this would have a substan-
tial impact on the policies of the FCC
and presumably the National Associa-
tion of Broadcasters. I certainly stated
that I didn’t expect any of these things
to happen in the very near future, but
don’t believe that even looking long-

| range 1 suggested the possibility that

the commission or the NAB would
“wither away.” In fact, I rather sus-
pect that such institutions have very
strong survival powers.—Kenneth A.
Cox, member, FCC, Washington.

{Commissioner Cox and Mr. Pierson, a
Washington communications lawyer, ap-
peared in a debate at the Georgia institute.)

Back to Barclay

EpiTor: With regard to Mr, Kenneth
Kurtz's letter which appeared in the
Jan. 13 issue, BROADCASTING was right.
One of the authers I have long collected
is John Barclay, author of the Argenis.
He was primarily a novelist and poet,
but I suppose as all men are, he was
also a philosopher.

I am, so to speak, working my way
up to collecting a true philosopher—
George Berkeley., — Carl Haverlin,
Northridge, Calif.

{Mr. Kurtz questioned a report that the
former Broadcast Music Inc. president had
a collection of Mr. Barclay's works, and

thought it should have been Mr. Berkeley,
pronounced ‘“‘Barclay.”)

They try harder

EpiTor: Here in Bowling Green, Ky.,
we operate an independent TV station.
I don’t know how many TV stations
around the country are operating with-

BROADBCASTING, February 3, 1964

Never before has a
tower reached more
than 1,751 feet into
the skies. Now, in the
fertile Red River Val-
ley, station KTHI tele-
casts from the world’s
tallest man-made
structure — 2,063 feet
above the ground, with
maximum power of
316,000 watts, serving
Fargo-Moorhead, and
Grand Forks — East
Grand Forks, with city
grade service. No other
station has city grade
service into both cities.

*The correct answer: 339
KATY HIGHS (in stocking
feet) would match the
height of the wortd’s tall-
est tower. The lovely Miss
Tall USA, Carol Dettmann,
is also our first “'Katy

A POLARIS STATION
Channel 11 « Maximum Power
Fargo, N. D.
Represented by
Blair Television Associates.
Regionally, Harry S. Hyett,
Minneapolis, Minn.
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Our daytime line-up is a real blockbuster.

In fact, the most popular daytime program
ever produced,As the World Turns,

attracts a larger audience than 36% of

all nighttime programs on the other networks.

We thought you'd get a bang out of this.
CBS Television Network ®

'

Based on Nielsen Television Index estimates subject to qualifications which the CBS
Television Network will supply on request. (NTI Average Audience, regular programs,
7am-6pm, Monday-Friday, and 6-11pm, seven nights, October 1963-January I, 1964)



sl

TV 10 IN ROANOKE, VA,

“sell

VIRGINIA®S NO.1 TV MARKET

THE KATZ AGENCY.in¢
Rabiord) Mrpresertatioe)

¥ Television Magazine

===""is not all
‘we offer...

epersonal attention

eeffective merchandising

evalue-plus rate plans

CALL ADVERTISING TIME SaLES. INC.
i

(== Now!

18 (OPEN MIKE)

out any network affiliation. There
should be a goodly number. It has oc-
curred to me that most all of these sta-
tions must have pretty much the same
problems we have. . . .

The fact that we have to program
and sell our stations from our own
studios with live shows, with syndicated
programs and with feature films doesn’t
necessarily make us better TV operators
than stations that are programed by
pushing a button and getting a show
from New York or from Hollywood.
But it does make us work harder to do
a competent job. It does make us delve
deeper into the likes and dislikes of our
own communities than a network sta-
tion that has between 70-80% of its
programing decided for it. . . .

I think that an exchange of ideas be-
tween us independents—and possibly
even the discussion of some sort of
joint campaign to tell the no-network
affiliation story to people who control
the advertising dollars—must prove
beneficial to all of us.

Maybe there are other TV station
executives who feel as we do. If there
are, we could arrange an informal meet-
ing in Chicago at the NAB convention,
maybe on Sunday before things get
going.—Cy Newman, sales manager,
wLTV(TVY) Bowling Green, Ky.

(There are 35 independent TV stations in
the U. 8.)

Different opinion

Epitor: I'd like to straighten the rec-
ord relative to the item ‘Stalled”
(Crosen Circuir, Jan. 27).

There has, in fact, been considerable
pressure from the Republican party for
the legislation which would permit TV
debates between the presidential candi-
dates next fall.

At its most recent meeting the Re-
publican National Committee unani-
mously passed a resolution to this effect,
and Chairman Miller has urged TV de-
bates . . . pointing out that President
Johnson was a prime mover in launch-
ing the Kennedy-Nixon debates.

It really does not require pressure to
get the legislation in question enacted.
All the President has to do is raise his
little finger.—W. B. Sprague Ir., direc-
tor of public relations, Republican Na-
tional Commiittee, Washington.

(The item *'Stalled” noted that "no current
?ohtical pressure from any political quar-

er” was the reason for lack of rapid action
on waiver of Section 315 for equal time
exemnption.)

Reprint approved

Epitor: May we have permission to
reprint copies of the Monday Memo by
Orville Rennie (BROADCASTING, Jan. 6).
We will, of course, show credit to
you on these reprints—Wayne A.
Welch, executive vice president, Ball &
Davidson Inc., Denver.
(Permission granted.)
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At night we’re really lowering the boom.
Just to fill you in: of the 40 programs
reaching 10 million or more homes,

we have 21. While the second network
has ten and the third network nine,

we have more than both combined...
and it doesn’t hurt a bit.

CBS Television Network®

Based on Nielsen Television Index estimates subject to qualifications
which the CBS Television Network will supply on request. (NTI Average Audi-
ence. regular programs, 6-11pm, seven nights, October 1963-January I, 1964)



MON DAY MEMO from Biil Taylor, The Morgan Co., Van Nuys, Calif.

Gear the rates to the schedule

Breathes there a station manager to-
day who hasn’t said to a retail prospect,
“Sure, we can work out a Thursday-
Friday schedule, but you’ll get better
results with a seven-day-a-week sched-
ule”?

During my station days I was as
guilty as most in making such state-
ments. Partly because I believed it to
be true, partly because one cannot oper-
ate a radio station profitably without
selling Sunday, Monday and Tuesday
time as well as the Wednesday through
Friday or Saturday schedules. But four
years of guiding sizable retail budgets
has made me face up to one unalterable
fact: Listenership may be as great on
Monday as it is on Thursday, but con-
sumer action is not as probable Monday
as later in the week,

Not many broadcasters will admit to
this truism. But the retailer, whether
he runs a giant chain or a small Iocal
furniture store, knows from experience
that shopping habits are not likely to
change.

Why Fight It? » The retailer finds
very little value in first-of-the-week time,
yet can well use end-of-the-week time.
Why not admit that he’s right and ac-
tively sell him end-of-the-week pack-
ages—design some especially for him!

“That’s all very well,” says the broad-
caster, “but a station can’t survive on
end-of-the-week business . . . we'd go
broke if we didn’t sell our first-of-the-
week time, too!”

There is a way to make it practical
for the retailer to concentrate his sched-
ules at the end-of-the-week, and at the
same time sell first-of-the-week time:
graduated rates; discounting station time
not by frequency alone, but also by day
of broadcast.

To a retailer, end-of-week time is
premium time. He would prefer paying
more for it and not having to buy first-
of-week time. On the other hand, many
national accounts who are after pure
circulation might very well be delighted
to pay less and concentrate their sched-
ules in the first-of-the-week. Those wish-
ing seven-day-a-week schedules would
average out at the median rate.

Premium Rates » Under such a sys-
tem a station whose end rate is cur-
rently $10 might set a rate of $12.50
for end-of-the-week spots, a discount of
20% for Wednesday spots ($10), a
discount of 40% for Sunday-through-
Tuesday spots ($7.50). Chances are,
the average rate-per-spot would remain
the same as the current average.

Probably no one problem annoys to-
day’s buyer for retail accounts more

20

than the packages that must be ap-
portioned throughout the week. On
many high-rated metropolitan stations
it is next to impossible for a retailer
to buy end-of-the-week time; whatever
package he chooses must be spread
equally among all the days of the week,
forcing him to buy unwanted first-of-
the-week spots or pay a prohibitive
nonpackage rate. The system we are
discussing here would allow him to buy
end-of-week packages and at the same
time, through the discount system,
would give other advertisers incentive to
buy first-of-the-week time.

Five Rights = One of our clients,
McMahan’s Furniture Stores (a West
Coast group of 116 furniture stores),
quite often uses radio as a primary
medium—and does so with conspicuous
success. Recently we had a rare op-
portunity to prove the hard sell of end-
of-the-week radio. I term the oppor-
tunity “rare” because seldom does one
find the happy combination of the right
product at the right price, the right
copy, the right medium, and the right
time—all within the same promotion.
But this promotion offered all five.

McMahan'’s had made a special pur-
chase of odd-size broadloom rugs, for
some reason a good product for October
in the West. They bought so well that
they were able to feature 9 by 12 broad-
loom rugs for as little as $22, (the only
price fact mentioned in the copy) which,
combined with McMahan’s “no money
down” policy, gave us a strong copy
approach. We chose radio because the
promotion was a fairly tangible one,
McMahan’s “Broadloom Rug Riot,” and
we used the medium in such a way
that almost anyone listening to radio
at any time during a three-day period
had to hear our spot.

Finally, of course, we bought end-
of-the-week time. Using one-minute an-
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nouncements between 6 a.m. and 7
p.m., we bought a three-day sched-
ule of 36 spots Wednesday, 48 spots
Thursday and 36 spots Friday. In most
instances we placed this schedule on
every station in a market.

Worth An Encore » Needless to say,
McMahan’s “Broadloom Rug Riot”
turned out to be one of the most success-
ful promotions in their 44-year history.
So successful that we put together the
same package three months later (re-
ferring to it in our copy as “. . . a
repeat of one of our most successful
sales”), also with excellent results. Al-
though we also used newspapers in some
of the markets we are reasonably cer-
tain that radio pulled the majority of
the customers; in some instances shop-
pers were waiting outside the store when
the manager opened Thursday morning
—six hours before any newspaper ads
had reached the street!

The key to the success of McMahan's
“Broadloom Rug Riot” was to a great
degree proper use of the medium. It is
unlikely that these promotions would
have been even half as successful had
we used Sunday, Monday and Tuesday
as our days of broadcast.

The retailer is not inclined to fight
shopping patterns. He will not waste
money chasing out-of-season shoppers.
If April is a bad furniture month you
can pretty well bet that no amount of
advertising will bring in enough cus-
tomers to pay for such advertising at an
economical ratio of cost to sales. To-

_day’s retailer is no more likely to spend

his money to pioneer first-of-the-week
shopping. The newspapers don’t sell him
Monday pages, why should broad-
casters? Do I hear a small voice from
the balcony ask if I'll put my money
where my mouth is and pay a premium
rate for end-of-the-week time? Just a
moment, I'll dust off my dart board.

ST N e

vice president of The Morgan Co. Van

Nuys, Calif. {Los Angeles area), advertising

agency. Prior to his affiliation with The
il Morgan Co., four .years ago, Mr. Taylor
o was an account executive and director of
radio for McCann-Erickson in San Juan,
P. R; a television commercial production
supervisor for Foote, Cone & Belding,
Hollywood, and at various times manager
of four small and medium market radio

L]
i
i Bill Taylor is a principal and executive
!
;

stations.
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From Egypt, Caesar went to Syria and Pontus, and in quick order, routed Pharnaces Il, sending back h
now famous message. Balaban Stations haven't taken to wearing the victor's laurel wreath around the
brows, but it's.a fact Balaban advertisers are conquering their markets. Balaban directs their message
like Caesar's, straight to the point . . . the selling point. Balaban programming, stimulating personalities an
get-up-and-go appeal gets listeners and keeps listeners — keeps ‘em listening and keeps 'em buying! Lt
the Balaban Stations carry your message, straight to the buyer. Balaban Stations — couriers par excellencs

THE BALABAN STATIONS in tempo with the times « John F. Box, Jr,, Managing Direct
WIL-ST, LOUIS KBOX-DALLAS

Cold Nationalbibw Rohart F Eactman & Ca_ne.
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WILL TOBACCO FIRMS QUIT SPORTS?

M Other major cigarette producers fail to follow American lead
M ‘What’s relationship between sports and youth appeal?’ one asks
® But endorsements by athletes may be abandoned, check indicates

The first major break in cigarette ad-
vertising practices since the govern-
ment's Jan. 11 report on smoking and
health developed last week, but first
fears that it would provoke a stampede
appeared to have been averted,

The American Tobacco Co., second
biggest of tobacco’s Big Six companies,
revealed plans to abandon sponsorship
of television and radio coverage of
sports events. Instead of following
suit, however, as happened in some pre-
report changes and as some observers
had thought likely in this case, Ameri-
can’s leading competitors signified they
would hold a watch-and-wait attitude,
at least for the time being.

Queried in the wake of American’s
decision to foresake sports, other ma-
jor cigarette companies insisted that
their planning must take into consid-
eration proposals not yet adopted by
the Federal Trade Commission and the
course of developments in Congress, as
well as changes just adopted in the tele-
vision code and indications that similar
changes might follow soon in the radio
code of the National Association of

Broadcasters (see story below).

Puzzling Move = American Tobac-
co’s move appeared to baffle some of
its competitors.

“I can’t understand the motive,” one
said. “I can’t see any relationship be-
tween sponsoring sports events on tele-
vision and radio, and appealing to the
youth of America. There are a lot of
adults who watch baseball and football
games. There are a lot of youngsters
watching situation comedies and west-
erns that are sponsored by cigarette
companies.”

There were several reports that ciga-
rette companies had instructed their
agencies to revise the copy appeal of
commercials so that they could not be
interpreted as aiming for the youth au-
dience. Advertisers and agencies would
not confirm the reports, but many
claimed their appeal never has been to
the teen-age andience.

“None of the medels we use is under
23,” one tobacco company executive
asserted. “And by the way, who's going
to tell us whether teen-agers are influ-
enced more by one type of commercial

than another?”

There were, however, strong indica-
tions that sports personalities would be
bypassed in the future as performers in
TV and radio commercials. Most ciga-
rette companies reached by BROADCAST-
ING claimed they had used sports fig-
ures only occasionally or rarely, and,
though they would not disclose specific
plans, they hinted that leading baseball
and football stars would go into eclipse
on the commercial scene.

American Stands Alone = But there
were no signs that tobacco companies
would follow American’s lead by adopt-
ing a policy of not sponsoring sport
events. Television networks reported
they were making presentations to to-
bacco companies, as well as other cli-
ents, for baseball and football coverage,
and said their efforts have not been dis-
couraged. Leading station representa-
tives said that advertising agencies have
not notified them to “soft-pedal” any
sport telecasts on which they may have
time in local markets.

At about the same time that Amer-
ican’s decision was revealed, wmca

At the NAB: moves to curb youth appeal in cigarette ads

Code restrictions on cigarette ad-
vertising were among the most dis-
cussed problems taken up by the
radio and television boards of the
National Association of Broadcasters
in Sarasota last week.

As had been predicted, the tele-
vision board adopted unanimously
code amendments proposed by the
TV code board (BROADCASTING, Jan.
27). Applied to sections IV and IX
of the television code they stated:

“Section IV: Care should be exer-
cised so that cigarette smoking will
not be depicted in a manner to im-
press the youth of our country as a
desirable habit, worthy of imitation.

“Section IX: The advertising of
cigarettes should not be presented in
a manner to convey the impression
that cigarette smoking promotes
health or is important to personal
development of the youth of our
country.”
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The board said that it would con-
sider further changes if new federal
regulations or actions of the Federal
Trade Commission indicate such
changes are necessary.

The NAB radio board issued two
statements indicating its concern
over the cigarette question, but made
no amendments to the radio code
pending further study. The radio
code board has not had a chance to
meet since the U. S. surgeon gener-
al’s report labeling cigarette smoking
as a principal cause of lung cancer
and other diseases (BROADCASTING,
Jan. 13),

The radio board statement fol-
lowed closely the wording of the TV
board amendment. It said that: “It
is the feeling of the board that ciga-
rette smoking should not be pro-
jected in such a manner as to indi-
cate to the youth of our nation that
cigarette smoking contributes to the

health and development of youth or
is a habit worthy of imitation, The
radio code review board is directed
to develop at the earliest practicable
time specific code provisions to carry
forward this purpose and interest.”

Explaining its failure to adopt
code amendments at this meeting the
radio board pointed out that the
present situation is highly fluid with
the FTC proposing restrictions and
the tobacco industry acting inde-
pendently. “For these reasons,” the
statement contihued, “we are not
prepared at this time to propose
formal amendments to the radio
code. In the absence of specific code
guidelines, we urge not only code
subscribers but all licensees to scruti-
nize carefully all cigarette advertising
copy to determine, in the licensees
best judgement, whether or not its
broadcast on the station is in the
public interest.”
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WILL TOBACCO FIRMS QUIT SPORTS? continued

New York, a leading radio station, an-
nounced that it would stop carrying
cigarette advertising in a four-hour
nighttime block aimed specifically at
teen-agers. Other smaller stations across
the country announced varying and
similar plans (see story, page 25).

American Tobacco’s decision to drop
its sponsorship of sports contests on
radio and TV when its current con-
tracts expire was confirmed last
disclosed that American Tobacco would
not be co-sponsor of the Los Angeles
Wednesday by Robert K. Heimann, vice
president and assistant to the president
of the company. Earlier it had been
Dodgers radio broadcasts this season.

“As a result of the smoking and
health controversy,” Mr. Heimann
said, “we want to avoid any appear-
ance of appealing to young people.
We've always considered smoking an
adult custom. And we intend to put
our money where our mouth is.”

American Tobacco would not reveal
when its sports program commitments
would expire, or the amount of money
it has spent in the past on such broad-
casts.

No Comment = Other tobacco com-
panies declined to criticize or commend
American’s action. Though they were
guarded in their replies as to their
course in the sports program area in
the future, one official made this ob-
servation:

“We can’t see how teen-agers can be
segregated, insofar as television and ra-
dio are concerned. We know that our
audiences for sports games are over-
whelmingly adult. Compared to the
audiences for popular, prime-time
shows, the teen-ager audience for sports
is relatively limited. We have felt that
sports programs give us the prime tar-
get we want—the adult male in a cli-
mate that we consider highly respon-
sive. As of now, we are considering
sports packages, and there are other fac-
tors to evaluate, of course. Price is im-
portant. And those astronomical rights

fees the networks are paying are going
to raise costs to sponsors (see story
page 26). When the time is ripe, we
will make our decision after weighing
all considerations.”

Cigarette companies comprise signifi-
cant radio and television advertisers. In
the last year for which complete figures

Robert K. Heimann, vice president
and assistant to the president of
American Tobacco Co. said, in an-
nouncing their plan to cance!l all
sports programs sponsorships, “we
want to avoid any appearance of ap-
pealing to young people.”

are available, the six major tobacco
companies spent approximately $132
million in° television and an estimated
$19 million in radio.

Though a breakdown as to the in-
vestments by cigarette manufacturers in
sports programs was not available, one
authority estimated it to be in the vicin-
ity of $30 million.

American Tobacco in the past had
sponsored the baseball games of the
Los Angeles Dodgers, San Francisco
Giants, the Houston Colts, the Boston
Red Sox, the St. Louis Cardinals, the
Detroit Tigers, several golf events and

NBC-TV’s new half-hour series
That Was The Week That Was has
hardened its image as a topical satire
with a spoof on cigarette hazards—
presented Jan. 24 despite the fact
that one of the show’s regular spon-
sors is the Brown and Williamson
Tobacco Co. .

The network reached an under-
standing with B&W, Louisville, Ky.,
whereby the firm’s scheduled min-
ute commercial was deleted and

TW3 shows its teeth—and bites B&W’s hand

another regular sponsor, Clairol,
New York, took the entire two min-
utes. B&W had tentatively agreed
to double up on a later telecast of
the live show. The third regular
sponsor on the show is Speidel Co.,
Providence, R. I. Agencies repre-
senting the sponsors are; B&W, Post,
Morr & Gardner, Chicago; Clairol,
McCann-Marschalk, New York;
Speidel, Foote, Cone & Belding,
New York. S
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the Liberty Bowl football game on
NBC-TV.

Other Tobacco Sponsors = The
Brown & Williamson Tobacco Corp. last
year sponsored radio-TV coverage of
games of the New York Mets, the
Cincinnati Reds and Los Angeles
Dodgers and various football bowl
games.

Liggett & Myers Tobacco Co. was a
sponsor on NBC-TV’s Pro Bowl Game
last month, and, up to a few years ago,
was highly active in underwriting ma-
jor league baseball games in several
cities.

R. J. Reynolds Tobacco Co. invested
last year in the baseball games of the
New York Yankees, Chicago White
Sox, Chicago Cubs, Washington Sena-
tors, Philadelphia Phillies, Minnesota
Twins, Milwaukee Braves and Kansas
City Athletics.

Last year Philip Morris was a par-
ticipating sponsor on CBS-TV’s Base-
ball Game of the Week and the Na-
tional Football League.

The P. Lorillard Co. was a sponsor
last season of ABC-TV’s American
Football League, Wide Wide World of
Sports and Winter Olympics.

Tough Time = It was apparent from
background talks with advertising ex-
ecutives at the major tobacco compa-
nies that the past few weeks have been
trying ones and the next few weeks
will be equally nerve-wracking.

“You've got to realize that even we
do not know what the ground rules
are,” one official complained. “What
can we expect from the FTC? What
can we expect from the NAB? And
what’s going to happen in Congress
next month when we hear there will
be a discussion on legislation pertaining
to the tobacco industry? We just have
to go along very cautiously until we
know what we can and what we can’t
do.”

Station reps reached last week ex-
pressed the belief that tobacco com-
panies would not follow American To-
bacco’s move. They agreed that some
stations “could be hurt” by a cancella-
tion of local sports sponsorship by ciga-
rette advertisers, but said they do not
anticipate such action.

Network officials indicated the action
of tobacco companies would have scant
effect on their business. They said foot-
ball is the lucrative sport and voiced the
belief that it could attract other adver-
tisers if tobacco companies decided to
relinquish their sponsorships. ’

Information is part
of job, says Terry

Common interest in cooperation and
federally sponsored research last week
characterized the first legislative hear-
ing on cigarettes since the release of
an advisory report to the surgeon gen-
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eral that firmly linked smoking to can-
cer and other illness (BROADCASTING,
Jan. 13).

Dr. Luther L. Terry, the surgeon
general, told the House Tobacco Sub-
committee that informing the American
people about health hazards in smoking
is part of the Public Health Service's
job. Primary efforts will be directed at
young people to motivate them to avoid
the smoking habit, he said.

“But this is not enough,” Dr. Terry
continued. And he outlined three areas
where research is needed: “the relation-
ship of smoking to certain diseases as
well as to overall mortality,” why
people start smoking and how to make
smoking safer.

George V. Allen, president of the
Tobacco Institute Inc., urged adoption
of HJ Res 885, a measure to authorize
$5 million in federal funds for the
construction of a tobacco research
laboratory in an area where tobacco is
grown and processed.

A Senate subcommittee has sched-
uled a hearing for Tuesday (Feb. 4)
to examine the effects of pesticide
residues on tobacco,

Senator Maurine B. Neuberger (D-
Ore.), who is leading a campaign
against smoking, endorsed the research
laboratory proposal by introducing a
companion bill, SJ Res 151.

On Monday (Jan. 27), Senator Gay-
lord Nelson (D-Wis.) proposed a five-
cent a package hike in federal cigarette
taxes to finance 2 10-year, $10 billion
attack on poverty. When governor of
Wisconsin, Mr. Nelson won a one-cent
increase in cigarette taxes to finance a
$50 miilion state conservation program,

Some radio stations
ban cigarette ads

While the National Association of
Broadcasters last week was engaged in
judging its role in adjusting to the shock
waves emanating from the surgeon gen-
eral's report on smoking and health
(see page 23), individual radio stations
across the nation were casting cold eyes
on what they consider their responsi-
bilities in cigarette advertising.

Through last week, radio outlets in
markets of varying sizes had enacted
bans of one sort or another on commer-
cials pushing cigarettes. Some of the
stations and their policies:

= Wmca New York. The station’s
president, R. Peter Straus, announced
last week that effective last Friday
(Jan. 31) no cigarette advertising would
be scheduled during WMCA's B. Mitchel
Reed Show, a four-hour Monday
through Saturday program. Running
from 7 to 11 p.m., the show is geared
to a teen-age audience—the determin-
ing factor, according to Mr. Straus, in
the station’s decision to scratch the ads.
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Agency elder statesman blasts tobacco appeal

Cigarette manufacturers and ad-

§ vertising agencies last week were

roundly criticized by John Orr

Young, a founder of Young & Rubi-

cam, for the heavy emphasis on ap-

| peals to young people in cigarette
advertising.

In his monthly newsletter, Better

| Advertising, Mr. Young said the
prospect of government intervention
in cigarette advertising because of
the surgeon general’s recent report
on the probable harmful effects of
cigarette smoking was brought about
by the tobacco and advertising in-
dustries through their indiscriminate
use of advertising.

Mr. Young said that although the
Tobacco Institute last year “seemed
ready to reform” the content of
cigarette commercials, in practice,
the $109 million he said was spent

§ last year on TV cigarette commer-

{ cials and twice that on other media
advertising, seldom emphasized that
smoking was an adult custom.

Instead, he said, an agency knows
it has to build sales volume for its
client and- invariably chooses to do
so by appealing to the young, even
though “50% of their TV audiences
are bored stiff or resent the strong

WMcA will continue to accept pipe
tobacco and cigar advertising in all
time slots, he said. Mr. Straus noted
that at least six brands of cigarettes
have been advertised on the Reed show
in the past, but he declined to com:-
ment on how much revenue would be
lost by the station.

s Kwun Concord, Calif. This AM
in a suburb of Oakland has refused to
accept any cigarette advertising, though
it claims these accounts have been “one
of [its] top three sources of national
advertising revenue. . . .” KwuN says
its firm stand has prompted a prolifera-
tion of congratulatory letters. Said
Victor Ives, vice president of the sta-
tion: “I am hoping that suburban and
small market stations will lead the way,
taking some decisive action while the
networks are still studying the matter.”

= WMHE(FM) Toledo, Ohio. Be-
cause of the health hazards implicit in
smoking and the appeal of advertising
to young people, W. A. Hillebrand,
owner of the station, said, “WMHE will
ne longer accept advertising for tobacco
or tobacco products of any kind.”

= WaAvA-AM-FM Arlington, Va. Ar-
thur W. Arundel, owner of the stations,
reaffirmed a policy of refusing all
cigarette advertising. The stations have
also run a series of pseudo-spots for a
fictional product called “Big Deal Ciga-

Mr. Young

appeal to youth."

Such campaigns, Mr. Young said,
have brought about bigger sales. But
they also have created serious health
problems and now, the prospect of
government intervention. Mr. Young
said that a number of cigarette com-
panies and advertising agencies have
“had it coming to them” and that
advertising reform in the national
interest “is past due.”

rettes.” The parodies of conventional
cigarette advertising ridicule the impli-
cation that smoking is in some way a
glamourous pasttime.

Venard compares beer
and cigarette ads

Stations should use discretion in their
placement of beer commercials or they
may find themselves in the position of
having placed ammunition in the hands
of the opponents of such advertising.

This is the warning contained in a
bulletin distributed last week by Lloyd
George Venard—president of the New
York station representation firm of
Venard, Torbet & McConnell—to the
stations under contract with his firm.

Mr. Venard drew a parallel between
cigarette and beer advertising, noting
that critics of the former often cen-
tered their opposition on the appeal of
the ads to youth. Many stations, he
said, allow beer commercials in teen-
age time, for instance during rock ‘n’
roll programs. “Sometime, somewhere,”
said Mr. Venard, “those opposed to
beer advertising will seize upon this as
a cause for investigation of broadcast
beer commercials. . . .” He suggested
that the stations place beer ads away
from peak teen-age listening hours.
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Wanted: a way to find $28,200,001

CBS-TV BEATS THE BUSHES TO MAKE A BUCK ON FOOTBALL DEAL

How does one arrange to recoup—
and, hopefully, make a profit on—a
$28.2 million investment in a_sports
package that is by all odds, year for
year, the most expensive in television
history?

That question engaged the earnest
attention of CBS-TV network officials
last week as they contemplated their
acquisition of rights to regular-season
National Football League games for
1964 and 1965 (BROADCASTING, Jan.
27). To break even they need to get
back $14.1 million a year, and the net-
work’s sports programers, salesmen and
station relations men were combining
forces to equal or better that accom-
plishment.

The way they worked it out, the net-
work conceivably could gross more than
its entire $28.2 million commitment in
one year but more likely, owing to
price structure, would gross somewhat
less even at complete sellout—probably
around $25 or $26 million for one year.

Each group was offering some sig-
nificant departures from last year’s
practices: :

= Salesmen were offering 18 com-
mercial minutes for sale per game at
$65,000 a minute for sponsors adver-
tising one product, and $75,000 for
those offering two or more. On two-
year firm contracts these would scale
down to $62,500 and $70,000 a minute,
Ten of the 18 minutes would be for
national exposure, eight for regional.
Last year there were 16 commercial
minutes, the price was estimated at
about $45,000 and an advertiser's rate
did not vary according to number of

products offered.

® The programers planned to offer
doubleheaders on about five of the 18
dates, mostly Sunday afternoons, ex-
pected to make up the season. (The
18 minutes in the second game of each
doubleheader have been offered to last
year’s national sponsors, Ford and
Marlboro, at a lower rate—$50,000 a
minute.) Officials said the NFL sched-
ule, not yet drawn up, would determine
exactly how many doubltheaders are
feasible, but that this innovation prob-
ably would not start until after the end
of daylight saving time in late October,
to avoid conflict with nighttime pro-
graming. They pointed out that the
three-hour East-West time differential
makes it possible to follow a game
played in the East with one played in
the West.

» Station relations men had the job
of selling another innovation—no com-
pensation to be paid to affiliates for
carrying the games. To at least partial-
ly offset their loss, stations were offered
longer station breaks for local sale—
one 70-second break and three 42’s in
each game, as against one 70 and three
30’s last season. In the second game of
doubleheaders they will receive com-
pensation for two hours of Class C time,
plus a 70-second break between games
and three 42’s in the second game.

Based on estimates that CBS-TV paid
about $300,000 in station compensa-
tion on National Football League games
last year, the network’s saving on com-
pensation represents no more than a
fractional factor in the total $28.2 mil-
lion package price.

Commercials in production...

Listings include new commercials be-
ing made for national or large regional
radio or television campaigns. Appear-
ing in sequence are names of advertiser,
product, number, length and type of
commercials, production manager, agen-
cy with its account executive and pro-
duction manager.

Pams of Dallas, 4141 Office Parkway, Dallas 4.

Tonka Toys, Mound, Minn.; one 60, one 58
for radio, -jingle. Bob Farrar, production man-
ager. Agency: Kerker, Peterson Inc., Minneapolis.
Paul LeMay, account executive and agency
producer.

Great American of Dallas (insurance); twelve

60’s for radio. Bob Farrar, production manager. -

Agency: Norsworthy-Mercer Inc., Dallas. Tom
Norsworthy, account executive. Jack Harwood,
agency producer.

Pepper Sourd Studios Inc., 51 South Florence,

Memphis 4.,

Blossman Hydratane Co., New Orleans (LP
gas); one 60 for radio, jingle. Hub Atwood, pro-
duction manager. Agency: Robert Kottwitz Ad-
vertising, New Orleans. William R. McHugh, ac-
count executive. .

Laredo Packing Co., Laredo, Tex. (meats); one
60 for radio, jingle. Joe D'Gerolamo, production
manager. Placed direct.

Richardson & Holland Inc., Seattle (confec-
tioneries); one 60 for radio, jingle. Ernie Bern-
hardt, production manager. Agency: David Stern
Advertising. David Stern, account executive.

Pomona Central Business, Pomona, Calif.; one
60 for radio, jingle. Ronnie Tutt, production
manager. Placed direct.

Washington Wholesale Inc., Seattle (88-cent
store); one 60 for radio, jingle. Bud Smalley,
production manager. Placed direct.

Loveman Department Store, Birmingham, Ala.;
one 60 for radio, jingle. Larry Muhoberac, pro-
duction manager. Placed direct.
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Some affiliates, however, were con-
cerned about the loss of station pay-
ments—which at $300,000 for a 195-
station line-up would average about
$1,500 a station—and at least a few
said they planned to protest.

At least a few others were reported
to have computed their prospects and
concluded that, because of the extra
time available for local sale, they stand
to make a little more money in 1964
than in 1963.

No Comment * Tom Murphy of
Capital Cities Broadcasting, chairman
of the board of the CBS-TV Affiliates
Association, declined to comment when
asked whether the board planned to
protest.

He did say that he planned to wire
all affiliates last Friday (Jan. 31) deny-
ing reports, published last week, that
the board had approved the no-com-
pensation plan even before CBS-TV
entered its bid for NFL rights.

He said the board had stressed the
importance of CBS-TV’s getting the
NFL rights for the next year, but had
not discussed the compensation ques-
tion with the network. That, he said,
is not a matter for the board, but for
negotiation between the network and
stations individually.

Network sources meanwhile seemed
to anticipate no serious clearance prob-
lems. They said many stations had con-
tacted them in advance of the NFL
bidding to stress the need to get the
rights, and that some even offered to
underwrite part of the bid price if
necessary.

A “Special Situation” » Other sources
felt that although many stations would
protest vigorously if a no-compensation
policy were instituted on other pro-
graming, they probably would tend to
look on the NFL games as a “special
situation” because the rights hinged on
closed bidding, not an auction or nego-
tiation.

Another problem concerning affiliates
in NFL cities was the practically
doubled amount of time they will have
to fill with local programing when
doubleheaders are scheduled by the net-
work and their markets are blacked out
because NFL teams are playing within
the 75-mile limit.

Others, however, felt this problem
probably could be solved—and profit-
ably-——by offering local spots in pack-
ages that would include both:

» The NFL games whenever the
games are carried locally.

= Movies or other local programing
on those dates when the games are
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blacked out.

CBS-TV salesmen appeared confident
that the games would be fully spon-
sored and turn a profit, but among their
competitors there were widely differing
opinions. One non-CBS estimator
thought CBS would net less than $1
million a year and might easily take
a loss, while another gave it a good
chance to net $5 or $6 million.

Authorities said several orders al-
ready had been received by late last
week but had not been accepted pend-
ing word from Ford and Marlboro, who
were given first refusals for 1964, Their
decisions were tentatively expected by
the middle of this week. Last year
there were 10 regional sponsors in addi-
tion to the two national buyers (BROAD-
CASTING, Aug. 19, 1963).

In addition to the games, CBS-TV
plans to present a 15-minute pre-game
show each week, plus a post-game
roundup ending at the first quarter-
hour after the final gun. On the double-
header days there will be the usual
pre-game feature before the first game,
but the pickup will switch to the second
game at the conclusion of the first,
without an intervening warmup pro-
gram before the second.

What effect, if any, the CBS no-
compensation plan would have on
NBC’s handling of the American Foot-
ball League games starting in 1965, or
on ABC’s handling of the AFL games
next fall, remained to be seen. It was
reported authoritatively that NBC had
been considering offering compensation
on the basis of one hour for each
game but now plans to review its think-
ing in light of the CBS move.

ABC-TV has been paying its affil-
iates on the basis of two hours of Class
C time for each AFL game.

For CBS, elimination of compensa-
tion represents the final step in a process
that was already underway. In 1961
CBS-TV. paid stations for two hours
per game. In 1962 and again in 1963,
this was reduced to one hour per game,
not only on the NFL contests but also
on those of the National Collegiate
Athletic Association. The NCAA games
will be on NBC-TV next year.

Business briefly ...

Humble Qil and Refining Co., through
McCann-Erickson, New York, has pur-
chased sponsorship in Changing Matil-
da: the New Australia, a one-hour col-
or special to be broadcast March 31
(10-11 p.m. EST) over NBC-TV.

B. 7. Babbitt Inc., New York, through
Geyer, Morey, Ballard, that city, has
purchased a 39-week schedule on ABC
Radio—a plan that calls for six com-
mercials weekly on approximately 350
stations. Babbitt, in its campaign for
Bab-O cleanser, Hep oven cleaner and
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Cameo copper cleaner, has also pur-
chased a heavy spot radio schedule in
30 markets.

S. C. Johnson & Sons, Racine, Wis.,
through Benton & Bowles, New York,
has purchased sponsorship in 12 night-
time shows on NBC-TV—an order
spanning the first six months of this
year. The shows are: The Bill Dana
Show, Monday Night at the Movies,
Sing Along with Mitch, Mr. Novak,

The Richard Boone Show, Espionage,
Eleventh Hour, Temple Houston, Inter-
national Showtime, The Lieutenant,
The Joey Bishop Show and Saturday
Night at the Movies.

The Kirsch Co., Sturgis, Mich., through
McManus, John & Adams, Detroit, has
purchased sponsorship in two daytime
programs on NBC-TV, Loretta Young
Theater and Concentration. The eight-
week order starts March 8.

How many in advertising’s audience?
GERHOLD WANTS THAT MEASURED, NOT MEDIUM'S SIZE

Paul E. J. Gerhold, director of re-
search at J. Walter Thompson Co., last
week offered suggestions for evaluation
of audience measurement techniques
which would place a new emphasis on
“audience for advertising rather than
audience for the medium” and on cal-
culation of future audiences.

Mr. Gerhold is chairman of the com-
mittee on improving the measurement
of advertising media of the Advertising
Research Foundation.

In addressing the annual ARF meet-
ing in New York last week, he pre-
sented six proposals described as
“tentative conclusions” of the commit-
tee which he heads.

Among them was the suggestion that
stress be placed on improved counts of
people, rather than of copies or tuned
receivers.

Probability measurements of media
and advertising exposure were also ad-
vised by the committee “to replace
numbers on single issue, average issue,
or cumulative issue or broadcast per-
formance. Advertising media measure-
ments are important, not as historical
records, but only as they provide a use-

JWT's Gerhold
Count noses, not sets

ful foundation for estimating future
performance.” Such probability data,
it was noted, would provide ways of
calculating total circulation and inter-
media duplication, often held impos-
sible or of doubtful value with existing
measurement tools.

The Individual = The six-point pro-
posal of the measurement committee
also encourages direct measurement of
individual’s importance in marketing of
particular products in addition to usual
demographic breaks,

Still another proposal is measurement
of the effect of time lapses between ad-
vertising exposure and consumer re-
sponse, and calculation of the frequency
of advertising contacts. “In too many
ways, time is now a forgotten dimen-
sion in advertising evaluation,” accord-
ing to the committee’s report.

Mr. Gerhold’s statement for the com-
mittee noted a continuing lack of means
to evaluate advertising through differ-
ent media in meaningful terms. “We
need research at more sophisticated
levels of advertising performance, if we
are to measure different media on an
equal basis,” he said.

Mr. Gerhold said the committee
would continue to define questions of
methodology and the directions which
audience measurements ought to take.
The committee, he said, will attempt
to develop research appropriate to the
problems which it defines and will cir-
culate its proposed studies to ARF
membership and solicit from members
contributions for specific projects.

He reported that a subcommittee is
working with a research organization—
the American Research Bureau—on
“the design and conduct of a study that
incorporates a whole series of meth-
odological experiments.”

Agency appointments...

» General Brewing Corp., San Francis-
co, has appointed J. Walter Thompson
Co., that city, to handle Labatt beer,
which is being introduced in the west-
ern U, S.

» Riker Delaware Corp., Burlington,
N. I, appoints Firestone-Rosen Inc.,

BROADCASTING, February 3, 1864
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Getting fatter fastest

Hustling up market information for a client, we've uncovered an intriguing fact:
Atlanta led all major Southern markets (including Dallas and Houston) in total
income gain over the last 18 months.* Wallets are fatter—meaning more sales.
Question: how to lure these Atlanta sales toward your client? Answer: advertise
where Atlanta’s million pay attention and respond. That'll be WSB Radio. Auto,
home and portable dials point to the clear channe! voice of the South because
folks here appreciate 42 years of quality broadcasting. They trust its messages.
Incidentally, our fat file on the Atlanta market awaits your inquiry. *srps 1/1/62—7/1/63

mS'B RADIO/ATLANTA

ARSIl  NAC affiliate. Associated with WSOC-AM-FM-TV, Charlotte; WHIO-AM-FM-TV, Dayton; WIOD-AM-FM, Miami; KTVU, San Francisco-Oakland.

Pepresented by
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The advertiser will pay more to
use television—or any other basic
advertising medium—in 1964, a year
when advertising volume may reach
a peak of $13.5 billion, according
to an economic report released last
week by the Interpublic Group of
Companies Inc.

The report said network TV can
be expected to increase rates by 7%,
spot TV by 5% and spot radio by
3%. Other basic media rate hikes:
magazines, 6%; newspapers, 3%;
supplements, 3% outdoor, 6%, and
business papers, 7%.

Each of the media in the agency’s
report showed a continued percent-
age increase in cost per thousand
over the 1958-63 period. Spot TV
showed an increase of 25%, with a
corresponding 35% increase in basic
rates and an 8% hike in circulation.

Network TV went up 25% in its
basic rates (magazines increased by
40%) and increased 21% in cir-
culation, but only gained 3% in
cost per thousand. Magazines and

Advertisers need fatter wallets

newspapers were up 18% and 11%
respectively.

Spot radio raised rates a basic
10%, circulation some 4% and cost
per thousand 6%, the report noted.

The new advertising volume is
predicated on beliefs that advertising
outlays “will keep pace with or
slightly exceed 1963 volume,” Inter-
public’s report said.

It explained that the “yearly in-
crease in advertising rates have be-
come almost symbolic of certain
constant factors in the forward flow
of the country’s economy, To the
extent that they derive from in-
creased circulation, these rates re-
flect the nation’s growth in popula-
tion. Above that base, the increased
tariff for space and time in advertis-
ing media in large part parallels the
rise in cost of services as compared
with goods.”

The Interpublic report for 1963-
64 is the sixth in a series of studies
—"“The Decade of Incentive”—the
organization has been issuing for the .

‘'ward trend the report said attests to

in 1964

past several years.

On a percentage basis, the total
advertising gain in 1963 was 4.8%
over 1962, the increase in national
advertising was about 5% and local
advertising approximately 4% .

Television, described as a “pace-
setter” medium, showed an average
growth of about 12% for network
and national spot in 1963, surpass-
ing the 8% gain of a year earlier.

Total advertising volume in 1963
was estimated at around $13 billion,
and in 1962 exceeded the $12 bil-
lion mark for the first time, an up-

advertising’s dynamic vitality as an
industry.

The report touched on the effects
a significant tax reduction this year
could have on personal income and
other economic indicators. Real na-
tional output since 1960, it was
noted, has been increasing at an an-
nual rate of about 3.7% as com-
pared to 3.6% for the 1947-63 peri-
od and only 2.7% from 1957-60.

Philadelphia, to handle advertising for
its commercial, residential and indus-
trial properties in New Jersey and-
Pennsylvania. The company plans to
make extensive use of radio, TV, news-
papers and direct mail in the New
York, Northern New Jersey and Dela-
ware Valley markets.

s Granny Goose Foods, Oakland,
Calif., moves its advertising account
from Lennen & Newell, San Francisco,
to Grey Advertising, Beverly Hills,
Calif.

s M&R Dietetic Labs.,, Columbus,
Ohio, switches $1 million Pream ac-
count from Benton & Bowles, New
York, to Tatham-Laird, Chicago.

Admen, businessmen
to descend on D.C.

The often sensitive relationship be-
tween government, advertising and busi-
ness will move into the spotlight this
week with consecutive meetings focus-
ing on the problem in Washington.

The Advertising Federation of Ameri-
ca and the Advertising Association of
the West will sponsor the sixth annual
conference on advertising-government
relations Tuesday and Wednesday (Feb.
4-5) and the U. S. Chamber of Com-
merce’s third anpual public affairs con-
ference will run Feb. 5-6, following the
AFA-AAW breakfast Wednesday.

The advertising meeting will feature

30 (BROADCAST ADVERTISING)

speeches by Senators Maurine Neuber-
ger (D-Ore.) and Philip A, Hart (D-
Mich.); Representative Walter Rogers
(D-Tex.); Paul Rand Dixon, chairman
of the Federal Trade Commission; FCC
Chairman E. William Henry, and Win-
ton B. Rankin, assistant commissioner
of the Department of Health, Education
and Welfare’s Food and Drug Adminis-
tration.

Senator Barry Goldwater (R-Ariz.)
and Governor Nelson A. Rockefeller
(R-N. Y.), announced candidates for
the Republican presidential nomination,
will speak at Chamber of Commerce
luncheons Wednesday and Thursday,
respectively. Chairman Dixon, Sena-
tors Hart and Roman L. Hruska (R-
Neb.) and former FTC Commissioner
Edward F. Howrey will have a panel
discussion on “Federal Regulation of
Business—Where Do We Go From
Here?” Among the others speaking at
the conference will be Frank J. Fogarty,
executive vice president of Meredith
Broadcasting Co.

Renault plans spring TV

A new “early spring” 16-week adver-
tising campaign was announced last
week by Renault Inc., through Fuller
& Smith & Ross, New York.

TV spot schedules in mid-February
will kick off the campaign while news-
papers, national consumer magazines,
motor enthusiast and trade publica-
tions will carry ads for Renault start-
ing in March.

Carlton starts push
with heavy radio use

American Tobacco Co. last week be-
gan heavy radio schedules for its Carl-
ton cigarette, backing up a distribution
plan which would see the new “low tar”
product available in about 40% of the
country in early February.

The Carlton was introduced three
weeks ago (BROADCASTING, Jan. 13),
however radio schedules began only
last Monday (Jan. 27) in New York,
Chicago and Los Angeles, first three
marketing points for the cigarette.

Washington, Baltimore, Miami and
Tampa, Fla., were added to the market
list for Carlton last week and radio
campaigns in those cities begin Feb. 17,
Distribution begins in approximately 19
more cities today (Feb. 3) where radio
will be used starting Feb. 24,

American Tobacco’s present radio
plans for Carlton consist of initial five-
week saturation flights, in many in-
stances apparently at the expense of
existing schedules—particularly those
of Pall Mall—in addition to extra spots
during opening weeks of the campaign
in cities where the company has not
been so heavy in radio.

Agency for Carlton is Gardner Ad-
vertising, New York, but control agency
for American Tobacco is understood
to be Sullivan, Stauffer, Colwell &
Bayles, same city. SSC&B is the agency
also for Pall Mall.
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Southwestern Michigan A&P and
Kroger store cities within stations’
primary coverage areas

OSCEOLA | CLARE GLADWIN | ARLNAL

Fhe ge@m Sations
RADIO

WKZO KALAMAZOO-BATTLE CREEK
WIEF GRAND RAPIDS

WIFM GRAND RAPIDS-KALAMAZOO
WWTV-FM CADILLAC

TELEVISION

WKZO-TY GRAND RAPIDS-KALAMAZOO

WWTV/ CADILLAC-TRAVERSE CITY
WWUP-TV  SAULT STE. MARIE

KOLN-TV / LINCOLN, NEBRASKA

KGIN-TV GRAND ISLAND, NEB.

BUT... WKZO Radio Covers More

Supermarkets Than Any
Other Western Michigan Station!

Nothing under the sun covers Kalamazoo and Greater
Western Michigan like WKZO Radio. Take
supermarkets, for instance.

The map at left sheds some light. In our biggest
competitor’s primary service area {(SMV. contour)
there are 18 A&P and 16 Kroger stores.

But in WKZO's primary service area there are 60
A&P stores and 33 Kroger stores—and this isn't
counting stores in our compelilor's home county,

even though we come in strong there. And where the
outlets are is where the sales are made.

Let your Avery-Knodel man give you the whole sunny
story about WKZO Radio!

%k The maximum possible duration of a solar eclipse s 7 minutes and

WKZ0

CBS RADIO FOR KALAMAZOO
AND GREATER WESTERN MICHIGAN

Avery-Knodel, Inc., Exclusive National Representatives

BROADCASTING, February 3, 1964
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INSIDE SPORTS
ON THE NEW ABC

The story of ABC’s exclusvve coverage of

the IX Winter Olympic Games, the coming Summer
Olympic Trials, and network television’s most
extensive year-round sports coverage—together

with a note about “who’s watching”

Starting January 29 and continuing for twelve consecu-
tive days, ABC viewers have the next best thing to a {ront
row seat for the Ninth Winter Olympics in Innsbruck,
Austria.

From the symbolic lighting of the Olympic flame to the
closing ceremonies, every event in winter’s greatest sports
spectacle is being covered, with the excitement and drama
that only television can achieve.

A complete program of each day’s highlights is being
produced on the spot in Innsbruck —fed electronically to
an ABC unit in Frankfurt—sped to New York by jet—and,
in many cases, shown that very night on the ABC Tele-
vision Network.

To accomplish this ABC has fielded one of the greatest
teams of technicians in television sports history. In Aus-



tria are a crew of over 100 men, 50 cameras and tons ol
additional equipmenl; plus sportscasters Jim McKay,
Curt Gowdy and Jim Simpson, and Olympic experts Bob
Beattie, Art Devlin, Carol Heiss, Andrea Mead Lawrence
and Willy Schaeffler.

Such complex assignments, however, arc second nature
for ABC Sports. Filty-1wo weeks a year, viewers are treated
to an ever-changing panorama ol creative sports coverage.
In [ootball: the complete AFL schedule and champion-
ships, College All-Stars, Coaches All-Star Game, North-
South Game and, starting this year, the Gator Bowl and
the Bluebonnet Bowl. In other sports: Professional
Bowlers Tour, Challenge Goll starring Arnold Palmer
with Gary Player, The Annual U.S.-Russian Track Meet
and, every Saturday, ABC's Wide World of Sports—a

program that roams the globe searching for the unique,
the exciting, the crowd-pleasing sports events.

Starting Julv 3, ABC will cover the U.S. Summer
Olympic Trials in 13 programs during weekend afternoon
and prime evening time. Tiventy-two teams will represent
the U.S. in Tokyo next October. American audiences will
see the selection ol these teams—exclusively on ABC.

Aside to advertisers: As you might expect, lively sports
coverage like this attracts equally lively audiences. Full
details on how these andiences relate 1o your particular
marketing pattern are available on request.

In sports, as in news and entertainment, the ABC em-
phasis is on {resh, imaginative programming for all.

ABC Television Network @



‘NOT GUILTY’ PLEAS IN REGIMEN CASE

Case called new approach on advertising regulations

Kastor, Hilton, Chesley, Clifford &
Atherton, said to be the first advertis-
ing agency ever indicted on criminal
charges of preparation of fraudulent
advertising for a client, pleaded “not
guilty” last week to those charges in a
U. §. district court.

Also pleading not guilty were other
defendants in the case, Drug Research
Corp., its president, John Andreadis
and chief chemist Saul Miklean; New
Drug Institute, a drug products testing
company and its president Arthur D.
Herrick. Arraignment was in the U. S.
District Court in New York (Brook-
lyn) on Jan. 30,

The 58-count federal indictment,
handed up two weeks ago (BROADCAST-
ING, Jan. 27) charged Kastor, Hilton
and the other defendants with con-
spiracy in fraudulent advertising of
Regimen, a no-diet reducing pill pro-
duced by Drug Research Corp. and
tested for its efficiency in weight re-
duction by New Drug Institute. The
agency was named in 46 of the 58
counts.

Included in the indictment was the
charge that the defendants “dissemi-
nated and circulated . . . false and
fraudulent clinical test ‘results’ to vari-

ous media,” including television, “to
substantiate the pretenses, representa-
tions and promises made for the drug,
Regimen, and to induce such media to
accept said advertisements and com-
mercials although the defendants had
sufficient reason to believe that the
alleged clinical test ‘results’ were false
and fraudulent. . . .”

All Networks = According to the in-
dictment the alleged fraudulent adver-
tising appeared on programs on all three
television networks, including Today
(NBC), Keep Talking (CBS) and
American Bandstand (ABC),

The indictment caused considerable
bewilderment among agency people last
week who appeared at a loss to under-
stand the government’s intent in bring-
ing the case against the advertising
agency.

Joseph P. Hoey, the U. S. attorney
from whose office the indictment was
filed, was quoted as saying the case rep-
resents “a new approach by the gov-
ernment on food and health commer-
cials.

“The advertising agencies are going
to be held responsible for their ads.
They will have to check closer on the
claims they make for the products they

John R. Reilly (r) is shown being
sworn in last week as a member of
the Federal Trade Commission. Ad-
ministering the oath is Nicholas deB.
Katzenbach (1), U. S. deputy at-
torney general and Mr. Reilly’s su-
perior at the Department of Justice
before his appointment to the FTC.
Paul Rand Dixon, chairman of the
commission, is in the center.

Reilly sworn in as FTC commissioner

Mr. Reilly, 35, succeeds A. Leon
Higginbotham Jr., who resigned to
become a U. S. district judge. A
Democrat who was head of the ex-
ecutive office for U. S. attorneys and
assistant to Mr. Katzenbach until
his appointment, Mr. Reilly was ap-
proved by the Senate for the FTC
post Jan. 16 (BROADCASTING, Jan.
20).
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are advertising. 1 expect a marked re-
action in the advertising field as a re-
sult of the indictment.”

Kastor, Hilton charged the govern-
ment with attempting to impose an in-
surer’s responsibility on an agency for
its client’s product and business. The
indictment itself does not imply that an
agency must authenticate a client’s re-
search.

Martin Pollard, assistant U. S. attor-
ney, who presented the case, later de-
nied that the indictment stated or im-
plied such a responsibility for the
agency.

“When an agency enters into a con-
spiracy with a client in an attempt to
defraud the public, it can expect to be
prosecuted by the government,” he said.
Mr. Pollard said that during the period
from about 1957 to 1960, when Kastor,
Hilton was agency for Drug Research
Corp., “the agency took in over $1.5
million in fees and commissions on the
Regimen account.”

Concern Expressed = Legal officers
of agencies in New York, questioned
last week on the implications that the
case raises for agencies generally, de-
clined comment on specifics of the in-
dictment but for the most part ex-
pressed concern lest the government
means to hold agencies responsible for
research and copy claims which origi-
nate with their clients.

The American Association of Adver-
tising Agencies would not comment on
the suit against Kastor, Hilton, which
is not an AAAA member.

However, the “creative code” of the
4A’s standards of practice commits 4A
members not to “knowingly produce
advertising which contains,” among
other things, “false or misleading state-
ments or exaggerations, visual or verb-
al” or “claims insufficiently supported,
or which distort the true meaning of
practicable application of statements
made by professional or scientific au-
thority.”

A trial date was not set at the ar-
raignment last week, but district court
judge John R. Bartels, who presided,
said he hoped the trial would begin be-
fore the end of the trial year in June.

Entering the “not guilty” plea for
Kastor, Hilton, the agency’s attorney,
Joseph E. Brill, said the nature of the
case made his client something of a
“guinea pig” in that no agency has pre-
viously been indicted on such charges.

Mr. Brill suggested that the case had
vast implications for the whole agency
business and should come to the earliest
possible trial.

Judge Bartels said the current indict-
ment case would be called on the
agenda of the board of judges of the
eastern district of New York for the
purpose of appointing a special judge
to hear all motions and attempt to
limit the issues for trial.

BROADCASTING, February 3, 1984



A buyer’s

- guide to
Raleigh/Durham

television

There are a number of important facts you need to remember
when you buy North Carolina television.

Remember that WRAL-TV, Raleigh, has achieved an unusual
identity with the community and the market. A recent atti-
tudes and opinion study by Central Surveys, Inc., shows that
61% of the people prefer WRAL-TV for news and weather.

Remember that WRAL-TV, Raleigh, has consistently pioneered
in programming in this market. No ather station in the market
carries as much local news. No other station in the market
editorializes daily.

Remember that WRAL-TV has the best production facilities
in the market. A production center designed for television, a
complete studio kitchen, mobile facilities, and a brand-new
$100,000 G-E Vidicon film center.

Remember that WRAL-TV is the only station located in the
state’s leading food brokerage center. In addition, Raleigh is
ranked as the state's second largest shopping center by N. C.
officials.

Remember that WRAL-TV's advertiser-oriented program
schedule provides plenty of ripe opportunities for low-cost,
high-yield program participations. Check the list of current
participating programs to the right.

PARTICIPATIONS

now available in these top shows:

PRIME TIME-—Thursday Night Movie (9-11 PM)
Seven Arts features, many in COLOR.

DAYTIME—Femme Fare (9-9:45 AM Mon-Fri)
Bette Elliott and daily guests.

LATE NIGHT—Starlight Theater

(11:25 PM Mon-Fri)

Host Bob Caudle with Feature movies.
7:00-7:30 PM

DRAGNET—Monday

LEE MARVIN'S LAWBREAKER—
Tuesday

COUNTRY SHOW—Thursday
BIOGRAPHY—Friday

WRAL-TV, RALEIGH, N.C.

ABC Television—Represerited Nationally by H-R

BROADCASTING, February 3, 1964

31



AGENCIES SUPPORT

PIGGYBACKS

Kenyon & Eckhart and McCann-Erickson see advantages

Two major TV-billing advertising
agencies—Kenyon & Eckhardt and Mc-
Cann-Erickson—appeared to take issue
last week with attempts to prune piggy-
backs from TV schedules.

Kenyon & Eckhardt, New York,
issued a policy statement upholding the
use of piggyback commercials in televi-
sion, and recommended that the agen-
cy’s clients adopt the same position in
discussing the subject with the Nation-
al Association of Broadcasters or other
industry authorities. (Also see NAB
story, page 46).

The agency said it had taken this
position after samplings of broadcast
time in several markets had pointed up
the following: only 5% to 10% of all
commercials are multiproduct commer-
cials; the number of multiproduct com-
mercials does not appear to be increas-
ing sharply in the markets in which
K&E made comparisons a year ago;
there are several other elements which
appear to contribute more to the prob-
lem of “clutter” than shared minute
commercials. )

Pointing out that the major problem
is clutter, K&E stressed that several
elements contribute to clutter—bill-
boards, station promos, credits, ID’s,
frequency of commercials in certain
time periods as well as piggybacks. The
agency noted that 30-30 commercials

Comments on a contract

Advertisers and agencies ap-
parently are pleased by the new
television commercial agreements
negotiated recently with the
Screen Actors Guild, the Ameri-
can Federation of Television &
Radio Artists and the Screen
Extras Guild. A memorandum to
advertisers last week from the
Association of National Adver-
tisers-American  Association of
Advertising Agencies joint com-
mittee, which negotiated the con-
tract with the unions, reported
that the overall average increase
in fees will be about 9% for the
three-year contracts, in contrast
to the 30% rise in the 1960 ne-
gotiations.

The memo also noted that the
1963 negotiations established the
precedent for “sounder bargaining
procedures in which the adver-
tiser has a strong and effective
voice” and laid the groundwork
for a long-range, continuing work-
ing relationship between industry
and labor.

32 (BROADCAST ADVERTISING)

represent “a single small element con-
tributing to clutter.”

The agency claimed that a better
definition of the entire problem of clut-
ter is needed. It suggested that a sub-
stantial study be made to define the
“relative importance or objectionable-
ness of the individual elements which
we judge to constitute clutter.”

“There is potentially a severe eco-
nomic injustice involved in the elimi-
nation or excessive limitation of the
use of 30-30 commercials,” K&E as-
serted. “This injustice is discriminatory,
particularly against the relatively small
advertiser (or small brand budget).”

McCann-Erickson said it had strong-
ly urged the National Association of
Broadcasters not to prohibit piggybacks
and released a letter from the agency’s
Edward Grey, senior vice president,
TV programing and media, that he
wrote to the NAB code authority on
Jan. 17. Mr. Grey wrote:

“We all recognize the advantage ac-
cruing to advertisers as well as to sta-
tions via the use of one commercial
selling two products. This concept has
been necessary in many instances to
compensate for rapidly accelerating
out-of-pocket costs of television adver-
tising, both in the time and commercial
production areas.

This shared commercial device has
enabled many new brands to capitalize
on the tremendous impact capabilities
of television—which medium might
otherwise not have been afforded.

As we all know, many leading
brands, having generated initial sales
momentum via television in this man-
ner, are currently using the medium in
a most dominant and primary pattern.
Further, we firmly believe it is the basic
responsibility for every advertising agen-
cy to invest its clients’ dollars in the
most effective and efficient manner pos-
sible within the boundries of taste and
ethics.”

McCann-Erickson also pleaded the
case of the low-budget advertiser. Mr.
Grey said the denial of shared commer-
cial devices could “force many low-
budget brands and/or introductory
“brand efforts” to use other media.

Too little known about
teen-age attitudes

Schwerin Research Corp., New York,
reported last week that a recent sur-
vey has indicated that teen-age girls are
highly critical of radio and television
advertising. The study showed, how-
ever, that the same girls have a strong
tendency to turn toward an advertised
brand as they grow older.

Schwerin also noted that teen-age

girls are more readily persuaded with
advertising that uses youthful langunage.
The report speculated that possibly
some girls resent a sales message pre-
sented by an adult representing author-
ity.

The research firm accompanied the
report by saying there has been an in-
sufficient number of teen-age studies,
and it added, “what is unknown about
the inheritors of tomorrow, with re-
spect to their responses to advertising,
is vast.”

Financial advertisers
expanding use of TV

Norman E. Cash, president of the
Television Bureau of Advertising, last
week said that TV advertising by finan-
cial organizations is rapidly increasing.
Commenting on the market for such
advertising, Mr. Cash noted that tele-
vision households in the U. S. now
number 51.3 million—92% of all
homes.

Mr. Cash, addressing the New York
Financial Advertisers, said 685 finan-
cial organizations used television dur-
ing the second quarter of 1963, as
compared with 456 for the like period
in 1962. First quarter figures were
given as: 667 in 1963 and 569 in 1962.

According to Mr. Cash, some of the
major financial groups using television
are: Bank of America, Bankers Trust
Co., Chase Manhattan Bank, Dreyfus
& Co., Philadelphia Savings Fund So-
ciety, Bowery Savings and First Na-
tional City Bank,

Mr. Cash, also reported last week
that in 1962—I!atest full year for which
figures are available—American asso-
ciations invested $11.9 million in TV,
an increase of 37% over the year be-
fore. Mr. Cash said the 1963 figure is
expected to be even\’ higher.

Rep appointments...
= Wrvo-Tv Rockford, Ill.: Blair TV,
New York, as national representative.

= KALE Pasco - Richland - Kennewick,
Wash.: Robert L. Williams Co., New
York, as national representative.

= Wort Watertown, N. Y.: Robert L.
Williams Co., New York, as national
representative.

= WrMi Montgomery, Ala.: Grant
Webb & Co., New York, national rep-
resentative.

= WEEU Reading, Pa.: Avery-Knodel
Inc., New York, as national representa-
tive.

= Wrtsa Brattleboro, Vt.: Eckels & Co.,
Boston, as New England representative.

= WCHE West Chester, Pa.: Robert S.
Dome Co., Philadelphia, as regional
representative.

BROADCASTING, February 3, 1964
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y Here's the last word in first run features for TV. 72 great

motion pictures in all (Al Capone, Angel Baby, Friendly

ABT I 0 N Yﬂ U VE Persuasion, Pay or Die, Dondi, Big Circus, Hell to Eternity,
Love In The Afternoon, Armored Command, King Of The

Roaring 20’s, The Bridge, and many more) — all jam-packed with big

name stars (Gary Cooper, David Wayne, Audrey Hepburn, Vincent

ﬁ 0 T Edwards, Rod Steiger, Chuck Connors, David Janssen, Sal Mineo, Rita

Moreno, Ernest Borgnine, Gina Lollobrigida, Tony Perkins, Maurice
Chevalier, Vic Damone, Mickey Rooney and many more)
g

We call it CAVALCADE OF THE SIXTIES —GROUPS 1 & 2.
You'll call it the most exciting package in years.

For more information, rates and promotional material, contact your AATV Sales Representative at any one of these locations.

165 W. 46th Street, N.Y. C. Plaza 7-B530

1232 So. Michigan Ave., Chicago, llincis WAbash 2-7937 A A
4376 Sunset Drive, Hollywood, California NOrmandy 2-9181

2204 Commerce St., Dallas, Texas Rlverside 7-1658 - -

ALLIED ARTISTS TV




JWT, MPO SIGN ONE-YEAR PACT

And the production peaks and valleys will be equalized

An effort to erase some of the pro-
duction peaks and valleys in the TV
film commercial industry is being un-
dertaken by the J. Walter Thompson
Co. and MPO Videotronics Inc., New
York, through a one-year contract
which will make MPO the major sup-
plier of commercials for Thompson.

Complete details of the pact were
not revealed at a news conference héld
by MPO last week, but these major
points were disclosed:

= Thompson, on behalf of some, but
not all, of its clients, intends to spend
at least $1 million with MPO during
1964, though the figure is expected to
be higher. (In 1963, Thompson spent
about $900,000 with MPO.)

= Those JWT clients who participate
in the plan will benefit by a discount
in the mark-up, based on the agency’s
anticipated total volume with MPO,
The mark-up for these clients is ex-
pected to be 40% in contrast with 50%
for the average client.

= No exclusivity is involved. Thomp-
son is not committed to dealing exclu-
sively with MPO and the commercial
production company is free to accept
assignments from other agencies.

= MPO will cost out all JWT work
in advance and submit these costs for
comparison with the agency’s independ-
ent cost-analysis. A firm price for each
unit then will be negotiated. MPO will
provide JWT with actual production
costs after completion, and make a re-
fund, on the basis of a year’s experi-
ence, when actual costs fall below the
estimate.

Arnold Kaiser, MPO vice president
for sales and production, noted that a
similar arrangement is in the discussion
stages with Lennen & Newell.

Though there are no guarantees in
the contract, Mr. Kaiser indicated that
JWT is expected to spend more than $1
million with MPO during 1964. The
mark-up, he added could fall below
40% , depending on the volume of busi-
nes placed by JWT with the company.

Mr. Kaiser explained that the mark-
up appears to be high in the commer-
cial business because it is beset with
many “valley” and “peak” periods, dur-
ing which producers and facilities are
idle for several weeks and are highly
active for other weeks. The JWT-MPO
project is an attempt to stabilize this
condition.

“In its simplest form,” he added,
“the agreement is based on a principle
well-established in the advertising in-
dustry—volume discounts. MPO can
offer this type of incentive because it
will mean greater utilization of our
permanent staff.”

MPO is one of the leading produc-
tion companies in TV film commer-
cials. For its fiscal year ended Oct. 31,
1962, MPO gross sales amounted ‘to
$8.2 million. Figures for fiscal 1963
have not been released, but an official
indicated they would be slightly in ex-
cess of $10 million. Approximately
75% of its sales volume accrues from
the production of TV film commercials
and the remainder from the industrial
film and sales meeting fields.

Western States Radio
now reps 41 stations

Western States Radio Empire, new
national station representative organi-
zation, has increased its station list to
41 in its first two months of operation,
Hugh Feltis, president, announced. Cov-

The American Express Co., New
York, which tested radio in the fall
of 1962 with a three-market spot
campaign and then made radio its
“chief medium in 1963, is returning
to radio on a substantial basis again.

Prior to the fall of 1962, American
Exptess had used radio on “a limited
basis,” a company spokesman said.
At that time, Ogilvy, Benson &
Mather, New York, was appointed
the advertising agency for the firm
and a decision was made to test ra-
dio in three major markets. The re-
sults were considered “gratifying,”

~and during 1963 the company ex-
tended its line-up to more than 20
stations and utilized network cam-

Radio is chief medium for American Express

paigns on CBS Radio during the
spring, summer and fall. This cam-
paign left the company “highly
pleased,” a spokesman said.
American Express’s copy accentu-
ates the value of the company’s cred-
it cards and traveler's cheque services
through true-life stories (people who
lost their cheques, people who used
credit cards on a dramatic occasion).
Chet Gould, former newsman for
wcBS-TvV and WNYC, both New York,
delivers the commercials with an
opening tag line: “This is Chet Gould
reporting to you for American Ex-
press.” A human interest story fol-
lows. The commercials generally are
carried during peak traffic periods.
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ering a five-state area (Washington, Ore-
gon, Utah, Idaho and Montana), the
new rep firm looks for billings of $300,-
000 during 1964, $400,000 next year
and $600,000 in 1966, its third year of
operation, Mr. Feltis said.

In 1962 western advertisers alone
“spent some $17,877,700 for radio spots
in this five-state area,” Mr. Feltis noted.

Western States Radio Empire’s offices
are in the Tower building in Seattle. In
addition to Mr. Feltis, John Mowbray
is director of station relations; John
Croghan, marketing director; Sue John-
son, traffic manager. A national sales
manager, to be located in New York,
will soon be added to work with Savalli/
Gates, which represents WSRE stations
nationally.

Also in advertising . ..

Retains producer = Wholesome Bread
Co. through Winius-Brandon Co., Kan-
sas City, Mo., has retained Mel Blanc
Associates, Hollywood producer of hu-
morous commercials for radio and TV,
to create and produce a radio campaign
for the Kansas City bakery. Mel Blanc
will produce the commercials, with
Richard Clorefene ‘as writer-director.

Capital office = A Washington office
has been opened by Mediamerica Co.,
owned by Erny Tannen, who owns
wbMv Salisbury and is president of
WYRE Annapolis, both Maryland. The
office—at 9414 Crosby Road, Silver
Spring, Md.—is designed to aid sales
for stations with which Mr. Tannen is
affiliated, perform consultant services
and do market research.

New agency = Thor Advertising Inc.,
Charlotte, N.: C., is a new advertising
agency which plans to handle all me-
dia. President of the new firm is Don
Lee, formerly a radio station manager,
and vice president is Leta (Lee) Crow,
who has had her own agency, Lee
Crow Enterprises, for the last four
years. Address of Thor is Box 1073.

Consolidation = Campbell-Ewald Co.’s
Chicago division was consolidated last
week at 6 North Michigan Avenue with
former offices at 230 North Michigan,
which were closed. Campbell-Ewald re-
cently acquired Hill, Rogers, Mason &
Scott there.

Tele-Tape expands

Tele-Tape Productions Inc. last week
began regional operations in the South-
east, with headquarters at 401 Layne
Boulevard, Golden Isles, Hallendale,
Fla., near Miami.

The firm, which recently acquired
Video Industries Corp., now provides
mobile video-tape services in most areas
of the country except the West Coast.
Paul P. Covyeau heads up the new
Florida office.
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Some observations by TV and radio critic Jack Gould,on a

"NETWORK'S
AGGOMPLISHMENT"

excerpted from the New York Times, Sunday, Jan. 26, 1964

“Between the hours of 10 in the morning and
11 at night [Sunday, January 19] the National
Broadeasting Company offered three alto-
gether remarkable specials, two hours of the
unforgettable performance of Mozart's Requi-
em by the Boston Symphony Orchestra, two
hours of opera prepared by the network’s own
company and an hour’s tour in prime evening
time of the world of art.

' ““Were a publishing house to issue on one day
three major volumes or a single Broadway pro-
ducer to present as many productions ona given
evening, one can fairly imagine the headlines
and editorials hailing the cultural renaissance.
Yet the NBC network’s accomplishment was
not the only video equivalent of such a feat, it
was also a mere p'art of the total TV day on
NBC, on the other networks and on New York
independent stations.

, “The particular significance of last Sunday
on NBC, however, was to pinpoint the affirma-

tive in qualitative video. For all the running
complaints against the medium—the commer-
cial clutter and Hollywood pap—there are con-
structive forces doing precisely what is often
asked of the medium. Each of the three cited
programs constituted a distinctive use of the
home screen; each was an example of collective
program leadership that does not register in
ratings or financial statements, only in cheers...

“,..the NBC support of color TV must be(
judged in its proper perspective. Color TV is
first a new tool of communication and only sec-
ond a new consumer produet; it is expanding
the usefulness of TV in acquainting the mass
audience with untold visual treasures. For any
network to delay color’s introduction on the
ground that not enough color B8 '
sets have been purchased. .. is
to be culturally laggard and in-
different to the demands of
progress.




SPECIAL REPORT: NAB IN ACTION

A close call for Roy Collins

BY 25-18 VOTE BOARD DECIDES NOT TO FIRE THE NAB PRESIDENT

LeRoy Collins kept his presidency of
the National Association of Broadcast-
ers last Tuesday (Jan. 28) by a hard-
won vote of 25 to 18 of the association’s
directors.

Five days earlier Mr. Collins had re-
jected a contract settlement offered by
the chairman of the NAB boards. The
NAB president chose to fight the matter
out face-to-face with the assembled
board members last Tuesday.

Before entering the board meeting
Mr. Collins told a reporter, according
to the Associated Press, that much of
the criticism of his administration had
been stirred up by BROADCASTING Mag-
azine which he said had conducted a
“bitter vendetta.” Once inside the meet-
ing the governor delivered a strong de-
fense of his policies and practices. Some
two hours later, after the board had
taken its vote, the NAB president
emerged with the observation: “Well,
I'm still here.”

The directors voted by secret ballot,
but afterward it was learned that the 18
voting to fire the NAB president con-
sisted mostly of television broadcasters,
radio broadcasters representing large
markets or station groups and some
representatives of radio and TV net-
works. The 25 voting with Mr. Collins
included members of the radio board
representing small or medium markets
plus some larger property TV or radio
operators who either had a genuine ad-
miration for Mr. Collins’s work or were
fearful that undesirable publicity would
be provoked by a summary dismissal
of a man who has spoken publicly in
favor of racial tolerance and against the
calculated inducement of smoking
among the young. As one broadcaster
put it: “If we canned him now, we’d be
called bigots who are in favor of
cancer.”

Attempt At Settlement » During last
week’s board meetings, which were held
at the Far Horizons hotel in Sarasota,
Fla., details of the preliminary negotia-
tions with Mr. Collins became known.

On high authority it was learned that
Mr. Collins had been offered, and did
not immediately refuse, a contract set-
tlement that would have included the
payment of one year's salary of $75,-
000, a year's expense allowances of
some $12,500, the gift of the Cadillac
now provided for his use but owned by
the NAB, an arrangement permitting
him to take some advantage of the
group insurance coverage he has ac-
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quired as president of the NAB and
the gift of a $1,500 portrait of Mr. Col-
lins that was painted at NAB expense.

That offer was first advanced inform-
ally some two weeks before last week’s
board meetings. It had still not been
rejected when William B. Quarton,
chairman of the NAB combined boards,
met privately with Mr. Collins in Mi-
ami on Jan. 23 while the NAB president
was attending a meeting of the television
code board.

It was in that private conference that
Mr. Collins announced his rejection of
the settlement and his intention to take
his case to the joint meeting of the as-
sociation’s radio and television boards.

Self Defense = At last Tuesday’s
board meeting, Mr. Collins asserted that
both the NAB and the broadcasting busi-
ness have grown stronger during his ad-
ministration as NAB president. He made
it clear that he intended to change none
of his practices.

In answer to criticism that he has
spoken publicly on controversial mat-
ters unrelated to broadcasting and on

At a party for NAB board members—
held before the business session in
which he held on to his job by a 25-
18 vote—LeRoy Collins (1), NAB presi-
dent, took the junior NAB board mem-
ber under his wing. Richard Dudley
(r), WSAU Wausau, Wis., was elected

ticklish issues concerning broadcasting
without first clearing his remarks with
board members, Mr. Collins said: *1
will always think and speak as a free
man. I will not be a man infirm of pur-
pose.”

He specifically referred to his speech
in Columbia, S. C., last November in
which he argued for civil rights and
which precipitated antagonism from
some Southern broadcasters. “I could-
n’t abdicate my duty to speak,” he told
the boards, “any more than I could go
to sleep if I knew my neighbor’s house
was on fire.”

Obedient To Policy » Mr. Collins
said he had never knowingly violated
policy laid down by the NAB boards.
He had been accused of doing so when
in November 1962 he suddenly made a
public speech in Portland, Ore., deplor-
ing cigarette advertising directed toward
youth. Last week he justified that speech
on the grounds it was a broadcasting
problem discussed before a broadcast-
ing group (the NAB fall conference)
and was not an attempt to usurp board

to the radio board last fall to fill the
unexpired term of the late George
Frechette, WFHR Wisconsin Rapids,
Wis. The party was at the Sarasota
home of Ben Sanders, the owner of
KICD Spencer, lowa, a member of
the radio board.
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authority because he had recommended
action by the code board and the par-
ent board.

As to charges that he harbors politi-
cal ambitions and has used his NAB po-
sition to advance his personal plans, Mr.
Collins told the boards that he has no
plans to run for political office. But he
made no stronger disavowal of any pos-
sibility of his return to politics through
appointment or election. It has been
widely speculated that Mr. Collins might
run for the U. S. Senate from Florida or
for the Florida governorship in which
he served before joining the NAB.

The vote to retain Mr. Collins was
taken on a motion made by Harold
Essex, of wsJs-AM-Tv Winston-Salem,
N. C., a radio board member, and sec-
onded by Willard Schroeder, woop-AM-
Tv Grand Rapids, Mich., also a radio
member, that would, in effect, have fired
Mr. Collins. Mr. Essex moved that the
chairmen of the combined boards (Mr.
Quarton, of wwmT-Tv Cedar Rapids,
Towa), the television board (James Rus-
sell, xxTv[TVv] Colorado Springs) and
the radio board (Ben Strouse, WWDC
Washington) work out a settlement of
the NAB president’s contract. In the
secret voting 18 approved the motion
and 25 opposed it. Forty-three of the
44 board members were present.

For The Record = After the vote
Mr. Quarton, as NAB chairman, issued
a statement in which, it was announced,
Mr. Collins “concurred.” The text:

“The board had before it the ques-
tion of whether Governor Collins should
continue in office in view of some dis-
satisfaction with some of his speeches
on non-broadcast subjects and the pro-
jection of issues regarded by some to be
more appropriately subjects of board
policy determination. No other ques-
tion was raised about his work as presi-
dent. There was a general discussion
and the governor made it clear that he
felt that his speeches had net violated
board policy and were not outside of
his authority as president of NAB.

“To determine the feeling of the
board members a vote was taken which
resulted in a 25-18 approval of the
governor’s position.

“No acrimony or hard feelings de-
veloped and it was the general feeling
that the present administration should
have the full support of the board and
vice versa.”

The NAB president's contract, which
was written a year ago to replace the
original contract he signed in January
1961, has 23 months to run.

After last week’s 25-18 vote against
the dismissal of the governor Mr. Quar-
ton said he considered Mr. Collins’s fu-
ture settled “for the remainder of my
tenure as chairman of the NAB.” Mr.
Quarton’s term will end at the close of
next June’s board meetings.
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A FIGHT AGAINST PAY TV

Broadcasters vote to seek protection from any
kind of subscription television competition

A firm policy opposing any form of
pay television for the home was adopted
by the National Association of Broad-
casters Television Board of Directors
at its meeting last Wednesday in Sara-
sota, Fla.

The policy is intended to cover not
only pay TV where the subscriber pays
a fee for selected programs, such as
that now being tested on the air in
Hartford, Conn., or the more elaborate
programing service planned by Sub-
scription Television Inc. for a wired
service on the West Coast but also any

P A
Walbridge

Lane-

These are the members of the Na-
tional Association of Broadcasters
Future of Television in America com-
mittee whose report initiated the TV
board's policy statement against all
forms of pay TV. Members of the
board are: G. Richard Shafto, WIS-TV
Columbia, 8. C.; William C. Grove,

community antenna system which
originates programs for its subscribers.

The action is expected to provoke
continued discussion among NAB mem-
bers and may become a major issue
before the annual NAB convention
April 5-8 in Chicago.

The board action went even beyond
the policy declaration. It supported
the FCC's proposed rules to control
microwave—fed community antenna
systems and suggested legislation to give
the FCC jurisdiction over CATV sys-
tems. Previously NAB opposition to
pay TV in the home had been con-

fined to on-the-air transmission and not
to CATV. These systems are expanding
rapidly and many broadcasters now are
actively participating in them.

The board defined pay TV as fol-
lows:

“Pay television means any wireless,
wire or cable facility transmitting or
distributing programs into the home on
a fee basis which are not in the first
instance broadcast for reception by all
members of the public without charge.”

This definition would bar all services
except for theater television, which is

Shafto
KFBC-TV Cheyenne, Wyo.; Clair R, Mc¢-
Collough, WGAL-TV Lancaster, Pa;
C. Howard Lane, KOIN-TV Portland,
Qre.; John T. Murphy, Crosley Broad-
casting Corp., Cincinnati, and Willard
E. Walbridge, KTRK-TV Houston, and
Dwight W. Martin, WDSU-TV New Or-
leans, committee chairman.

not broadcast into the home. The policy
would prevent CATV stations from
picking up prize fights or other special
programs not originated by television
stations.

Long Argument = In the three-hour
discussion preceding its action, the board
defined the new policy to mean that it
is opposed to use of CATV channels
for background music services, such as
Muzak, as well as any other local, civic,
educational or other originations.

The significance of the action is un-
derscored because it is estimated that
perhaps 25% of the existing CATV in-
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Final plans for the 1964 NAB con-
vention April 5-8 in Chicago were
approved at Sarasota. A major social
function will be dropped from the
format as the board voted to skip the
annual banquet on closing night and,
in its stead, hold a reception honoring
retiring and new members of the
NAB board. It will be held immedi-
ately after the final joint convention
session.

Only six board members voted in
favor of continuing to hold a ban-
quet.

Evangelist Billy Graham was add-
ed to the list of featured speakers
and will address the Wednesday
(April 8) luncheon. As in the past,
NAB President LeRoy Collins will
speak at the Monday luncheon and
FCC Chairman E. William Henry on
Tuesday. The opening joint session
will be highlighted by the presenta-
tion of the 1964 distinguished service
award to Donald McGannon, presi-
dent of Westinghouse Broadcasting
Co. (Group W) and a speech by the
recipient to the broadcasting dele-
gates.

Opens Sunday = The convention
will open with FM day and a special
session for small market TV stations
on Sunday (April 15), Combined
radio-TV sessions will be held Mon-
day and Wednesday afternoons, with
the annual FCC panel coming on
the latter day. All seven commis-
sioners have agreed to participate
in Chicago and answer questions
from broadcasters.

Radio and TV delegates Monday

Reception replaces NAB convention banquet

-universal access to all sources of in-

afternoon will discuss “Freedom and
Fairness—The Right to Know.” The
dominant theme will be freedom in

formation for radio-TV and fairness
to broadcasters as well as the public.
Panel participants will include a jur-
ist, lawyer and legislator in addition
to broadcasters.

The convention committee rejected
a proposal to devote a session to in-
ternational broadcasting. As out-
lined, it was designed to examine the
current status of world broadcasting
and consider the possible future di-
rection with the development of
worldwide and space communication
systems.

Everett Revercomb, NAB secre-
tary-treasurer, told the convention
committee the 1964 engineering ex-
hibit will be the largest ever. (Later
the board re-elected Mr. Revercomb
to his post for the ninth straight
year.) As in past years, the engi-
neering conference will run con-
currently with the management ses-
sions.

Members of the convention com-
mittee are Glenn Marshall, wrxT(TV)
Jacksonville, Fla, and Richard
Chapin, kFOR Lincoln, Neb. (co-
chairmen); Otto Brandt, KING-TV
Seattle; Gordon Gray, wWKTV(TV)
Utica, N. Y.; Julian Haas, KAGH
Crossett, Ark.; Willard Schroeder,
wooD Grand Rapids, Mich.; Mike
Shapiro; WFAA-Tv Dallas; Loyd Sig-
mon, kMpC Hollywood; Lester Spen-
cer, wksv Richmond, Ind., and Eu-
gene Thomas, KETv(Tv) Omaha.

stallations now originate some pro-
grams, and, in some communities where
there is no local TV service, they even
sell time for weather and other public
information services, in addition to col-
lecting monthly rentals.

Equally important is the proposal of
legislation to block pay TV by wire.
Until now the view has been that broad-
casters would be in an awkward posi-
tion to resist wire service because they
would be in the posture of seeking to
stifle a potential competitor not using
frequency allocations.

Action came after the television
board had heard a 15-minute report
from Dwight Martin, wpsu-aM-Tv New
Orleans, chairman of the association’s
Future of Television in America Com-
mittee. This precipitated a nearly three
hour debate, which resulted in accept-
ance of the substance of the seven-man
committee report. Two of the seven
members, it is understood, dissented in

38 (SPECIAL REPORT: NAB IN ACTION)

part—G. Richard Shafto, wis-tv Co-
lumbia, South Carolina, who objected
to the definition embracing CATV, and
emphasized the importance of originat-
ing educational programs, weather re-
ports and other public service progams,
and William C. Grove, KFBC-TV
Cheyenne, Wyo. who was said to have
cautioned against what he considered
“certain impracticalities” in the pro-
posed policy.

‘Threat’ Seen = Both the committee
and the board actions were premised
on the conclusion that the pay-TV
services, whatever their nature, are a
“threat” to free television.

The NAB formally announced fol-
lowing the session that the Future of
Television in America Committee and
the NAB staff had been authorized
“to use all means to implement” the
new policy “as speedily as possible.”

The announcement added: “The
board also voted support of the FCC’s

proposed rules to control microwave
fed community antenna television sys-
tems, and it authorized the committee
to prepare legislation which would con-
fer on the FCC jurisdiction to similarly
regulate non-microwave CATV systems
and to report on such proposed legisla-
tion at the June board meeting or be-
fore if deemed necessary.”

McGannon reports
on ratings status

Progress in the organization and de-
velopment of the Broadcast Ratings
Council is “satisfactory to excellent”
and the audit process should be in
operation within the first quarter of
1564,

That was the judgment of Donald
H. McGannon, president of Westing-
house Broadcasting Co., council chair-
man, in a report he delivered last Fri-
day (Jan. 31) to the joint board of the
National Association of Broadcasters
in Sarasota, Fla.

“I hope that the next six weeks will
productively resolve the problem of
finalizing a proposal and cost of the
actual audit process,” he said. “It is
contemplated that this will be under-
taken by the ratings services and then
translated, as a cost of doing business,
to the price of the end product.”

He said he hoped that the results of
the national methodology work will be
ready even sooner. The local meth-
odology work, will continue progres-
sively throughout the year, he added.

Melvin Goldberg, NAB research di-
rector, defined to the board the two
methodology studies—CONTAM, for
the Committee on National Television
Audience Measurement, and COLTAM,
for the Committee on Local Television
Audience Measurement.

Included in the yearend report were
exchanges of correspondence with Rep-
resentative Oren Harris (D-Ark.),
chairman of the House Commerce
Committee and with the presidents of
the American Association of Advertis-
ing Agencies, Association of National
Advertisers and others involved in
-formulating processes for development
of the council. ANA has elected to
stay outside the formal organization but
will participate as an observer.

A Jan. 20 letter to Mr. McGannon
from Representative Harris reiterated
the legislator’s preference that the rat-
ings activities remain in private rather
than governmental hands. Mr. Harris
added:

“I feel that when our institutions
operate satisfactorily through private
initiative, there is no need for govern-
mental intercession. . . . While I ap-
plaud the strides that have been made
so far, I cannot emphasize strongly
enough my conviction that hard work
lies ahead. . ..”
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NEXT TO HUNTLEY BRINKLEY...




When you hear someone
on television say, “Well,
Gabe—,” it could be Mayor Wagner at City Hall,
a fire captain at the scene of a tenement blaze; or
a man-in-the-street reacting to a new parking
regulation. They all know WNBC-TV’s Gabe
Pressman as one of the most ubiquitous, hard-
working newsmen around the New York scene.

Equally well-respected is his partner on the
early evening Report, Bill Ryan, who—during
New York’s four-month newspaper strike —won
hordes of new admirers through his work as

f WNBC- TV’
IN NEW YORK i e, somin

ute “Newspaper Of The Air” each weekday.

Backed up by the first-rate facilities of NBC
News, Ryan and Pressman see to it that no impor-
tant news story in New York, New Jersey or
Connecticut ever goes unnoticed. Theirs is one
of broadcasting’s most challenging assignments.
Yet, as two fathers accustomed to keeping up with
the antics of a dozen offspring (combined total),
Gabe and Bill consider keeping tabs on a mere
three States a comparative breeze.

THE PRESSMAN-RYAN REPORT ON WNBC-TV



Vince Leonard
learned succinct
broadcasting and straight shooting as a wartime
radio operator-gunner. He has never lost either
knack, which goes far to explain why he has long
been Philadelphia’s favorite newscaster. That,
and the alert professionalism of WRCV-TV’s
award-winning news staff.

One of the staff’s most shining half-hours is
6:00 to 6:30 each weeknight. It includes Vince
Leonard, with the latest and liveliest local bul-
letins; a fully detailed report by meteorologist

IN PHILADELPHIA

Wally Kinnan; and
Jim Leaming on
sports—all that Philadelphians need to know
about the home front before assuming the global
perspectives of Huntley/Brinkley.

Vince comes back each night for the news at
eleven; acts as host on the public affairs program
“Pinpoint”; narrates many of WRCV-TV's prize-
winning documentaries. Vince, Wally and Jim are
all pilots, and some weekends they fly together.
It’s the only time WRCV-TV News doesn’t
have its feet planted solidly in Philadelphia.

VINCE LEONARD AND THE NEWS ON WRCV-TV



If the Secretary
of State’s grocery
list were news, WRC-TV’s Russ Ward could score
a clean beat—Dbecause Mrs. Ward and Mrs. Dean
Rusk happen to shop at the same super-market.
That's how it is in Washington, where often the
headline-makers are also the folks next door.
Localnews-gatheringcan be pretty complicated
beside the Potomac: the scating plan for a private
luncheon may be a bigger story than a head-of
government's arrival, and woe betide the reporter
who fails to tell Washingtonians what they want

IN WASHINGTON, D.C.

to know about
what their neigh-
bors are up to, or are not up to.

This is dehnitely not a failing of Russ Ward, or
WRC-TV's weck-night “News 4 Washington,”
which devotes a full halfhour to careful capital
coverage. Russ brings eleven years as an NBC
News Washington specialist to his assignment as

“News 4" anchorman. He, as well as the rest of
the WRC-TV news staff, knows dog-bites-man
can be a big story in Washington, if the right
dog’s involved. When it happens, they've got it.

RUSS WARD-NEWS 4 WASHINGTON ON WRC-TV



The most important and in- IN OH]_C ! G O O'Connor is a lifetime practi-
formative hour for Chicagoans tioner of the hard-hitting

is ushered in by Huntley/Brinkley, followed by
“NBC News Chicago Report”
McCuen and Len O'Connor. When they, plus
meteorologist Harry Volkman, finish their week-

with Charles

nightly stint, Chicago has got the news for fair.

Anchorman McCuen joined NBC News, Chi-
cago, after two decades of broadcasting in his
native Iowa and in Minnesota, where Tivin City
residents still remember his meticulously re-
searched reports on their civic problems. Since

Chicago school, his observations are not fit for
ostriches. (They do, however, attract the largest
audience of adult humans in their time period.)
Despite marked differences in style, McCuen
and O’'Connor have much in common. Both are
midwestern to the bone. Both stand over six feet
tall; saw overseas service in World War II. Be-
tveen them they have eight children; a collection
of broadcasting’s most meaningful awards—and
Chicago’s close attention when they speak.

O’CONNOR-McCUEN NEWS ON WNBQ



As you might expect,
global-minded South-
ern California’s most honored “local” TV re-
porter makes the whole world his beat. Jack
Latham covers West Berlin as well as West Co-
vina, and his keen foreign and domestic KNBC
reports have won him two consecutive “Emmies.”

KNBC backs Latham and his “KNBC News—
Los Angeles Report” (5:45-6:30 pm, in color)
with the area's most experienced news staff: vet-
eran KNBC correspondent Elmer Peterson;
newsmen Bill Brown and Bob Wright; sports-

IN LOS ANGELES

caster Chick Hearn,
and weatherman Gor-
don Weir. They coverall the news in a fast-moving
45 minutes, just before the “Huntley-Brinkley
Report” each week night.

Anchorman Latham also stands by nightly for
the 11 pm “KNBC News— Los Angeles Report,”
15 minutes of the headlines and stories that high-
light tomorrow’s news. A golfer and waterskier,
Jack Lathain says reporting is his first love. That’s
obvious to the many Southern Californians who
look to Latham for the news.

JACK LATHAM NEWS ON KNBC



INALL 5 CITIES

The Monday-through-Friday evening news
programs that adjoin ““The Huntley-Brinkley
Report” on the NBC Owned television stations
represent the nation’s finest examples of local
coverage. They are produced under the super-
vision of NBC News, which has earned broadcast-
ing’s largest share of awards for local, national and
international reporting.

On these five TV stations, seasoned journalists
report the news to their immediate-and-sur-
rounding communities with the same zeal and
accuracy with which NBC News’ Chet and David
cover the national and international scene.

That’s why—whether it's a neighborhood bank
robbery or a Geneva summit conference—a view-
er’s best bet for evening news (in New York, Chi-
cago, Philadelphia, Washington or Los Angeles)
is the back-to-back, award-winning news coverage
on his NBC Owned Station.

WNBC-TV NEW YORK, WRCV-TV PHILADELPHIA,
WRC-TV WASHINGTON, D.C., WNBQ CHICAGO, KNBC LOS ANGELES,

NBC OWNED STATIONS



PIGGYBACK RULES ADOPTED

TV Board approves Bell, sets aside $100,000
for TV code promotion campaignh he advocates

In addition to accepting amendments
to the code restricting cigarette adver-
tising (see page 23) the television board
of the National Association of Broad-
casters, meeting in Sarasota, Fla., last
Wednesday, tightened requirements for
acceptable multiple-product announce-
ments (BROADCASTING, Jan. 27).

Unanimous confirmation was given
to Howard Bell as code director. He had
been appointed last fall by NAB Presi-
dent LeRoy Collins and had been serv-
ing on an interim basis since. Mr. Bell,
who receives $30,000 annually, was not
given a contract nor did he ask for one.

The board approved a $100,000 code
promotion campaign proposed by Mr.
Bell to help identify the code and its
seal of good practice in the minds of
the public. Its goal, he said, is to give
the code such public identification
“that television station’s can’t afford to
lose it.”” The code authority will spend
$100,000 of its own budget on the pro-
motion but hopes to get much more
than that from subscribing stations and
networks.

Clair McCollough, president of the
Steinman stations and immediate past
chairman of the NAB board, was named
chairman of the TV code board. He
will succeed William Pabst, executive
vice president of Xrvu(rv) Oakland,
San Francisco. Roger Clipp, vice presi-
dent of the Triangle stations, and
George B. Storer, Sr. board chairman
of the Storer Broadcasting Co., were re-
appointed to two-year terms to the TV
code board, and Robert E. Schmidt,
Kays-Tv Hays, Kans., was named to
succeed Robert Ferguson, WTRF-TV
Wheeling, W. Va.

Unanimous Changes = The TV board
was unanimous in approving code
amendments on *“‘piggybacks,” a subject
of controversy for the past several
weeks.

The only change made by the TV
board to the code’s recommendations
on piggybacks and multi-product an-
nouncements was the effective date—ex-
tended from July 1 to Sept 1 to give ad-
vertisers more time to adjust their
plans. The action was taken in the face
of a plea for no action by Miles Labor-
atories received in Sarasota last week.

The amendment defines a piggyback
as a single 60-second anmnouncement
which can be split into two or more
separate announcements and, under code
time standards, must be counted as two
spots. The code also will prescribe cri-
teria which spots must meet to be
counted as single integrated announce-
ments. In a further change, the code
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for the first time prohibits the schedul-
ing of more than three consecutive an-
nouncements of any type, including
commercials, billboards and public
service spots, in prime time.

Miles Labs, in a letter addressed to
all TV board members, said piggybacks
are essential to permit small budget
manufacturers to use TV. “In our pre-
testing, we have found this device to be
effective in communicating to the view-
er and we, therefore, believe it is en-
tirely acceptable to him,” Miles said.

The language of the accepted changes
on piggybacks and multiproduct an-

The honors list

John Meagher, Clair McCol-
lough and retiring members of the
board of the National Association
of Broadcasters were honored last
Thursday night at a dinner in
Sarasota, Fla., in conjunction with
the annual winter NAB board
meeting.

Mr. Meagher, vice president
for radio of the NAB for the past
nine years, resigned effective last
Saturday (Feb. 1}. He was pre-
sented with gifts by both the NAB
staff and the board members. A
former broadcaster, Mr. Meagher
plans to return to broadcasting in
an active ownership-management
capacity after a vacation in the
Florida keys. The radio board
voted Thursday to continue the
NAB post of vice president for
radio (see opposite page).

Mr. McCollough was presented
a silver tray for his 35 years of
service to broadcasting and the
NAB. He served two consecutive
terms as NAB chairman and just
last week was appointed chairman
of the TV code board (see story
this page).

nouncements is as follows: “XIV Time
Standards for Advertising:

“1. Prime time (programs). Defini-
tion. A continuous period of not less
than three evening hours per broadcast
day as designated by the station.

“Commercial material, including to-
tal station break time, in prime time
shall not exceed 17.2% (10 minutes and
20 seconds) in any 60-minute period.

“Not more than three announcements
shall be scheduled consecutively.

“Commercial material in prime time
includes billboards, public service an-
nouncements and promotional an-
nouncements except those for the same

program, as well as commercial copy.

“2. All other time (programs). Com-
mercial materials, including total sta-
tion break time within any 60-minute
period of all other time may not exceed
27.2% (16 minutes and 20 seconds).
Individual programs of 5 minutes’ dura-
tion may include commercial material
not in excess of 1 minute and 15 sec-
onds and individual programs of 10
minutes’ duration may include commer-
cial material not in excess of 2 minutes
and 10 seconds.

“Not more than three announcements
shall be scheduled consecutively.

“Commercial material in all other
time does not include public service an-
nouncements, promotional announce-
ments and opening and closing bill-
boards which give sponsor identification.

“3, Station breaks. Definition: Sta-
tion breaks are those periods of time
between programs, or within a program
as designated by the program origi-
nator, which are set aside for local sta-
tion identification and spot announce-
ments.

“In prime time, a station break shall
consist of not more than two commer-
cial announcements plus noncommer-
cial copy such as station identification
or public service announcements. Total
station break time in any 30-minute
period may not exceed 1 minute and
10 seconds.

“In all other time, individual station
breaks shall consist of not more than
two commercial announcements plus
the conventional sponsored 10-second
ID. Total station break time in any 30-
minute period may not exceed 2 minutes
and 10 seconds.

“Station break announcements shall
not adversely affect a preceding or fol-
lowing program.

“4, Multiple product announcements.

“A multiple product announcement
is one in which two or more products or
services are presented within the frame-
work of a single announcement.

*(1) Only those multiple product an-
nouncements which meet the following
criteria shall be counted under the code
(Section XIV, 1, 2, 3) as a single an-
nouncement, provided that: (a) The
products or services are related in char-
acter, purpose or use; and (b) the prod-
ucts or services are so treated in audio
and video throughout the announce-
ment as to appear to the viewer as a
single announcement and (c) the an-
nouncement is so constructed that it
cannot be divided into two or more
separate announcements.

“2. A multiple product announce-
ment not meeting the criteria of 4 (1)
above (commonly referred to as piggy-
backs} shall be counted as two or more
announcements under this section of the
code.

“3. Multiple product announcements
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of retail or service establishments are
exempted from the provision of 1 (a)
above.

Code Promotion ®* While the board
gave unanimous approval to the TV
code promotion, at least three of the
members questioned the advisability of
a separate campaign outside the NAB’s
public relations office.

Mr. Bell pointed out the public gen-'

erally knows very little about the code
even though it is designed for the pub-
lic’s benefit and protection. “If members
of the public understand what the in-
dustry is doing in self-regulation, they
will be less inclined to look to the FCC
for reform,” the code director said.

“We have a good story to tell. If we
tell this story effectively, we will make
self-regulation even more effective. We
will build greater respect, pride and in-
fluence among our own code subscrib-
ers and we will be putting the heat on
those who do not support self-regula-
tion to get on the bandwagon,” Mr.
Bell said.

The purpose of the campaign will not
be to secure new subscribers (there now
are 408 out of 582 commerical TV sta-
tions) but to impress the code and what
it stands for upon the public image. The
$100,000 will come from exisiting code
surpluses and is included in the overall
$425,000 TV code budget for the next
year.

New Job = A new staff position will
be created on the code authority to
oversee the public relations campaign
and will pay $15,000. Among facets of
the campaign will be a professional film
for use by code stations and before
public groups on self-regulation; ani-
mated spots; retention of an advertising
agency; placement of advertisments in
other media, and distribution of viewer
guides.

Mr. Pabst had served only two years
on the TV code board and was eligible
for a second term but did not seek re-
appointment.

He was brought to the board by
former director Robert D. Swezey, who
resigned late last summer, effective with
the end of his contract Oct. 15, 1963.
The three network representatives on
the code board—Alfred Schneider,
ABC; Joseph Ream, CBS, and Ernest
Lee Jahncke, NBC—also were reap-
pointed.

Holdover board members Douglas
Manship, wBrz-TV Baton Rouge, La.,
and Lawrence H. Rogers II, Taft sta-
tions. Mr. Ferguson has served the
maximum two consecutive terms on
the code board.

In other matters at Wednesday’s meet-
ing, the TV board heard a report from
Roy Danish, director of the Television
Information Office, and staff report on
the FCC’s TV renewal form, federal tax
matters and regulatory activities.
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Seven members of NAB radio and TV

RADIO CODE MEMBER DRIVE

Board wants to improve its present membership

percentage of 36.8% of AM and FM stations

Code matters dominated the Thurs-
day meeting of the radio board of the
National Association of Broadcasters in
Sarasota, Fla.

The board issued two statements ex-
pressing it§-‘concern over the cigarette
question (sée page 23). It directed that
the staff position of vice president for
radio, which became vacant today
(Monday), be retained, reversing a rec-
ommendation of NAB President LeRoy
Collins.

The parent radio board approved a
crash program to enlist new subscribers
to the radio code, which now number
1,860, an increase of 10% during 1963
and 36.8% of the total U. S. AM and
FM radio stations.

The board budgeted $25,000 for this
campaign which will utilize direct mail

boards attended their last winter
board meeting last week in Sarasota,
Fla. All seven have served four con-
secutive years and are ineligible for
re-election. They are (I to r) Eugene
Thomas, KETV(TV) Omabha, Neb.; Wil-
tliam Quarton, WMT-TV Cedar Rapids,
lowa; Henry Clay, KTHV(TV) Little

solicitations, personal visits and tele-
phone calls. In addition, an award will
be given at the 1964 convention to state
associations which do the most to sup-
port the radio code. The South Dakota
Broadcasters Association now has 100%
membership in the code, Mr. Bell re-
ported. The association has 29 members.

Two changes were made in the radio
code by the parent board, one dealing
with time standards and the other pro-
grams on fortune telling, sorcery, as-
trology, etc.

The first change makes the time
standard maximum of 18 minutes per
hour and a 14-minute average per day
apply to single-sponsored programs as
well as participating sponsors. Hereto-
fore, programs sponsored by a single ad-
vertiser had not been covered by the
standards.

The code presently prohibits advertis-

ing for astrology, readings, etc., but not
programs devoted to such subjects. The
amendment broadens this prohibition to
include the programs proper when such
subjects are treated as a science or ac-
complished fact.

It would not prohibit the use of for-
tune tellers and sorcery as a necessary
part of the plot.

Radio VP = The board instructed
President Collins to fill the position of
vice president for radio, which became
vacant Saturday (Feb. 1), effective date
of the resignation of John Meagher. In
a reorganization plan submitted to the
board by the governer, the position had
been abolished and it was planned to
hire a “radio special services assistant.”
A similar post was created for television.
The radio board, however, rejected the

Rock, Ark.; John Patt, WJR Detroit;
Allan Page, KGWA Enid, Okla.; Rich-
ard Chapin, KFOR Lincoln, Neb., and
Robert Mason, WMRN Marion, Ohio.
All except Mr. Quarton, chairman of
the combined boards who will remain
in that post until the June board
meeting, will go off the board at the
NAB convention in April.

plan and authorized a starting salary of
$20,000 for the new radio vice presi-
dent. Mr. Meagher was paid $28,000
annually.

John Couric, NAB director of public
relations, made a report last week
on the annual radio month promotion in
May. He played a new set of musical
jingles based on the theme “radio, your
constant companion,” which were unan-
imously endorsed by the board. Mr.
Couric also will prepare other promo-
tional material, including on-the-air
promos, car stickers, speeches and mail-
ing pieces for the use of radio stations
during the month.

George Hatch, president of xaLL Salt
Lake City and the Intermountain Net-
work, reported on the NAB’s radio de-
velopment subcommittee of which he is
chairman. The FCC could immediately
lift the AM freeze, in force for 20

41



months, if it would adopt the NAB’s
proposed engneering standards. “With
an expanding economy, with a growing
America and with an increasing popula-
tion, it is our belief that with greater
reliance placed in AM allocations upon
sound engineering and adequate finan-
* cial qualifications, the radio industry will
reach new heights in prosperity and will
continue to provide outstanding broad-
casting service,” Mr. Hatch said.

The radio board endorsed his report
and reappointed the radio development
subcommittee to serve until conclusion
of the FCC re-evaluation of AM alloca-
tions and engineering standards. The
board also authorized Governor Collins
to appoint a committee to work with the
NAB legal counsel in preparing com-
ments on the FCC’s proposed AM pro-
gram reporting forms.

Both radio and TV boards ratified a
staff recommendation that non-NAB
members be admitted to the 1964 fall
conferences.

Resolution Tabled = On the grounds
that cigarette advertising is an all media
problem and not just broadcasting, it
was proposed that Mr. Bell attempt to
arrange a meeting with other trade as-
sociation representatives to discuss the
overall situation. After first indicating
approval of the plan during the morning
session, the board tabled the resolution
when it was presented that afternoon.

Those opposing the idea felt it would
accomplish very little except. an initial
favorable public reaction and that seri-
ous antitrust problems were involved.

President Collins announced the ap-
pointment of five code board members,
including two new and three reappoint-
ments, and the naming of holdover mem-
ber Elmo Ellis, wsB Atlanta, as chair-
man. He succeeds Cliff Gill, xezy
Anaheim, Calif., who has served four
years on the board and is not eligible
for reappointment.

New board members are Clint J.

Radio’s own ‘march’

Radio stations will have a
trump card in promotion of Ra-
dio Month next May (see page
47). Major Sam Lobodel, assist-
ant conductor of the U. S. Army
Band and composer, is writing
“Broadcasters March” especially
for the occasion. The recording
will go to all members of the
National Association of Broad-
casters and the Army Band will
use the piece in concerts. In ad-
dition, sheet music for marching
bands will be made available to
stations for distribution to high
schools and colleges.

48 (SPECIAL REPORT: NAB IN ACTION)

Donald H. McGannon (r), president
of Westinghouse Broadcasting Co,,
last week was picked as the winner
of the National Association of Broad-
casters Distinguished Service Award
for 1964. He was congratulated by

Glenn Marshall of WJXT{TV) Jack-
sonville, Fla., co-chairman of the NAB
convention committee and the sub-
committee that chose Mr. McGannon
for the 1964 award. The award will be
presented during the NAB’s annual
convention in Chicago April 5-8. Mr.
McGannon is chairman of the NAB's
research committee and of the new
Broadcast Ratings Council.

Fromby, KpaN Hereford, Tex., and
Michael J. Cuneen, wbLA Walton,
N. Y. They are both from daytime sta-
tions, the first such representatives on
the board. Reappointed were Richard
Fairbanks, wiBc Indianapolis; Richard
Mason, wpTF Raleigh, N. C., and Lee
Fondren, XLz Denver. All the new ap-
pointments become effective at the close
of the NAB convention early next April.

Going off the code board in addi-
tion to Mr. Gill is Robert B. Jones Jr.,
WFBR, Baltimore. Holdover members in-
clude Richard Dunning, kHQ Spokane,
Wash., and Herbert Krueger, wTAG
Worcester, Mass., who will serve until
1965.

NAB plans to hold two
management seminars

Two seminars for station sales man-
agers are planned this summer under
the sponsorship of the National Asso-
ciation of Broadcasters at Harvard and
Stanford universities. They will re-
place, at least for this year, the popu-
lar management seminar held the past
four summers at Harvard.

Approval of the plan was given Fri-
day (Jan. 31) by the NAB board in
Sarasota, Fla. Both seminars are plan-
ned for July and will use the Harvard

“case” method of instruction with ac-
tual sales problems to be discussed.
Enroliment will be limited to approxi-
mately 60 “students” and general man-
agers involved daily in sales will be
eligible to attend in addition to sales
managers.

Four radio program
clinics are scheduled

The radio and television boards of
the National Association of Broadcast-
ers last week rejected for the time being
a year-old proposal by President LeRoy
Collins that the NAB establish a perma-
nent program department. Both boards
adopted unanimously the recommenda-
tion of a special committee that the
department not be formed.

Instead, the radio board approved
the committee’s plan for the NAB to
hold four radio program clinics this
year. They will be held in two small
markets and two large markets and will
use the NAB staff along with an outside
program expert. The clinics will be
held to “test the feasibility of NAB
sponsorship of such clinics and to
gather information relative to program-
ing needs and the type of service that
could assist in meeting these needs.”

The board budgeted $2,500 for each
clinic, with the possibility of such future
sessions for TV to depend upon the
results of the radio program clinics.

Joseph Baudino, Westinghouse Broad-
casting Co., and Allan Page, KGwa
Enid, Okla., are co-chairmen of the
program committee.

New group formed

Formation of the Institute of Broad-
cast Engineers has been announced by
John H. Battison, president of the new
professional engineering group. The
first meeting will take place in Chicago
during the National Association of
Broadcasters convention, April 5-8.

Clutter cutters

All-out campaign is planned by
the TV code board to reduce the
number of “credits” required at
the end of all TV programs as
one solution to the alleged “clut-
ter” in TV programing. The code
authority has been authorized to
urge networks, syndicators, pro-
ducers and unions to launch a
joint campaign to cut the number
of credits. The subject of clutter
will play a major role in the sec-
ond meeting of the broadcasters
and advertisers on problems of
TV advertising, tentatively sched-
uled for Feb. 12.
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If you'd like fan mail like this...

“I'd like to report that your FM trans-
mission is far superior to previous
broadcast. In fact, WGMS-FM is the
strongest station on my auto FM radio.”
Mr. DW, Rockville, Md.

“I have long advocated the use of
circular polarization ... The improve-
ment is more striking than I had
expected. Auto-FM reception at a dis-
tance ... has a substantial advantage.”
Mt. RJC, Bethesda, Md.

“Terrific! Reception: very good.
Improved.” DCF, Timonium, Md.

“I find it excellent and much im-
proved, and reception ever so much
better than it used to be before you
installed your new antennas.” Mrs.
WE, Fairfax, Va.

“We were not able to get your sta-
tion before. We receive your music,
etc. perfectly clear.” Mr. ALC, Spot-
sylvania, Va.

“WGMS-FM in Washington, D. C.
comes in clearly even in very poor
locations. A check with a portable FM
receiver indicates that you have a

...Add Collins’ vertically polarized

The above is only a small part of the

mail received by WGMS-FM in

Washington, D. C. after they updated
with Collins Type 300 vertically polar-
ized antenna.

You too can take advantage of this
“circular polarization” technique. Here
is what the Type 300 can do for you:

Actual installation, WGMS-FM
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Fills in shadow areas * Reduces
null effects « Improves fringe area
reception « Vastly improves car radio
reception ¢ Provides redundancy
when used with two power amplifiers
* Maintains FM stereo quality « Im-
proves SCA operation.

The Type 300, which costs no more
than your present horizontal bays, is

strong vertical component in yout
signal and this is apparently the
answer. You can’t imagine the dif-
ference between your signal and
virwally all others — regardless of
distance or strength, in the car...
much better reception...] can only
guess that you are intentionally radi-
ating both a horizontal signal — like
the one all along — and a vertically
polarized component as well. Believe
me, I couldn’t have asked for more.”
Mr. EDH, Frostburg, Md.

antenna

easily installed on your existing tower
and is compatible with your transmit-
ter. Delivery within 45 days of receipt
of order. Contact your Collins Sales
Engineer today.

COLLINS RADIO COMPANY -
Dallas » Cedar Rapids » Los Angeles
¢ New York * International, Dallas

COLLINS

S/
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PROGRAMING

UHF television and network programs
FCC MAY PROPOSE RULE TO FORCE NETWORKS TO AFFILIATE

The FCC appears headed toward a
proposed rulemaking in its effort to pro-
vide network programing for UHF sta-
tions and thus make them more com-
petitive with VHF outlets in their mar-
kets. ,

Two weeks ago, Commissioners Ken-
neth A. Cox and Robert E. Lee pro-
posed a rule to require VHF stations in
top markets to share network program-
ing with UHF stations in their areas
(CrLosep Circurr, Jan. 27).

And last week, Chairman E. William
Henry offered an even more drastic
remedy, a proposal to equalize the num-
ber of VHF affiliates each network
could have in 18 of the top 100 mar-
kets that have less than three VHF sta-
tions.

The market-sharing idea, originally
proposed by ABC in a meeting with
commission officials in December
(BROADCASTING, Dec. 23, 1963), would
be a boon to that network in its effort
to get on an equal footing with CBS
and NBC.

Chairman Henry said he wasn’t
“wedded” to the idea and wasn’t offer-
ing it as “a better alternative” than the
Cox-Lee idea. “But I am suggesting
that we might consider this if the com-
mission solicits comments” from the
industty in the matter of programing
for UHF stations.

Two Aims = The chairman, however,
indicated the idea has appeal for him.
He noted that it appeared to meet two
commission objectives — promoting
UHF, by assuring UHF stations, present
and prospective in the top markets, of
a network affiliation; and fostering com-
petition among the three networks.

In the top 18 markets having less
than three VHF channels, ABC has
VHF affiliates in five, while NBC has
VHF's in 11 and CBS in 14. According
to ABC figures, the VHF circulation of
three networks in those markets is:
ABC, under 2 million homes; CBS,
over 5 million; NBC, over 4 million.

Under the plan the chairman pro-
poses discussing, NBC and CBS would
be required to give up VHF affiliates to
ABC so that each of the three networks
would have an equal number. The
existing and prospective UHF stations
would also be apportioned equally.

Although the plan is certain to be
controversial, some commission officials
note it at least has the virtue of sim-
plicity. The Cox-Lee proposal, on the
other hand, involves a more compli-
cated time sharing arrangement affect-

ing stations in the top 75 markets
having two VHF stations and one un-
affiliated UHF outlet.

Program-Sharing = The plan would
prohibit a station from taking more
than one-third of its network program-
ing from a single network. This would
have the effect of forcing a network to
distribute its programing among the
three stations. The plan would remain
in effect until the UHF won a network
affiliation or the all-channel-set satura-
tion of the market reaches 100%,
whichever is sooner.

The commission was scheduled to
discuss the Cox-Lee proposal at its
meeting last week but passed it over in
order to give the chairman an oppor-
tunity to draft his market-sharing idea.
Both plans are expected to be consid-
ered this week.

There was no indication what ap-

Chairman Henry
Isn't wedded, just engaged

proach the commission will ultimately
take. However, with three of four com-
missioners, including the chairman, in-
terested in proposals for using regula-
tory power to effect a solution, officials
expected a rulemaking in some form to
be issued.

The proposals by the three commis-
sioners indicate they have little hope of
any voluntary action by the networks
to help unaffiliated UHF stations. Com-
missioners Cox and Lee met with net-
work officials on the problem in De-
cember. And early last month network

representatives met with members of
the FCC-sponsored Committee for the
Full Development of All-Channel
Broadcasting on the question of affilia-
tions with UHF stations.

No Encouragement = Commission
officials came away from both meetings
with the feeling the networks would do
little, if anything, on their own to help
UHF stations.

This issue has taken on added urgen-
¢y at the commission in the wake of the
decision to reject the proposal to drop
short-spaced VHF channels into seven
markets (BROADCASTING, Nov. 18,
1963).

That decision, based largely on the
argument that the drop-ins would hurt
UHF development, had the effect of
making the seven markets into show-
places for UHF television. The mar-
kets—Johnstown, Pa.; Baton Rouge,
La.; Dayton, Ohio; Jacksonville, Fla.;
Birmingham, Ala.; Knoxville, Tenn.;
and Charlotte, N. C.—were described
by the FCC as ripe for UHF growth.
All have two VHF stations. Only
Johnstown and Knoxville have UHF.

Worried About Future = As a result,
the commission is concerned lest UHF
stations fail in those markets. “If that
happens,” one commissioner said last
week, “we might as well give the UHF
spectrum space to the military.”

The commission has been touting the
all-channe! receiver act, designed to put
all-channel receivers into the hands of
the viewing public, as the long-range
solution to the problem of helping
UHF. If the public has the sets, the
stations will follow—that is the argu-
ment the commission makes.

Some commissioners, however, are
skeptical that the all-channel act is the
whole answer, even for the long run.
And all agree it is inadequate for the
short-run, that circulation of sets won't
begin to have an effect on viewing
habits for at least five years.

How To Help ABC = The problem
of helping ABC is also bothering some
commissioners. The drop-in proposal
had been designed, in part at least, to
help ABC by making available addi-
tional VHF stations with which it could
affiliate. The decision to reject the
drop-ins left some commissioners with
the feeling some other effort should be
made to help the network. Chairman
Henry apparently is among those dis-
satisfied with the existing competitive
relationship among the three networks

ABC now has 127 primary affiliates,

BROADCASTING, February 3, 1964



How next fall's TV network schedule looks now

7:30-8 , 8-8:30 [ 8:30:9 9-9:30 9:30-10 | 10-10:30 10:30-11
ABC Voyaggft?h;hgegottom ] Broadside Tycoon 12 O'Clock High ?
) Alan King " '
cgs | My Favorite Ed Sullivan Show o Candid What's My
Martian Bewitched Camera Line .
Procter §
SUNDAY NBC Walt Disney PSSP{;%ge Bonanza The Rogues
or other
ABC Outer Limits a‘;g‘;‘;’; McCafirey Breaking Point?
CBS o ;:J{hthe ! "§ef,‘;‘t 2 | Andy Griffith ? Dg?:g'n?; r Lawmaker (The House)
MONDAY NBC 90 Bristol Court Monday Night at the Movies
McHale’ Wend ..
ABC Combat ‘;{aavye & enMye and Peytonl Pldce The Fugitive:
S Petticoat Bailey of
CBS | Station Time Red Skelton Junction Balboa Mr. Broadway
Variety Hour
TUESDAY NBC Mr. Novak Mr. Solo Jack Benny Andy Williams
Bell Telephone?
ae | Qzie &\ paty puke Yellowbird Ben Casey Crh
Beverly Dick Cara
GBS CBS Reports Hillbillies | Van Dyke |  Williams? LLWALET
WEDNESDAY  NBC The Virginian Project 120
ABC | Flintstones | Donna Reed Mysgl:rsree Bewitched Peytorlnl Place ’ ng;htls %ﬁt’-_,"
CBS | Password | Perry Mason The Entertainers | The Nurses
THURSDAY NBC 13th Gate Dr. Kildare | Hazel |  Kraft Suspense Theater
ABC | Johnny Quest Egﬁrgﬁ{; Burke's Law Arrest and Trial
CBS Rawhide Tarzan? The Reporter Thew(::eat
, Jack Paar
FRIDAY NBC International Showtime Bob Hope Theater T™W3 or
Alfred Hitchcock
ABC Wagon Train l Lawrence Welk | Hollywood at Palace
CBS Jackie Gleason | The Defenders | Gomar Pyle l Gunsmoke
SATURDAY NBC Flipper Mr. Magoo Ken;(L;gky‘s Saturday Night at the Movies
?—AQuestion mark indicates status not definite.
CBS-TV was putting last-minute at NBC-TV’s popular Bonanza  each schedule is subject to consider-
touches on its 1964-65 nighttime against which, in the 9-10 p.m. able change in the next few weeks.

schedule last week, but as of late
Thursday (Jan. 30) the network still
had several decisions to make.

The CBS-TV movement capped a
week at the network of sudden re-
versals, twists and new programing
approaches. Among them: extension
of the veteran Ed Sullivan Show to
90 minutes by adding 9-9:30 to the
8-9 period it has always filled on Sun-
day, and the announcement of a new
series — The Entertainers — variety
show that will feature Carol Burnett
three weeks out of each four.

Mr. Sullivan’s new format appar-
ently was devised as a CBS-TV thrust

period, Judy Garland on CBS-TV
has scored low, and is going off after
March 29 (BROADCASTING, Jan. 27).
Latest reports placed The Entertain-
ers on Thursday, 9-10 p.m.
CBS-TV is expected to be the first
network to lock up its schedule for
next fall. But in a surprise move
NBC-TV let it be known from what
base it was programing its nighttime
periods. ABC-TV’s programing blue-
print seemed much more tentative.
ABC-TYV Still Loose = Of the three
networks, ABC-TV is the least defi-
nitely programed for 1964-65, though

The chart, for example, does not
show Valentine's Farrow, Pioneer
Go Home, No Time for Sergeants
and Three Men on an Island among
other half-hour comedies that are
distinct possibilities for ABC-TV.
Missing from the chart also is the
one-hour Alexander the Great and
Night Cry, which are also under con-
sideration at ABC-TV.

NBC-TV reportedly would consid-
er Alfred Hitchcock on its schedule,
possibly as a replacement for Jack
Paar Show, but only if Mr. Paar re-
fuses to appear for another season and
CBS-TV definitely drops Hitchcock.
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BUY DIRECT AND SAVE

Anything and Everything you
need for either television or radio

BINGO

BLOWERS, FLASHBOARDS,
CAGES, AND BINGO GAME
CARDS . . . Available with or
without sponsors advertising
printed on front or back.

W-ife foc/ay ﬂ)r Iariced

Yddea! BINGO,

INCORPORATED

BOX 1213
ENGLEWOOD, COLORADO

THE SHADOW

Radio Mystery Series

ISBACKONTHEAIR! (

 ew it o CHARI S DN,

45 West 45th St., New York 36 ¢ Plaza 7-0695

A il

As pear as your mail box: each
$1 sent to CARE Food Crusade,
New York 16, N. Y., delivers a gift
package to the hungry overseas,

52 (PROGRAMING}

compared with 191 for CBS and 193
for NBC. Twenty-six of ABC’s affili-
ates are UHF stations. NBC has 29
UHF affiliates and CBS has 22.

Additional affiliations will be avail-
able for ABC when the UHF stations
that are expected to follow the distribu-
tion of the all-channel set are on the
scene. But that network doesn’t think
it should be obliged to carry the weight
of providing network affiliations for the
struggling new UHF stations. And
some at the commission sympathize
with this point of view.

What are the real
lyrics of ‘Louie’?

An unintelligible rock ’n’ roll record
which has been among the top tunes
of Top 40 stations has produced a rash
of reports from Indiana, Georgia and
New Jersey on obscene lyrics.

The Justice and Post Office Depart-
ments and Broadcast Bureau of the
FCC said they are checking into the
reports of the record, “Louie, Louie.”

Recorded by the Kingsmen on the
Wand label, and Paul Revere and the
Riders on Columbia, the song is a
calypso tune, published by Limax Mu-
sic,c New York and licensed through
Broadcast Music Inc., in 1957. The
Kingsmen’s version is the one reported
to have touched off the question of ob-
scenity.

The song was written by Richard
Berry and recorded by him in 1957 on
Flip records.

The record company said the lyrics,
as published, are harmless, and the Na-
tional Association of Broadcasters said
it has found “nothing objectionable in
it.”

Widespread rumors had it that if the
45 rpm record was played at 33%3, the
lyrics would be decipherable and ob-
scene. However, the NAB Code Au-
thority said it had listened to the record
on all “standard” speeds and the lines
“delivered in rock 'm’ roll and calypso
style would be unintelligible to the av-
erage listener.”

“NAB has received from the music
publishers copies of the lyrics and has
found nothing objectionable in them.
However, it also has received from an-
other source a purported set of lyrics
which are unfit for broadcast.

“The phonetic qualities of this re-
cording are such that a listener possess-
ing the ‘phony’ lyrics could imagine
them to be genuine.”

Governor’s Concern = Indiana sta-
tions were left to their own discretion
in a wire from the state broadcasters
association president, Reid Chapman,
WANE-AM-TV Fort Wayne. Mr. Chap-
man said the wire had “recommended”
suspending play of the record.

The lyric situation had been brought

to his attention by Indiana Governor
Matthew Walsh. The governor said a
set of obscene lyrics had been sent to
him by a high school student from
Franklin, Ind., who asked the governor
why he was allowing stations in the
state to broadcast such things.

In Georgia, reports of obscene lyrics
came from Dawson, Hawkinsville and
Perry. Jack Williams, executive secre-
tary of the Georgia Association of
Broadcasters, said he had notified sta-
tions through the wire services of the
alleged obscene lyrics to the tune
and “urged discretion.”

In New Jersey, a set of obscene lyrics
was reported at Princeton University.

The lyrics, as published by Limax
Music:

Louie Louie, Me gotta go—

Louie Louie, Me gotta go—

A fine little girl, she wait for me—
Me catch the ship across the sea—
| sailed the ship all alone—

| never think I'll make it home.
Louie Louie, Me gotta go—

Louie Louie, Me gotta go—

Three nights and days we sailed the sea—
Me think of girl constantly—

On the ship | dream she there—

| smell the rose in her hair.

Louie Louie, Me gotta go—

Louie Louie, Me gotta go—

Me see Jamaica moon above—

It won't be long me see me love—
Me take her in my arms and then—
| tell her I never leave again.
Louie Louie, Me gotta go—

Louie Louie, Me gotta go—

Louie Louie, Me gotta go—

Reprinted by permission of the copyright
holder, Limax Music (BMI).

Seven Arts to open
western shipping office

Seven Arts Associated Corp., New
York, announced {ast week the opening
of a Hollywood office to handle the
shipping of film prints to television sta-
tions in 13 western states,

The office, scheduled for opening
Feb. 10, will be located in the quarters
of Bonded TV Film Service, 8290
Santa Monica Boulevard. Bonded TV
has acted as shipper for Seven Arts
product from New York.

States to be serviced by Seven Arts’
West Coast operation are Alaska, Ari-
zona, California, Colorado, Hawaii,
Idaho, Montana, Nevada, New Mexico,
Oregon, Utah, Washington and Wyo-
ming.

All orders for Seven Arts prints will
still be placed at the company’s New
York headquarters. A director for the
Hollywood operation will be named this
week.

e ——————— —emm————————————
: Is your station :
h LODKING FOR THAT NEW SOMETHING? |
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TV'S BIGGEST AUDIENCE

Nielsen reports that 96.1% of TV homes watched
JFK assassination coverage for 31.63 hours

The almost universal reach of tele-
vision’s unprecedented four-day cover-
age of events surrounding the assassina-
tion of President Kennedy was delin-
eated for the first time last week in a
special report by the A. C. Nielsen Co.

It showed that 49,299,300 U. S.
homes, or 96.1% of all that have tele-
vision sets, watched the assassination
coverage for an average of 31.63 hours
during the four-day period.

The exact reach in number of per-
sons was not shown, but it was calcu-
lated that there are 165.9 million per-
sons over two years of age in TV-
equipped homes and that the long week-
end’s viewing averaged 19.72 hours for
each of these individuals—even count-
ing those who did not watch at all
This comes to 3,271,547,000 person-
hours of viewing.

The closest approach to this range
and intensity of viewing in Nielsen rec-
ords occurred during the almost two
weeks of Democratic and Republican
presidential nominating convention cov-
erage in the summer of 1960. Nielsen
estimated that 92.3% of all TV homes

watched the conventions for an average
of 15 hours 37 minutes per home. Be-
hind that came the 1960 election night
coverage, when 92% watched for an
average of 4 hours 30 minutes per
home. The Gordon Cooper orbital
flight last May 15-16 attracted 91%
for a per-home average of 2 hours 36
minutes. The average TV home nor-
mally uses its set a little more than six
hours a day.

Most See Mass = The largest single
audience during the Nov. 22-25 assassi-
nation weekend occurred at 1-1:15 p.m.
(EST) on Nov. 25, just before the end
of the requiem mass, when 97,050,000
persons were esitmated to be at their
sets in 79.5% of the TV homes. At
3-3:15, during the burial service, 96,-
820,000 persons in 81% of the TV
homes were tuned in. During the 58
hours for which Nielsen furnished quar-
ter-hourly reports, the tune-in at no
time fell below 14% of TV homes.
This percentage, reported for both 8
a.m. Saturday and 9 a.m. Sunday, rep-
resented 7,180,000 homes.

The alacrity with which the public

turned to television was demonstrated
on two occasions in particular.

At 1:30 p.m. EST on Friday, Nov.
22, a total of 18,830,000 persons were
watching television. Fifteen minutes
later—approximately five minutes after
the first report that the President had
been shot—this number, representing
23.4% of all TV homes, had jumped
to 24,020,000 persons and 30.2%.

Within an hour it reached 37,260,000
persons in 45.4% of the homes, and
audience continued to build until 6:15-
6:30, when it stood at 81,350,000 per-
sons viewing in about 66% of the
homes. After a slight decline in the
next quarter-hour it began to build
again, reaching its peak for the day at
82,490,000 persons in 67% of the
homes at 7:15-30.

Accumulated Audience ®» The growth
of the accumulated audience was even
more dramatic. Within the first quar-
ter-hour after first word of the shoot-
ing, 18,110,000 or more than one-third
of all TV homes had tuned in. Fifteen
minuotes later the figures had reached
21,650,000 homes or 42.2%, and by
4:45, two-and-a-half hours later, 38,-
420,000 or three-fourths of all homes
had tuned in. By 11 o’clock that same
night, 47,500,000 homes, or 92.6%,
had watched some portions of the cov-
erage for an average of 5.71.

Lee Oswald, the President’s accused

L.A. federal judges continue camera ban
NOW IT INCLUDES HALLS OUTSIDE OF COURTROOM

A meeting between three federal
judges and over 30 representatives of
the broadcast and print news media of
Los Angeles failed to bring any change
in the order of the previous week ban-
ning cameras and microphones from
the U. S. district courts in the city,
plus the rest of the floor on which
they are located and part of the floor
beneath.

Before the Jan. 27 conciliétory meet-
ing of judges and newsmen started,

~ presiding Judge Peirson M. Hall laid

down two ground rules for the session:
first, that no pictures be taken and sec-

-ond, that the discussion be off the rec-

ord, with no reports made of what oc-
curred. With some reluctance, the
newsmen agreed to these terms.

The order, issued by Judge Hall and
signed by 10 of the U. S. judges as-
signed to the Los Angeles district (three
of the 13 were away), bars radio and
TV newsmen With their electronic gear,
and: still . photographers from the en-
tire~second floor of the federal build-
ing and from hearing rooms and the
corridors adjacent to them on the floor
below. i

Immediately after the order was read
54 (PROGRAMING) k

by the deputy court clerk, the TV and
still photographers embarked on a cam-
paign of deliberate but orderly defiance
of the ruling. That day and the next
they thronged the corridors which had
been declared as out of bounds to them,
photographing witnesses and other in-
dividuals involved with trials as they
entered or left the federal courtrooms.
There were no arrests and no trouble-
some incidents.

The broadcasters and newspaper pub-
lishers of Los Angeles joined forces to
protest the new rule as an unwarranted
invasion of the rights of the public. In
editorials on the air and in print they
pointed out that if the judges can bar

cameras and microphones from areas "

outside the courtrooms in the federal
building, there is nothing to prevent
their extending the off-limits area to the
street on which the courthouse is lo-

cated. Together, the newspapers and
the broadcast media asked for a revoca-
tion, or at the very least, a mitigation"of

the new rule.

Robert D. Wood, president of the
California Broadcasters Association,
declined to make an official comment
until he had an opportunity to dis-

cuss the matter with the CBA board.
But as vice president of CBS Television
and general manager of CBS-owned
KNXT(TV) Los Angeles, Mr. Wood on
Wednesday (Jan. 22) broadcast an edi-
torial pointing out that “one photogra-
pher took his pictures inside the fed-
eral courtroom not to defy the ban
but because he was unaware of it. Yet,
this single instance of inadvertence
provoked Tuesday’s sweeping order.
“Such action by the federal judges
violates a cardinal principle of Ameri-
can ethics,” Mr. Wood declared. “Be-
cause of the inadvertent action of one
photographer, the judges are in effect
punishing all photographers. This is
guilt by association and—in the view
of KNXT—an arbitrary and capricious
act on the part of the federal judges.”
The L. A. professional chapter of
Sigma Delta Chi also protested the ban.
The Monday meeting with the judges

was attended by representatives of As- .

sociated Press, United Press Interna-
tional, ABC, CBS and NBC, the Los
Angeles Times, Los Angeles Daily Jour-
nal, The Los Angeles Herald-Examiner,
The Citizen-News KHJ-AM-TV, XTTV
(Tv), KNBC(TV), KNX, the Southern
California Broadcasters Association,
Sigma Delta Chi, the National Radio
and Television News Directors Associa-
tion and the Southern California Radio
and Television News Associatio?.
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assassin, was shot—on television—
about 12:20 p.m. (EST) Sunday, and
this also brought an immediate upsurge
in audience. In the preceding quarter-
hour, it was estimated 47,070,000 per-
sons were watching. Within minutes
after the shot, according to Nielsen’s
estimates, 12.7 million additional view-
ers reached their sets, bringing the total
to 59,790,000 persons at 12:30-45. By
12:45-1 p.m. the aundience stood at
64,360,000, and it built steadily until
it reached the day’s high point of 85,-
110,000 persons at 1:45-2 p.m.

Nielsen found no big differences in
what it called “massive response of the
American people” to TV’s coverage -of
the weekend’s events. “The pattern of
heavy television usage,” the report said,
“held for every type of home, East and
West, rich and. poor, large and small;
and for individuals of both sexes and
almost every age bracket.”

Even children two to five years old
averaged 8.16 hours each.

Viewing was a little less widespread
in the Pacific region (94.3% of the
homes) and little more so in the North-
east (96.9%). It was slightly heavier
in middle and upper income homes
(96.7% and 96.0%) than in lower
(95.2%). 1t also seemed to increase
slightly with education and income and
among professional and white-collar
workers and the retired and unem-

ployed, but did not vary much between
the skilled and unskilled workers.

" The median time spent viewing tele-
vision on that weekend, including
homes that didn’t watch at all, was
31.2 hours per home, but some—2%
of all TV homes—averaged 61.1 hours
each. Here is Nielsen’s breakdown ac-
cording to total hours viewed:

Percent Average
of hours

No. of hours TV homes per home
55 and over 2 61.1
45 to 54.9 14 48.9
35 to 44.9 23 39.9
25 to 34.9 28 30.1
15 to 24.9 18 20.7
Under 15 11
None 4 L.

WHITE HOUSE TV

Network engineers to study
plans for permanent facility

Preparations for the installation of a
fixed TV facility in the White House
(Crosep Circult, Jan. 27) continued
this week with the scheduled arrival in
Washington of a team of network TV
engineering executives to look into the
dimensions of the problem.

The technical committee, named to
put into effect the proposal submitted
to the President and his news secretary,

Pierre Salinger, by network corpora-
tion executives two weeks ago, consists
of Frank Marx, president, ABC Engi-
neers; Edward L. Saxe, operations vice
president, CBS Television Network;
William Trevarthen, operations vice
president, NBC Television Network.
The engineering group was to meet in
New York last Friday.

Although the exact layout of the esti-
mated $1 million installation is still un-
decided, preliminary sketches show
three camera booths in three corners of
the Fish Room in the west office wing
of the White House, each housing one
camera. These cameras will be avail-
able for use in other areas of the White
House should the need arise. Provision
is also made for a “free,” uncloseted
camera in the Fish Room.

Somewhere in the basement level of
the White House a control board will
be established from which loops will be
run to each of the network’s news de-
partments in Washington and also to
the terminal of the Chesapeake & Poto-
mac Telephone Co. for transmission
nationally via AT&T.

The prospective plans call for per-
manent power lines into the Fish Room,
and also both power and coaxial links
at various key points of the White
House grounds (the rose garden, the
main entrance, and the west entrance).

Included in the plans is provision

Cameras and tape recorders were also
kept out of the Hinds county court-
house in Jackson, Miss., last week
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during trial of Byron De La Beckwith,
accused of murdering Medger Evers,
Negro civil rights leader.

FBI’'s Hoover is against
TV cameras in court

J. Edgar Hoover, director of the
Federal Bureau of Investigation, doesn’t
think television belongs in a courtroom.

In the February issue of the FBI Law
Enforcement Bulletin, Mr. Hoover's
lead editorial starts out: “To my mind,
commercial jingles, station breaks and
panning television cameras are in¢con-
gruous with the dignity and solemnity of
courtroom procedures.” .

Making a plea for the proposition
that freedom of the press is not un-
limited and unrestrained, he suggests
that news reporting in some instances
must be restrained.

Because of TV, Mr. Hoover says,
“provocative” problems have arisen,
particularly in the realm of judicial
processes. “Some televised accounts of
courtroom trials and other incidents
bearing on individual rights raise the
question,” Mr. Hoover remarks, “of
just where public right stops and pub-
lic curiousity commences.”

Urging advocates of courtroom TV
to refer to ethical canons of both jour-
nalism and law, Mr. Hoover concludes:
“Otherwise, where the administration
of justice is concerned it may be neces-
sary to revise the popular Broadway
slogan, ‘There’s no business like show
business.””
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for feeding the audio to the Mutual
Broadcasting System and to other ra-
dio stations not affiliated with any of
the networks. )

At an estimated cost of $200,000 a
year, the TV facility will be manned
six days a week. It is estimated that 12
men will constitute the crew—nine on
and three off duty. The ready crew will
consist of seven technicians, a director
and a production supervisor.

The networks have offered to under-
write both the installation and the
operational costs of the facility’s oper-
ation.

Sixty Feet Away = The Fish Room,
off the main lobby of the west wing
entrance to the White House, is 60 feet
away across a corridor from the Presi-
dent’s desk. It is used primarily as a
reception and conference room. At
times it is used when the President
makes a statement or meets news cor-
respondents. At such times, field
cameras must be brought into the White
House and set up. Often there is hardly
enough time to warm-up the cameras
properly.

The room got its name during the
Franklin D. Roosevelt days when the
late President had a sailfish mounted
over the doorway.

Answering inquiries early last week,
Assistant News Secretary Andrew T.
Hatcher acknowledged that the proposal
had been made and that it was being
studied. He added:

“It has been no secret that arrange-

ments for television at the White House
have been of a temporary and make-
shift manner. 1n view of that, the net-
works have made a proposal to modify
the Fish Room into a modern TV
facility. The networks feel that the
White House is the most important
single source of news. The networks
feel that the facilities have been sub-

standard.”

The project was proposed to Presi-
dent Johnson and Mr. Salinger Jan. 20
by James C. Hagerty, ABC; Frank
Stanton, CBS and Robert E. Kintner,
NBC. It followed an earlier meeting
between the President and network of-
ficials late in December (BROADCAST-
ING, Dec. 23, 1963).

AFL RIGHTS GO TO NBC-TV

Five-year pact will pay league $36 million

NBC-TV-last week added more glit-
ter to the apparently solid gold com-
mercial value of major sporting events
when it signed a five-year, $36 million
contract, biggest in television sports
history, to telecast the American Foot-
ball League games beginning in 1965.

Thus, NBC-TV quickly recovered
from its unsuccessful bid for the Na-
tional Football League games last week
(BROADCASTING, Jan. 27), and enhanced
its position in sports coverage.

By taking over the AFL games from
ABC-TV, whose original five-year con-
tract expires at the end of next season,
NBC-TV added a third new attraction
to its football collection—the others
being the National Collegiate Athletic
Association football games and the
Orange Bowl football game and sur-
rounding events.

The NBC-TV contract is noncancel-
able, whereas the ABC-TV pact has
been picked up on yearly options, due

on April 1. However, ABC-TV said it
was going to Keep the AFL in the final
contract year. '

Expansion Funds Guaranteed = De-
tails of the contract with the AFL pro-
vide for graduated vearly increases in
the amount of money the network will
pay, until, by 1969, each team in the
eight-club circuit will get about $1 mil-
lion. In the event of league expansion,
NBC-TV has guaranteed additional
revenue for the new clubs, apparently
on an equal basis with the original
teams.

The NBC-TV contract covers pre-
season, regular league and playoff
games, but does not include the AFL
championship or All-Star games. In the
ABC-TV contract all the games were
covered under the one pact.

The same proviso written into the
NFL-CBS contract appears in the AFL-
NBC agreement. The teams have the

Baseball clubs consider TV package plan

What chronic complaints by less-
profitable cellar-dwellers couldn’t do
for major league baseball, football
has accomplished. The baseball club
owners are now showing definite in-
terest in a TV package plan in which
all 20 teams would share the reve-
nue.

The realization that the whole can
be worth more than its 20 separate
pieces was driven home by the foot-
ball pacts which have gone for:

s $13 million by NBC-TV for
two years of National Collegiate
Athletic Association games (BROAD-
CASTING, Dec. 23, 1963).

= $28.2 million by CBS-TV for
two years of National Football
League contests (BROADCASTING, Jan.
27).

= $36 million by NBC-TV for five
years of American Football League
games (see above).

At a New York meeting of the
baseball teams in mid-January, the
principle of all clubs sharing in the

- receipts was approved, with the plan

set to begin in 1965. However, due
to contractual commitments by some
of the teams, notably the New York
Yankees with CBS-TV and the Los
Angeles Dodgers and San Francisco
Giants with Subscription Television
Inc., 100% participation in the plan
is not expected until 1966.

Although several package plans
are being studied, the one getting the
most attention is the Monday night
no-blackout national game, proposed
by veteran broadcaster and Detroit
Tigers president, John E. Fetzer
(BROADCASTING, Oct. 14, 1963).
And, it was stressed, under any
package plan all teams would con-
tinue with their regional radio and
TV operations.

Mr. Fetzer said last week that
while teams will continue through
1964 with regional schedules and
selected Saturday and Sunday games
on CBS-TV and NBC-TV, he hopes
to showcase the Monday night game
on a couple of occasions if possible.
He is hopeful his plan eventually

could replace all present games of
the week as the most logical com-
promise to help all involved.

Robert O. Reynolds, president of
the Los Angeles Angels and Golden
West Broadcasters and a member of
the American League = committee
working on the package plan, said
other problems include determining
the interest and availability of the
three TV networks and the interest
of advertisers in sponsoring a game
of the week.

Mr. Fetzer claimed “intense inter-
est” on the part of national adver-
tisers, but said there was still a ques-
tion of whether the TV games would
be scheduled on Monday night or
on a Saturday or Sunday afternoon.

Assuming the Monday night pack-
age became the only nationally tele-
cast game, with no blackouts and a
good program presentation, Mr.
Fetzer said he thinks the package
eventually would be worth around
$10 million annually to the teams.

His original plan called for $6.5
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right to put their home games on the-
ater TV in the blackout area.

In comparison with the NFL games,
for which all three networks bid, the
AFL-NBC contract was a negotiated
affair, entered into after ABC-TV de-
cided that rather than tie itself to a
five-year contract it would sooner be
free to bid for the NFL games that
will again be up for renewal in 1966.

ABC-TV, however, managed to keep
its foot in the football sweepstakes by
taking the Gator Bowl game away from
CBS-TV, effective with the next game
Jan. 2, 1965. The three-year contract
calls for ABC-TV to pay $140,000 a
year, more than twice the $65,000 a
year now paid by CBS-TV.

AFL Commissioner Joe Foss and
AFL President William H. Sullivan,
who also heads the Boston Patriots,
expressed delight at the terms of the
contract with NBC and indicated that
it would solidify the AFL’s position in
competition with the older NFL.

In one respect, the AFL outdid its
rival, CBS-TV’s two-year contract for
$28.2 million tripled the $9.3 million
the network paid the NFL for the
rights to the 1962-63 seasons. But the
new AFL contract is more than 3%
times the $10 million paid by ABC-
TV for the five years ending in 1964.

Carl Lindemann Jr., NBC-TV vice
president, sports, who signed for the
network, declared that the network was
delighted to “join the league in the
growth of professional football.”

million to the teams for 26 Monday
night games. Exclusive of network
rights in 1963, the 20 teams received
$13.1 million for radio-TV regional
rights (BROADCASTING, March 4, |
1963).

Two committees, one for each
league, are studying the various
package plans and an exploratory
session is scheduled in Los Angeles
by Feb. 20.

The. American League group is
made up of Messrs. Fetzer and Rey-
nolds and the National League com-
mittee is composed of Walter O’Mal-
ley, Dodgers president, and Judge
Roy Hofheinz, Houston Colts presi-
dent. Judge Hofheinz alsc has sta-
tion interests in Texas.

The aim of the package plan is to
enable all major league teams to
moere equally share in TV revenue.
Network practice has been to sign
game of the week contracts with
only a few teams from each league,
usually those high in the standings.
Thus the tail-end clubs have lost
much of the added source of income.
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The contest for the right to present the most
exciting spectacle in sports is riow history. It
waswon by the CBSTelevision Network, which
for another two years will bring the nation’s
viewersthe NFLseries of professional football
games. The world’s greatest football stars will
continue to play alongside the greatest stars
in the worid of entertainment. Together they
comprise the most brilliant constellation of
performers ever assembled on a single tele-
vision network. They can be seen displaying
theirextraordinarytalentsineverycategory of
entertainment and information: sports, com-
edy, variety, drama, news and public affairs.
it is because of such stars that the American
people spend more time watching the CBS
Television Network than any other.

The Score:

The most popular nighttime program in television.
9 of the top 10 nighttime program series.

15 of the top 20 nighttime series.

The highest rated new nighttime series.

The biggest average nighttime audience —for
the ninth consecutive year.

The most popular daytime program in television.
5 of the top b daytime series.
9 of the top |0 daytime series.

The biggest average daytime audience —for
the sixth consecutive year.

For the tenth consecutive year the world’s largest
single advertising medium.

Based on Nielsen Television Index estimates subject to qualifications which
the CBS Television Network will supply on request. (NTI Aver. Audience, 6-
11pm, seven nights, and 7am-6pm, Mon-Fri, October 1963-January 1, 1964)




How to succeed in program selling
ONE WAY IS TO GET AN ENDORSEMENT FROM THE FCC

The National Telefilm Associates Inc.
of Beverly Hills, Calif., has an unusual
sales pitch in its campaign to sell a
film series it has produced-—a letter of
endorsement from the office of FCC
Chairman E. William Henry.

The series is Probe, which features
Dr. Albert Burke, lecturer on world af-
fairs, in a half-hour of commentary on
and analysis of issues of current im-
portance. The letter, which is being used
by NTA salesmen in their presentations
to television station managers, was
signed by John F. Cushman, administra-
tive assistant to FCC Chairman Henry.

The letter, addressed to -Alan Fisch-
ler, director of the Award Programs
Division of NTA, describes Probe as
“thought-provoking,” and commends
NTA for producing it. The letter also
wishes Mr. Fischler “every success in
placing the program on the television
stations of the country,” and concludes:

“If we may be of further assistance
to you, please feel free to contact us
at any time.”

According to the letter, which was
dated Oct. 3, it was written in response
to letters from Mr. Fischier and “re-
flects the gist of conversations” he had

with commission staff members on
Sept. 13.

Purpose = Mr. Cushman said last
week the purpose of his letter was to
support NTA’s sales argument that
broadcasters could count the progtam
as public service rather than entertain-
ment in reporting to the commission on
their programing at license-renewal time.

The letter noted that many commer-
cial programs of a public service na-
ture contain educational value and vyet
may not meet the commission’s rule
for classification as education. The rule
limits that classification to programs
that are produced by or in behalf of
bona fide educational institutions or
organizations.

“The commission welcomes informa-
tion from licensees which supports their
objective of operating in the ‘public in-
terest, convenience and necessity,’ ” the
letter continued. “Information concern-
ing programs which are educational in
nature is frequently submitted by sta-
tions . . . at the time of license renewal
. .. In the case of the Probe series, such
action would demonstrate to the com-
mission the licensee’s effort to make this
thought-provoking series available to

T EREER
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Get a great jingle, that's how. From
Studio Ten productions. )
Studio Ten is new, and young, and
l vigorous. Studio Ten has an outstand-
ingly creative talent-team. Studio Ten has
really big facilities. Plus the best equip-
ment in the business.
Studio Ten is already gaining an enviable
reputation for reliability.
l Tear out this page, send it to Studio Ten, I

ON RADIO?

and you'll get your very own jingleman
by return mail. No obligation, except to
listen to him for five minutes.

I We'd like your business. How about it?

SUITE 1329, EXCHANGE BANK BLDG,, DALLAS
LW _ N B N |

STUDIO TEN PRODUCTIONSJ

his listeners,” the letter stated.

Mr. Cushman said the chairman’s
office has provided such letters “two or
three” times in the past several years.
He said one was to help a United Na-
tion information officer place programs
dealing with the world organization.

Another involved a commercial pro-
gram, but Mr. Cushman said he could-
n’t recall the details, other than that
the situation was similar to that involv-
ing Probe.

ATTORNEYS ATTACK

Live interviews considered
more dangerous than print

The New York County Law Associa-
tion’s Committee on Civil Rights last
week called for new police regulations
to curb information released to televi-
sion and other news media that may
jeopardize an accused person’s right
to a fair trial.

The committee filed a report that
particularly criticized TV coverage of
crime news, stating that the arrest and
shooting of accused presidential assassin
Lee Harvey Oswald in Dallas “is only
one in a series of instances” where the
accused’s rights were violated.

Although the report stated that all
news media potentially might affect the
administration of justice, it stressed
that the mass visual impact of a sus-
pect’s words and actions at a live inter-
view “leaves an imprint 6n the mind
that can be recalled many months later,
while stories printed in cold type have
a much greater tendency to fade away.”

To correct the alleged deficiencies in
police procedure, the committee recom-
mended:

» Police regulations be adopted to
discipline officers who in any way per-
mit a suspect to be interviewed at any
time or place while he is in custody if
defense counsel is not present. Similar
prohibitions would be placed on any
public statements made by police offi-
cers “referring to any admissions by
any accused persons or detailing any
facts relating to the commission of a
crime” from such “interviews.”

= Such evidence that is revealed or
discussed in violation of these prohibi-
tions would not be permitted to be used
as evidence in the courtroom.

= The conons of ethics would be
amended to make prosecutors liable to
misconduct charges should they ven-
ture any extrajudicial public expressions
of opinion concerning the guilt of the
accused, the weight of evidence against
him or the likelihood of a conviction.

The committee agreed that the pub-
lic’s right to know and the freedom of
the press also must be taken into con-
sideration. But it cited a New York
appellate court decision in basing its
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premise that primary importance must
be given to dispensing justice—*‘People
are not arrested to provide news stories
or telecasts. They are arrested to be
brought to justice. Any police conduct
that prevents a fair trial could allow
the guilty to escape conviction.”

The report said that meetings with
the National Association of Broadcast-
ers, the networks and individual broad-
casters in New York did not provide
much hope for self-regulation in the
industry. It stated that the customary
response by broadcasters is that their
“obligation is to inform the public and
so long as the information is made
available to them by responsible sources,
their duty is to present it.”

NAB standards governing crime
news, the report said, are expressed in
“broad, general terms which are im-
possible of specific application.” It
said that although the industry has ex-
pressed, in principle, the desire not to
compromise the rights of a suspect, this
desire “‘cannot overcome the competi-
tive instinct of reporters on the firing
line who are out to get the best possible
story they can.”

CBS Films’ ‘America’
ready for syndication

CBS Films is making available for
syndication a_new first-run television
series, America, which will deal with
the entertainment values provided by
colorful sections of the U, S. The
Whitehall Laboratories Division of
American Home Products Corp.,
through Ted Bates, New York, has pur-
chased the series in 11 Western markets,
and the California Oil Co., through
White, Shuford Advertising, Denver,
has signed for the programs in 20 other
Western cities. CBS Films says 4 merica
is almost sold out west of the Rocky
Mountains,

The series, produced by Jack Doug-
las, will consist of 39 half-hour specials
—available in black and white and
color. Programs were filmed in such
locations as Cape Cod, Hawaii, Holly-
wood, the Florida Everglades and Las
Vegas.

New firm to produce
TV documentaries

Wenbill Productions has been or-
ganized to create and produce TV docu-
mentaries and feature films by Wendell
Corey, actor, past president of the
Academy of Motion Picture Arts &
Sciences, and Bill Sargent, former vice
president of Home Entertainment Co.

Initial project of the new company
is a half-hour series, What Ever Hap-
pened to . . .? made up of human in-
terest stories and interviews with cele-
brities of the past. Mr. Corey will
act as host of the series, to be produced
by Trustin Howard, who created the
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series, and directed by Jack Orbison.

Billie Burke and George Grey, one
of the original “Keystone Kops,” will
be featured in the first program of the
series. Wenbill is also preparing a docu-
mentary series, The Turning Point, each
program detailing the most important
incident in a celebrity’s life.

Film sales ...

Wolper-UA-TV Specials (United Art-
ists): Sold to xTvB(TV) Boise, Idaho;
kHoL-Tv  Kearney-Holdrege, Neb.;
KETV(TV) Omaha; woan-tv Portland,
Me.; wpBJ-Tv Roanoke, Va.; KrROD-Tv
El Paso; kvaL-Tv Eugene, Ore.; KBES-
Tv Medford, Ore.; xvoo-Tv Tulsa,
Okla.; wrcN-Tv Minneapolis-St. Paul;
wFBM-Tv Indianapolis and WJAR-TV
Providence, R. I. Now in 97 markets.

Rifleman (Four Star): Sold to wyw-
Tv Cleveland; wzzm-Ttv Grand Rapids,
Mich.; WwLBT(TV) Jackson, Miss.;
wrtoc-Tv Savannah, Ga.; wNys(TV)
Syracuse, N. Y.; KBLU-TV Yuma, Ariz.
and xXTvT(TVv) Fort Worth-Dallas.

Amos ‘n’ Andy (CBS Films): Sold
to wkyT(Tv) Lexington, Ky.

December Bride (CBS Films): Sold
to KATVv(TV) Little Rock, Ark.

Have Gun, Will Travel (CBS Films):

CB-77. 1

SHIPMENT FROM SIBEI{}

™ turntable ch
CE-500, 1

Sold to kerv(tv) Portland, Ore;
wkTv(Tv) Utica, N. Y.; xGBT-TVv Har-
lingen, Tex.; KAaTc(Tv) Lafayette, La.,
and wKy-Tv Oklahoma City.

Navy Log (CBS Films): Sold to
xpTv(TVv) Portland, Ore. '

Wanted Dead or Alive (CBS Films):
Sold to ksL-Tv Salt Lake City. '

World of Giants (CBS Films): Sold
to KABC-Tv Los Angeles, and wWCBI-TY
Columbus, Miss.

Mack & Myer For Hire (Trans-
Lux): Sold to wnNys(Tv) Syracuse,
N. Y. and Television Corp. Ltd., Aus-
tralia.

Felix the Cat (Trans-Lux): Sold to
wrtvD(Tv) Durham-Raleigh, N. C.

Zoorama (Trans-Lux): Sold to xeLo-
Tv Sioux Falls, S. D.

Top Draw Feature Films (Trans-
Lux): Sold to XTrRG-Tv Honolulu and
waTv(TV) Athens, Ga.

Guest Shot (Trans-Lux): Sold to
Australian Broadcasting Commission.

Magic Room (Trans-Lux): Sold to
wGTv(Tv) Athens, Ga.

The American Civil War (Trans-
Lux): Sold to waTv(TV) Athens, Ga.

Bob Hope Features (Allied Artists):

or—5230

urntable 250

o
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The joint television and radio ap-
pearances of two friendly political
foes, Senators Joseph S. Clark (D-
Pa.) and Hugh Scott (R-Pa.), leave
the schedules of 15 TV and 38 radio
stations this week because Senator
Scott is about to declare his can-
didacy for re-election.

For hundreds of congressmen and
more than a score of other senators,
the story is the same. The equal
time requirements of Section 315, a

Scott, Clark debates off; Section 315 on

source of complication for stations
during party primaries and general
elections, are again raising their
knotty head. Using modern taping
and film equipment that the House
and Senate provide free to their
members, many incumbents report
to their consituents for the cost of
the tape and the film itself year
round—time is given by the stations.

Local and state candidates are af-
fected by Section 315, too, but it’s

the congressmen and senators who
mostly enjoy many hours of free air
time to reach their constituents on
a regular basis—and many do. So
this time each election year, the in-
cumbents who seek re-election vol-
untarily cut off their programs to
avoid Section 315 complications.

For Senators Scott and Clark, the
situation is a rerun. Senator Clark
ran for re-election in 1962 and
bowed off the joint show when he
announced his candidacy,

Pictured during a light moment in
the last program are the host sena-
tors (Senator Clark on the left, Sen-
ator Scott on the right) with their
guest, Senator Hubert H. Humphrey
(D-Minn.). Senator Scott had just
presented his co-host. a pair of 16-
ounce boxing gloves and said, “If
he’s got to oppose me, I want him
to use soft gloves instead of fists.”

Senator Clark quipped, “I'm going
to leave this show and turn these in
for a pair of brass knuckles.”

Both senators plan to offer short
one-man shows until the campaign.

Sold to kco-Tv San Francisco; wWMBD-
Tv Peoria, Ill.; wiTl-Tv Milwaukee;
wxyz-Tv Detroit and WDAF-Tv Kansas

City, Mo. Now in 24 markets.

Bachelor Father (MCA-TV): S¢id

to wBTv(Tv) Charlotte, N. C.; woAl-
Tv San Antonio, TeX.; wyxT(TV) Jack-
KNTV(TV) San Jose,

sonville, Fla.;
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Calif., and wrvy(Tv) Dothan, Ala,

City Detective (MCA-TV): Sold to
xorta-Tv Rapid City, S. D,

The Mike Douglas Show (Group
W): Sold to xaBc-Tv Los Angeles;
kTvr(Tv) Fort Worth-Dallas, and
KPHO-TV Phoenix, Ariz.

The Emmett Kelly Show (Seven
Arts): Sold to cJpMm-tv Chicoutimi,

Que,

Bowery Boys Features (Seven Arts):
Sold to cHAB-TV Moose Jaw, Sask., and
CKRN-Tv Rouyn, Que.

Post-50 Features—dubbed in French
(Seven Arts): Sold to cxrs-Tv Jon-
quiere, Que.; ckrN-Tv Rouyn, Que,
and cJBR-Tv Rimouski, Que.

Volumes 4 and 5 (Seven Arts): Sold
to crFcF-Tv Montreal; cHcH-Tv Hamil-
ton, Ont.; ckPR-TV Port Arthur, Ont.;
ckso-Tv Sudbury, Ont., and CKNX-TV
Wingham, Ont.

The Steve Allen Show (Group W):
Sold to kTRG-Tv Honolulu.

Wide Country (MCA-TV): Sold to
WwTHI-TY Terre Haute, Ind.; wsIX-Tv
Nashville; wsJav(Tv) Elkhart-South
Bend, Ind., and wusn-Tv Charleston,
S. C.

‘Hercules’ budget set

Embassy Pictures Corp., New
York, said last week its one-hour
Hercules TV series planned for
ABC has been budgeted ‘““at more
than $4 million,” covering 32
shows to be produced in color.
Production of a pilot film will
begin in the spring and delivery
of the pilot to ABC-TV will be
made later this year. Hercules
will be targeted for the 1965-66
season. Embassy Pictures is ac-
tive in producing motion pictures.

Mel Blanc makes show
for radio syndication

Mel Blanc Associates has announced
a series of five-minute radio shows,
Inside Show Business with Mel Blanc,
consisting of anecdotes, vignettes and
behind-the-scene looks into the enter-
tainment world.

The initial production schedule calls
for 265 shows to be produced this year,
of which 65 are already completed.
Noel Blanc is producing the series,
written by Richard Clorfene. Mel
Blanc is acting as executive producer

as well as narrator. The series is being
syndicated to radio stations by Frem-
merman-Papin of Kansas City, Mo.

McGee fears imbalance
of right-wing programs

If a broadcaster carries programs
advocating the conservative side of cur-
rent issues he ought to be forced to
carry the other side, Senator Gale
McGee (D-Wyo.) said last week.

Expressing concern at the large num-
ber of “right wing” programs on radio
stations in his state, Senator McGee
urged broadcasters to insure fairness
by seeking organizations or individuals
who will present the liberal side of con-
troversial issues.

And, referring to many extremist
programs broadcast by religious leaders
who buy time on radio stations, the
Wyoming senator urged that broadcast-
ers offer free time to those who desire
to answer these attacks but are unable
to pay for it. Senator McGee is a mem-
ber of the Senate Subcommittee on
Communications and its watchdog
group, the Special Subcommittee on
Freedom of Communications.

Speaking to the Washington chapter
of the Academy of TV Arts and Sci-
ences last week, Senator McGee said

/j" "you fLad the
/

.
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You'd find free VideoTape machines mighty handy ta havn
on @ tight production schedule. Though it 15 unlikely the
following situations weuld occur simultaneously, we'd be
ready if they did...

Mo, 1 VTR — Editing special commercial tape.

" Mo, 2 VTR — Feading prﬁgram Imta conferemee mom for

chent.

No. 3 VTR — Playing back inferview on "“ulie Benell
Show."

No, 4 ¥TR — Recording “Hootenansy” program  for
ABC-TV.

Mo, 5 VTR — Taping commercial in one of staflon's thise
studios,

The flexibility which five VideoTape recorders provides is
not confined to mobilily alone. It permits us to handle the
most complex techmical requirements, including the use of
three machines at omce for A-B Roll or ether special
pffects. It's 8 good fesling 6 hawe that wersatile — that
Quality Touch —in production, You'll like it! For details,
call Palry. ., or confact our Operations Manager, lim Pratt.

WFAA-TV

The Quanty Slation ranvng the Dallas-Eorl Warlh Marker

ABC, Channel 8, Communications Certer
Broadcast Saervicee of The Dalles Marning
Mews/Represanted by Edward Petry & Ca_Inc.
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that as a last resort he would call on
the FCC to enforce its fairness policy
by requiring broadcasters to present
both sides.

“It becomes the conscious duty of a
licensee,” Senator McGee said, “on
his own initiative to balance his pro-
graming with the other side. This
means that it takes more than the mere
offering of equal time. What is re-
quired is a direct effort to find a taker
for the use of that time.”

Senator McGee paid tribute to some
Wyoming broadcasters who have turned
down “right wing” programs even
though they were to be paid. Much of
this has taken place, he said, since the
assassination of President Kennedy and
the tragic days that followed. It was
last spring that Senator McGee first
raised the problem of John Birch So-
ciety and other right-wing organiza-
tions broadcasting on stations in his
state (BROADCASTING, April 29, 1963).

Banner has ‘Funny World'

Banner Films will syndicate 130 epi-
sodes of Funny World, a five-minute
comedy series based on newsreel film
taken during the past 50 years.

The series was produced by KTTV
(Tv) Los Angeles and has commentary
by Jim Hawthorne. It has already been
sold in more than 20 markets and will
be made available to stations on a li-
brary basis for unlimited runs.

Fight specials syndicated

The Big Fights Inc. is syndicating
half-hour and hour special programs to
individual TV stations of interviews and
previous fights of Cassius Clay and
Sonny Liston, who wili battle for the
heavyweight championship Feb. 25 at
Miami.

The programs record many of the

EQUIPMENT & ENGINEERING

SHORT-SPACED FM'S GET A BOOST

Proposed rulemaking would answer fast summer’s questions

Many FM stations that found them-
selves short-spaced under the new mile-
age separation rules adopted by the
FCC last summer would be permitted
to increase their power under new rules
proposed by the commission last week.

The FCC, in the same rulemaking,

also proposed a table of FM assign-
ments for Alaska, Hawaii, Puerto Rico,
the Virgin Islands, and Guam.
Comments are due March 27,
Both issues were left unresolved in
the commission’s order establishing a
table of 2,380 FM assignments for the

AR

Dr. Donald F. Hornig, Princeton
University chemistry professor, is
sworn in as science aide to President
Johnson. Three days later Dr. Hornig
was confirmed by the U, S. Senate
as director of the Office of Science
& Technology. In both jobs he suc-

Hornig sworn in as LBJ’s science aide

ceeds Prof. Jerome B. Wiesner, who
is returning to Massachusetts Insti-
tute of Technology, Cambridge,
Mass. At the ceremony Jan. 24 (1
to r}: Dr. Wiesner, the President, Dr.
Hornig, and Carson Howell, White
House administrative officer.

verbal challenges hurled by both fight-
ers, some of their outstanding bouts,
including some exclusive shots of the
first Liston-Patterson fight, and a pre-
diction by the former heavyweight
champ Joe Louis.

Fremantle International Inc. is syndi-
cating the films to foreign markets.

OF sets new documentaries

Official Films has announced it is
preparing a 90-minute and a one-hour
special program to be offered for net-
work sale during 1964. The 90-minute
film is tentatively titled The Last War
and will depict the major military
decisions of World War II. The hour
documentary on the late President John
F. Kennedy is scheduled for telecasting
after the November elections.

The programs will be produced for
Official by Sherman Grinberg Produc-
tions, Hollywood.

80 comrmercial FM channels in the 48
conterminous states (BROADCASTING,
July 29, 1963).

Another further notice of rulemak-
ing dealing with the 20 noncommercial
educational FM channels is in prepara-
tion.

A number of FM stations—esti-
mated by commission officials at “sev-
eral hundred”—were put into the new
table of assignments at short-spacing
and with less than maximum power.

The proposed rule suggests two al-
ternative methods of permitting them
to increase their power. Under one,
all existing short-spaced stations would
be authorized to go up to the maximum
power allowed under the new rules.
The increases would be granted on an
application-by-application basis, but in-
terference to other stations would not
be considered grounds for denial.

Plan Number Two ®* The second
plan is a modification of the 1 mv/m
protected-contour system, which was in
effect until the table was established.
Under that plan, new stations were re-
quired to protect stations located with-
in their 1 mv/m contour.

The commission proposes adding that
system on a “go-no-go” basis with
tables rather than curves used to deter-
mine allowable heights and powers. In
addition, the use of directional antennas
would be permitted to reduce radia-
tion toward other short-spaced stations.

Two other provisions are contained
in the second plan:

» When a station- seeking a power
increase already has facilities greater
than those to which it is short-spaced,
the former would have to assume that
the latter has facilities equal to its own
for protection purposes.

= No Class B station would be pro-
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tected to a distance more than 40 miles
from its transmitter site, and no Class
C station would be protected to a dis-
tance of more than 65 miles. Under
the rules adopted last summer, Class B
stations have a service range of 45
miles and Class C, 65 miles. Class A
stations have a 15-mile service range.

The commission emphasized that
“the proposals made represent no de-
parture from the basic principles of the
present allocations plan, but are de-
signed solely to permit some existing
stations to improve their service to the
public.”

New Table = One hundred additional
assignments are proposed in the new
rulemaking. Alaska would get 15;
Hawaii, 14; Puerto Rico, 30; the Virgin
Islands, 6; and Guam, 2.

Chairman E. William Henry and
Commissioners Rosel H. Hyde, Robert
E. Lee and Kenneth Cox voted for the
rulemaking proposal. Commissioner
Robert T. Bartley dissented to the part
dealing with higher power but con-
curred in the proposal to create the ad-
ditional table of assignments.

DISMISS KATV(TV) PLEA

But decision raises more
questions than it answers

The FCC last week dismissed an ap-
plication of Karv Inc.—and thereby
left the principals of that broadcasting
company in considerable suspense.

The action—taken without prejudice
and on the commission’s own motion—
involved an application for permission
to move the transmitter of KATV{TV)
Little Rock, Ark., S0 miles, from an
area near Pine Bluff to one 14 miles
northwest of Little Rock.

Pine Bluff civic officials had protested
the move. They charged that xaTv, in
seeking the transfer, had broken a prom-
ise to keep its transmitter in Jefferson
county, in which Pine Bluff is located.

After a hearing on the transmitter
move, Examiner Thomas Donahue not
only recommended denial of the appli-
cation but said the hearing raised doubts
as to whether KaTv Inc. has the charac-
ter qualifications to be a licensee
(BROADCASTING, June 10, 1963).

New Site = During oral argument on
the initial decision before the commis-
sion en banc in December, KaTv Inc.
asked for time to amend its application
to specify an area near Redfield, which
is in Jefferson county. Counsel for the
station said the Federal Aviation Agen-
¢y, which had earlier blocked a move
to locate a tower there, had indicated
it might change its mind.

Officials of Pine Bluff, who were rep-
resented in the oral argument, said they
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The FCC is “concerned about re-
cent reports of ‘stockpiling’” of
VHF-only television receivers before
the fast approaching April 30 cutoff
date for legal shipment of such sets
in interstate commerce. Seeking
more information, the commission
last week wrote to 19 receiver manu-
facturers asking if there is “a fac-
tual basis” for the stockpiling report
such as was revealed in “BROADCAST-
ING magazine” (Crosep CIRCUIT,
Jan. 27). :

The commission said that, if true,
the stockpiling is “entirely’ incon-
sistent with the basic representations
made to the commission of an order-
ly transition by the industry during
the period December 1963 through
April 1964 to the 1965 all-channel
models.” The commission reminded
manufacturers that after passage of
the all-channel receiver law, repre-
sentatives from the Electronic In-
dustries Association assured the com-
mission that the set makers would
“do everything possible to achieve
the purpose of the law. . . .” The
agency said that it determined April
30, 1964, as the cutoff date to give
distributors and dealers “a consider-
able amount of time to dispose of
1964 sets.”

The commission added that at the
time it set the April 30 deadline it

FCC asks about VHF ‘stockpiling’

expected the manufacturing industry
to do everything possible to carry
out the new law. “Most important,
we stressed our understanding that
there would be an orderly change-
over,” the commission wrote.

The FCC said it feels the industry
“will appreciate the commission's
concern and the desirability of its
evaluating what action might be ap-
propriate to deal with a practice
which is obviously inconsistent with
the public interest and congressional
policy” as well as the industry’s best
interest. “In this connection, we also
call your attention to our support of
legislation to give relief from the
federal excise tax on all-channel TV
sets,” the commission said.

The commission’s letter was ad-
dressed to: Admiral Corp.; Curtis
Mathes Manufacturing Co.; Emer-
son Radio & Phonograph Corp.;
General Electric Co.; The Magnavox
Co.; Motorola Inc.; Olympic Radio
& Television Division, Lear Siegler
Inc.; Packard Bell Electronics Corp.;
Philco Corp.; RCA; Setchell Carl-
son Inc.; Sylvania Electric Products
Inc.; Symphonic Radio & Electronic
Corp.; Trav-ler Industries Inc.; War-
wick Electronics Inc.; Wells-Gardner
Electronics Corp.; Westinghouse
Electric Corp.; Zenith Radio Corp.,
and Muntz TV Inc.

would not object to the station moving
its transmitter to another location in the
county. As a result, the commission
suspended the oral argument to give
KATV time to amend its application to
indicate the new location.

But the commission’s action last
week, in dismissing the application for
the transmitter move, caught KATV
counsel and principals by surprise. KaTv
had not yet received the hoped-for FAA
clearance. And the brief order made
no mention of the bad-faith charges or
of the examiner’s findings. It merely

said kATv could file again when ready
to proceed.

Did the order mean the charges
against the applicant were washed out?
Would the applicant be starting afresh
when it filed a new application?

No Official Line » There was no offi-
cil commission position on these ques-
tions. But most officials queried ex-
pressed the view that the charges were
still outstanding. “The charges in the
record and the hearing examiner’s find-
ings can’t be ignored,” said one official.

One way KaTv could find out its sta-

q

R. C. CRISLER & CO., INC.

BUSINESS BROKERS FOR TV & RADIO PROPERTIES
LICENSED SECURITIES DEALERS
I UNDERWRITING — FINANCING

*

i CINCINNATI—

NEW YORK—

Richard C, Crisler, Paul E. Wagner, Alex Howard
$th/3rd Bank Building, phone 381-7775

733 Third Avenue, Suite 2105, phone MUrray Hill 7-8436

66 (EQUIPMENT & ENGINEERING)

tus with the commission is to file for a
move to Redfield. If there are no ob-
jections—and Pine Bluff officials had in-
dicated they would not object—the
commission might grant the move with-
out a hearing, said one staff member.
This would wipe out the charges.

On the other hand, he noted, the
commission’s Broadcast Bureau might
raise a question about the examiner’s
initial decision. And this could lead to
a new hearing, he added.

Meanwhile another application in
which kATv is interested is being held
up pending a disposition of the Pine
Bluff matter. This involves a request by
KTUuL-TV Tulsa, Okla. to change the lo-
cation of its transmitter. Both KATV and
KTUL-TV are controlled by Griffin-Leake
Stations, and the commission is delay-
ing a decision on Tulsa until the Pine
Bluff case is settled.

Griffin-Leake also owns KwTv(TV)
Oklahoma City. James C. Leake con-
trols wsTE(Tv) Fajardo, P. R.

House bill would remove
excise tax on TV sets

Prospective buyers of television re-
ceivers would find all-channel sets cost
about the same as VHF models if
Congress were to enact a bill offered
last week to remove the 10% excise
tax from the all-channel variety.

Representative James A. Burke (D-
Mass.), a member of the tax-writing
House Ways and Means Committee,
introduced legislation Wednesday (Jan.
29) that would exempt all-channel sets
from the federal excise tax that pres-
ently applies to all new TV sets.

Representative Burke said his bill,
HR 9792, was a logical step for the
Congress to take as a follow-up to a
1962 law that will prohibit the interstate
shipment of any new TV receivers not
equipped to receive both VHF and
UHF signals.

Bills to exempt various products
from federal excise taxes have been in-
troduced without success for several
years, but last week Representative Wil-
bur D. Mills (D-Ark.), Ways and Means
chairman, announced his committee
would conduct hearings on excise levies
later this year.

Teleprompter completes
sale of three divisions

The Teleprompter Corp., New York,
reported last week that it has completed
the sale of three operating divisions to
Defiance Industries—a transaction that
is expected to return more than $1.5
million to Teleprompter. Irving B.
Kahn, president of Teleprompter, said
the long-awaited sale will enable the
firm to concentrate its corporate atten-
tion on community antenna television
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and “other profitable activities.”

The sale was agreed on last August
and approved by Teleprompter stock-
holders Nov. 8, 1963 (BROADCASTING,
Nov. 18, 1963). Mr. Kahn said the
properties sold have “much less earning
potential than the activities being re-
tained” by his firm.

The properties sold are the Weathers,
Conley Cartridge and Audio-Visual di-
visions, all located at Cherry Hill, N, J.
The activities are engaged in the manu-
facture of high-fidelity components,
magnetic tape cartridges and audio-
visual equipment. The Cherry Hill op-
eration will be renamed Telepro In-
dustries.

Technical topics ...

Altec division » Altec Lansing has
formed a new audio controls division
to design and manufacture precision at-
tenuators, equalizers, filters, networks
and switches, as well as custom con-

soles and associated products. A new
plant and laboratory has been com-
pleted by Altec in Anaheim, Calif.,
for the development and production of
audio controls products.

New transistors » RCA has introduced
three new silicon power transistors into
the market that sell “at a fraction” of
the price of other transistors. The
transistors are designed for up to 115
watts maximum dissipation and maxi-
mum collector currents to 15 amperes.

Division acquired » Bauer Electronics
Corp., San Carlos, Calif., has acquired
Strom Electronics Laboratories remote
control division, San Francisco. Fritz
Bauer, BEC president, said that the
SEL equipment for controling the
transmitter from the studio will be sold
under the Bauer name to fill out a line
of AM transmitters, automatic logging
equipment and other radio station ap-
paratus.

THE MEDIA

Quick-process film

Eastman Kodak has scheduled
a news conference in New York
on Friday (Feb. 7) for a presen-
tation of its new easily-portable
“Viscomat” device that is de-
signed to serve TV stations,
among others, in quickly process-
ing 16-mm motion picture film.

According to knowledgeable
sources, the new equipment will
permit a negative to be turned
out in two minutes and from
which the user then can make a
positive (for spot, news and
sports events). Along with the
developing device, Eastman Ko-
dak’s package includes a new
camera which is mounted on a
tripod and has a zoom lens. The
film has a magnetic strip for au-
dio.

SHARE-TIME FOR ROCHESTER

Initial decision recommends that commercial
and educational applicants share channel 13

“Education is the keystone upon
which the morals, the wisdom, the
health, and the wealth of our nation’s
culture are dependent” wrote FCC
Hearing Examiner Annie Neal Hunt-
ting in recommending that the commis-
sion grant the share-time application of
the Rochester Area Educational Tele-
vision Association Inc. and Rochester
Telecasters Inc. for channel 13 in Ro-
chester, N. Y.

Her approval of RAETA-RTI was
based primarily on the grounds that the
share-time applicants would bring
needed educational service to Rochester
as well as the additional network pro-
graming of an ABC-TV affiliation.

Examiner Huntting’s recommenda-
tion would deny nine other applicants—
Flower City Television Corp., Genessee
Valley Television Inc., Star Television
Inc., Community Broadcasting Inc.,
Heritage Radio and Television Broad-
casting Inc., Main Broadcast Co., The
Federal Broadcasting System Inc., Citi-
zens Television Corp. and Rochester
Broadcasting Corp. The last was de-
nied “by reason of default.”

The channel 13 applicants are pres-
ently operating WOKR(Tv) jointly on an
interim basis. The interim operation re-
ceived commission approval on July 3,
1962.

ETV Need » The hearing examiner
noted that Rochester doesn’t at present
have any educational television service,
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but that there is no dearth of commer-
cial programing from NBC-TV and
CBS-TV VHF affiliates in the city. It
was also pointed out that parts of the
Rochester area are served by the grade
B contour of two Buffalo stations affili-
ated with CBS-TV and ABC-TV. The
service of the commercial outlets, Ex-
aminer Huntting said, is for the most
part amusement programing “with only
a limited amount of educational pro-
graming.” The examiner concluded that
the situation impelled favoring the
RAETA-RTI application over the
others.

“Moreover, RAETA, by virtue of
being a nonprofit educational organiza-
tion, itself, provides the greatest as-
surance that substantial programing will
be prepared by or in behalf of an edu-
cational organization,” Examiner Hunt-
ting said. She added that the share-
time agreement will exclude any of the
temptation (“to which all commercial
licensees, by their very nature, are sub-
ject”) to present more entertainment
programing and less educational presen-
tations than had been promised in their
program proposals.

Besides providing needed educational
programing—as well as snubbing temp-
tation—the hearing examiner said that
the RAETA-RTI application would also
bring a substantial quantity of ABC-
TV programing to Rochester. All of
the commercial applicants in the pro-

ceeding had proposed an ABC affilia-
tion.

Both RAETA, and RTI were favored
for the “area familiarity” of their offi-
cers. The directors of the educational
group were described as local residents
of long standing and four of the five
owners of the RTI are natives of Ro-
chester. Both parties were also singled
out for the proposed participation of
principals in the day-to-day manage-
ment of the station.

Examiner Huntting found that
RAETA has shown substantial broad-
cast experience in connection with the
programs it has produced for showing
over existing local stations.

Share-Time Agreement » The agree-
ment between RAETA and RTI pro-
vides that the educational half will op-
erate the station 48% hours weekly.
The bulk of RAETA’s time is allocated
during the morning and early evening
hours, with all of Sunday afternoons
given to educational programing.

RTI has agreed to pay the cost of
constructing the transmitter and antenna
system and will carry 50% of the cost
of maintenance while RAETA is oper-
ating the station.

The agreement also provides that if
one party wishes to sell its part of the
operation to a third group, the other
party has an option to purchase the
facility.

The educational group will maintain
separate staff and studios from those of
the commercial operation. And when
it is operating the station will have
complete control over the technical
facilities and staff. RTI's mobile facili-
ties will be available to RAETA.
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Educators organize to get more UHF outlets
LATER COMMENT DEADLINE ALLOWS MARGIN FOR ACTION

Educational broadcasters working
with school groups and national educa-
tion associations mobilized in Wash-
ington last week to obtain more UHF
allocations than the FCC has recom-
mended in a proposed rulemaking.

They won valuable time to build up
local support Wednesday (Jan. 29) when
the FCC granted a new 60-day exten-
sion on filing deadlines for comments
that were to have been due today
(Feb. 3).

The next day the Joint Council On
Educational Broadcasting, representing
major education associations and ETV
groups, authorized the selection of a
committee to take its message to the
Department of Health, Education and
Welfare, where they plan to urge Sec-
retary Anthony J. Celebrezze to ap-
point a blue-ribbon commission to
study the place of UHF ETV in the
nation’s over-all education needs and
report to the FCC.

Such a citizens’ commission, “aug-
mented by small work-study teams of
competent fulltime technical person-
nel,” would begin its study immediate-
ly and “report, if possible, within the
time provided by the FCC” for com-
ments.

Time To Mobilize » The extension
granted last week permits comments
on the rulemaking until April 3 and
reply comments until June 3. Petitions
would relate to the FCC's own alloca-
tions table for about 400 new UHF as-
signments among a total of approxi-
mately 2,000, of which about 700 would
be ETV—and on a table offered by the
National Association of Educational
Broadcasters that would provide about
2,600 assignments, 900 of which would
be reserved for ETV (BROADCASTING,
Jan. 20, Dec. 23, 1963).

The joint council and the National
Education Association, largest and best-
financed of the many national educa-
tion groups, convened an ad hoc con-

ference in the capital Monday and
Tuesday (Jan. 27-28) and planted the
seeds for a full-scale national effort.
Spurred by speeches and the interaction
of several panel discussion programs,
about 100 participants representing
city school boards, established ETV sta-
tions, national civic organizations and
observers from the FCC and the U. S.
Office of Education agreed to pitch
their campaign for more ETV alloca-
tions on two levels: .

= Nationally: to urge the HEW study;
to call on chairmen of education and
communications congressional subcom-
mittees; to request the FCC for time for
the study and to set its proposed rule-
making for public hearings.

= Locally: to ask state and local
school authorities, community leaders
and other interested groups “to inven-
tory their local needs,” present their
findings to the FCC and “to arouse con-
cern and understanding . . . of the pos-
sible uses of TV in the satisfaction of
community and educational needs.”

Meanwhile, the Midwest Program on
Airborne Instruction Inc., operating a
pair of airborne stations over six mid-
western states on an experimental basis,
is seeking six UHF channels for its
program and announced it is preparing
a computer study of the FCC and
NAEB allocation tables intended to find
whether there’s room in the broadcast
spectrum for more ETV assignments
and still provide sufficient commercial
allocations. Counsel for NAEB, Krieger
& Jorgensen, Washington, is making a
city-by-city comparison of the FCC
and NAEB tables.

White House Aid? = In the midst of
these developments last week, the
Americans for Democratic Action, a
liberal national political action group,
sought support from the White House.
The ADA made public a letter to Mrs.
Esther Peterson, special assistant to the
President for consumer affairs, which

United Press International news produces!
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asked her to approach the FCC.
“ ..We feel that the consumer, whose
protection is your special concern, has
a great stake in this proposed rule,™
the ADA said. The group also filed
comments attacking the FCC’s alloca-
tion methodology and its over-all broad-
casting policies.

Early in the week Senator Wayne
Morse (D-Ore.), chairman of the Senate
Education Subcommittee, advised the
ad hoc conference of “one sure way to-
start the fires of debate on allocation
back home. . . . Take the offensive to
earmark a special tax levied on com-
mercial advertising sales [on TV] for
the use of ETV.” Such a diversion of
revenue ‘‘would probably cause many
commercial TV groups serious con-
cern,” he continued, and some may
tell the FCC “that their attitude om
UHF channels may have changed.”

Senator Morse said he had nothing
against commercial broadcasting. Just
a few days before that address, the
senator said broadcasting news media
are “a much more reliable source of
honest reporting” than print media.

FCC-NCTA talk
about compromise

“I see no insurmountable obstacle”
to agreement, said Commissioner Rob-
ert T, Bartley. “We are a lot closer to
an accomodation than we’ve been be-
fore,” said Fred Stevenson, chairman of
the National Community Television
Association.

These optimistic comments were ex-
pressed Thursday following a meeting
between representatives of the FCC
and NCTA on draft legislation that
would give the commission regulatory
authority over CATV systems.

The meeting was the first the two
sides have held on the proposed legisla-
tion since June. And the atmosphere
has apparently improved with time.
Last summer, both sides were talking
tough. Last week they were talking
compromise.

Commissioner Bartley reported that
the panels from both sides had discussed
“areas worth exploring” and that the
job of defining the fine points and find-
ing differences that remain had been
turned over to FCC and NCTA lawyers.
They were to meet Friday (Jan. 31).

Will Meet Again » When the lawyers
finish their work, Commissioner Bartley
said, the NCTA and FCC committees
would meet again “to see if we can
come to some compromise.”

Participants in the meeting were re-
luctant to discuss the talks in detail. But
some reports indicated the NCTA offic-
ials were doing ““more” compromising
than those from the commission.

Commissioner Bartley said the pro-
posed legislation would apply to all
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CATV systems—those using off-the-air
pick-ups as well as those relying on
microwave relays. The commission feels
its authority over microwave-served
systems was established by the courts
in the Carter Mountain decision
(BroADCASTING, May 27, 1963).

The commission wants the legisla-
tion to be able to protect television sta-
tions from the competition of CATV
systems bringing in signals from dis-
tant cities. The CATV operators would
like the federal government to pre-empt
the field from state and local jurisdic-
tions that are beginning to impose regu-
lations of their own on cable operators.

But three main issues have separated
them in their search for a mutually
acceptable bill. One involves the num-
ber of stations to be protected.

The commission feels it should be
empowered to require CATV’s to carry
a station's programing and to refrain
from duplicating its signals regardless
of the number of stations in the area
to be protected. The CATYV opeérators
have wanted this protection limited to
one station. Indications last week were
that the NCTA representatives would
give in on this one.

Another issue was whether protec-
tion should be limited to stations lo-
cated in the same community as the
CATYV system, as the NCTA had main-
tained, or within its Grade A contour.
NCTA officials on Thursday reportedly
said they would accept regulation be-
yond city lines on a case-by-case basis.

Nonduplication = The third involves
the length of time nonduplication
should be required. The FCC has pro-
posed rules concerning microwave-fed
CATV’s that would prohibit them from
carrying programs 15 days before and
after they are broadcast by stations in
their markets. NCTA spokesmen were
said to be adamant in insisting that only
simultaneous nonduplication be pro-
hibited by rule. They suggested that the
prohibition be extended only on a case-
by-case basis. They also favored pro-
visions for private agreements between
stations and CATV operators.

Besides Commissioner Bartley, the
commission was represented by Com-
missioners Kenneth A, Cox and Frede-
rick W. Ford, and by staffers Henty
Geller, deputy general counsel, and
Martin Levy, chief of the broadcast
facilities division. Chairman E. William
Henry was present during part of the
meeting.

The NCTA committee members who
participated along with Mr. Stevenson
were Al Malin, chairman, Rochester,
N. H; Martin Malarkey Jr., Washing-
ton; Bruce Merrill, Phoenix, Ariz., and
Gene Schneider, Casper, Wvo. Also
present were Archer Taylor, NCTA
vice chairman, of Missoula, Mont.;
Robert D. L'Heureux, general counsel,
and E. Stratford Smith, special counsel.
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Application filed for KRLA transfer
STATION WOULD BE GIVEN TO EDUCATIONAL GROUP

The application to transfer KRLA Pas-
adena-Los Angeles from the nonre-
newed licensee, Eleven Ten Broadcast-
ing Corp., to the Broadcast Foundation
of California Inc., an organization de-
signed to support an educational tele-
vision station for the Los Angeles area,
was filed last week with the FCC.

The transfer agreement would make
a gift of Donald R. Cooke’s sole owner-
ship of Eleven Ten Broadcasting pro-
vided that Broadcast Foundation as-
sumes a $360,000 debt owed to Donald’s
brother, Jack Cooke. The foundation
would also have to assume KRLA’s $90,-
000 lease obligations for the station site
and equipment. The lease, which also
is held by Jack Cooke, has five-and-a-
half years to run (BROADCASTING, Dec.
23, 1963).

A transfer of stock from Donald
Cooke, however, presents a problem
since the company in which the stock
is owned has had its license invalidated
by the commission’s nonrenewal penal-
ty. The decision was upheld by a unani-
mous action of the U. S. Court of Ap-
peals, Washington (BROADCASTING, Nov.
18, 1963).

Mr. Cooke’s application for transfer

claims that the commission has the au-
thority to reconsider and renew Eleven
Ten Broadcasting’s license, for the sole
purpose of effecting the transfer to
Broadcast Foundation. Reconsideration
wouldn’t undermine the strength of the
agency’s sanction against the station—
or for that matter any future or other
past revocation and nonrenewal deci-
sions, Mr. Cooke said.

The application states that Broadcast
Foundation, if granted XRLA, will do-
nate 80% of its profits—for a five-year
period—from the operation to support-
ing an ETV station on channel 28 in
Los Angeles.

Community Television of Southern
California, the applicant for channel 28
at the time the agreement with Broad-
cast Foundation was drawn up, was
granted a construction permit last week.
Channel 28, which is the 113th ETV
station authorized by the commission,
has been granted $468,790 by the De-
partment of Health, Education and Wel-
fare. The HEW grant is to be matched
by local funds. Channel 28 will be the
Los Angeles area’s first ETV.

On the premise that the earnings of
the Broadcast Foundation would be for
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cultural and educational purposes Mr.
Cooke assured the commission that he
would gain no benefits by the transfer.
Culture And Radio » The California
Regional Broadcasting Corp., which
wants to apply for the KRLA frequency,
has expressed to the commission some
serious doubts about Mr. Cooke’s ar-
rangement with Broadcast Foundation.

California Regional said that if the .
commission reverses itself on the non-
renewal decision it could impair the
strength of such future sanctions. It
would require an about face from the
commission, the would-be applicant
said. California Regional also sug-
gested that the agreement with Broad-
cast Foundation may have “income tax
implications in the donation of shares
[from Mr. Cooke] to a charitable foun-
dation which tends to nullify the com-
mission’s decision.”

It was pointed out that Article II (b)
of the Broadcast Foundation’s charter,
which authorized the foundation to be
a broadcast licensee, has been deleted.
California Regional thinks that this
could impair the foundation’s control
over the station, despite the transfer of
stock shares. It was noted that Broad-
cast Foundation would maintain sub-
stantially the same staff as did Mr.
Cooke.

California Regional told the commis-
sion that it would operate the station
as a local cultural and informational
voice that would have no commercial
ambitions, in fact would not complain if
the station proved a financial loss.

California Regional said that its di-
rectors represent cultural, civic and
business leadership. Among the board
members are Howard F. Ahmanson, a
trustee of the National Cultural Center,
Wesley 1. Dumm, owner of KXA Seattle,
Wash., and David M. Crandell, vice
president and chairman of the board of
the Pasadena Playhouse.

The commission would have to waive
its AM application freeze to accepr a
California Regional application. The
organization suggested the commission
view its application as an effort to con-
tinue local radio service, rather than as
an application for a new station.

Changing hands

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

= WFIG-AM-FM Sumter, S. C.: Sold by
Fulton B., Fulton B. Jr. and John S.
Creech and S. J. Brody to the Reverend
Harvey S. Laughter and Thomas P.
Tisdale III for $125,000. Mr. Laugh-
ter is the minister of a Bostick, N. C.,
church; Mr. Tisdale is a local business-
man. WFIG is a fulltime station on
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1290 ke with 1 kw. WFIG-FM operates
with 2.9 kw on 101.3 mec. Broker:
Blackburn & Co.

= WsME Sanford, Me.: Sold by Melvin
L. Stone to William R. Sweeney for
$75,000. Mr. Sweeney is the former
owner of wLAP Lexington, Ky. Mr.
Stone holds interests in WGUY Bangor,
wRUM Rumford, weHm Skowhegan,
and wros Portland, all Maine. WsME
is a 1 kw daytimer on 1220 kc. Broker:
Blackburn & Co.

APPROVED = The following transfer
of station interests was among those
approved by the FCC last week (for
other commission activities see For
THE RECORD, page 81).

s KrGv-aAM-Tv Weslaco, Tex.: Sold by
Kenco Enterprises Inc. to Douglas L.
Manship and Charles L. Manship Jr.
for $1,375,000. The Manships own
WJIBO-AM-FM and WBRz(Tv) Baton
Rouge. Kenco is owned by Mr. and
Mrs. John A. Kennedy. KrGv operates
fulltime on 1290 kc with 5 kw. Krov-
Tv (ch. 5), began operation in 1954
and is affiliated with NBC and ABC.

Hill panel comments
on FCC drop-in vote

The Senate Commerce Committee
hinted last week that it is not satisfied
with the FCC’s split-vote decision to
reject its own proposal to drop short-
space VHF channels in seven markets.

The FCC “terminated these proceed-
ings without providing the services it
originally thought were necessary,” the
committee commented (BROADCASTING,
Nov. 18, 1963). The services were to
have provided at least three TV outlets
in certain of the top 75 markets.

The committee asked whether “artifi-
cial restraints on effective network com-
petition have been created by the
FCC?” and said it would “follow close-
ly the action of the commission to bring
about conditions permitting at least
three networks or more if possible to
compete equally, fully and freely in
terms of access to the television homes
and markets of the entire country.”

In a letter justifying its request for
$360,000 operating funds for 1964, the
committee, through Senator Warren G.
Magnuson (D-Wash.), chairman, re-
viewed matters it expects to consider
this year. The letter was included in a
report by the Senate Rules and Admin-
istration Committee approving the re-
quest and forwarding it to the Senate
for consideration Thursday (Jan. 30).

Senator Magnuson’s letter also
touched on ratings, network regulation,
political  broadcasting, international
communications and regulation of com-
munity antenna television. On these
subjects:

Ratings » Hearings will be held from
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time to time to receive reports from
the audience research companies that
signed consent orders with the Federal
Trade Commission last year (BRoAD-
CASTING, Jan. 7, 1963, et seq) and from
the FTC itself to learn how the orders
are being carried out.

Networks » Noting that the FCC’s
network study staff has completed its
study of network regulation (although
no report has been issued), the letter
said, “Hearings on legislation in this
field would be lengthy.”

Politics = “Needless to say, the sus-
pension [of Section 315] in 1960 was
a huge success,” the letter said, “but
in order to avoid any possibility of
abuse,” the Communications Subcom-
mittee will keep “close surveillance of
the broadcasters’ operations during the
1964 campaign.” Hearings will be
scheduled “when and where necessary.”

International » The committee plans
a “review of present policies as well as
a complete evaluation of the allocation
of frequencies so as to assure the most
efficient use of this scarce but vaiuable
resource.”

CATYV » Hearings will be set if regu-
latory legislation is introduced.

The committee said it has returned
$86,000 in unused funds from the
?320,000 that had been authorized in

3.

EXCLUSIVE BROADCAST PROPERTIES!

Public support for
WNDT (TV) up 700%

New York’s educational television
station, wNDT(TV), reported last week
that public support during the first six
months of the fiscal year ending June
30, 1964, totaled $277,000—an in-
crease of almost 700% over a like
period the year before. Dr. Samuel B.
Gould, president of Educational Broad-
casting Corp., which owns and operates
WNDT, said the station now has more
than 16,000 individual contributers in
New York, New Jersey and Connecti-
cut. He also said public support even-
tually is expected to be “great enough
to cover a major share of channel 13’s
expenses.”

Dr. Gould, in a broadcast message,
announced that wNDT has already re-

" ceived $1.67 million of the $2.95 mil-

lion it will need for a seven-day oper-
ating budget this fiscal year. His break-
down of contributions included: chari-
table foundations, $653,300 business
and industry, $201,000; wNDT’s School
Television Service for providing day-
time classroom programing, $335,130;
special projects, $198,200.

Dr. Gould said that in the three-
month period from Sept. 30, 1963, to
Jan. 9, 1964, wnDT created 460 pro-
grams.

ROCKY
MOUNTAINS

—Good powered station with excellent dial position | |
servicing beautiful growth area. Can be purchased

value of real estate. Contaci—De Witt “Judge”
Landis in our Dallas office.

for a price equaling last year’s gross sales plus ‘ |

SOUTHEAST ~—Full time radio station with good real estate. This ‘
single station market facility had owner cash flow
: of approximately $25,000 in 1963. Priced at $175,-
{ 000 with 29% down and the balance over ten

years. Contact—Barry Winton in our Wash-

fo ington office.
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Baker case: a potential election issue
GOP CRITICIZES INSURANCE MAN'S KTBC TIME PURCHASE

Republican party spokesmen stepped
up their criticism of President Lyndon
B. Johnson last week and said he had
left too much unexplained about a
Maryland insurance salesman’s pur-
chase of advertising time on KTBC-TV
Austin, Tex., a station controlled by
the Johnson family.

GOP presidential candidates and
party chairman, Representative William
E. Miller (N.Y.), pledged that the trans-
action and a Senate investigation of
outside business activities of Robert G.
(Bobby) Baker, former Secretary to the
Majority when Mr. Johnson was Demo-
cratic Majority Leader, would be “a
very big issue” in this yeat’s national
election.

Representative J. Arthur Younger
(R-Calif.), senior Republican on the
House Communications Subcommittee,
said unless President Johnson ordered
KTBC-TV to open its books “for the past
10 years,” the “suspicion of the people
is going to grow.”

Representative H. R. Gross (R-Iowa),
who has been commenting on the Sen-
ate probe since it started four months
ago, said in a House speech Monday
(Jan. 27) that the President’s com-
ments raised more questions than they
answer. “If the LBJ Co. [now Texas
Broadcasting Corp.] employes were
shaking down this insurance man in
this questionable way [pressuring him
to buy time on KTBC-TV to close the sale
of a life insurance policy on Mr. John-
son] without his knowledge, the Presi-
dent should say so and publicly con-
demn them.”

The President said two weeks ago
that he bought insurance from Don B.
Reynolds of Silver Spring, Md., but
said nothing about Mr. Reynolds’s
sworn testimony that Walter E. Jen-
kins, Mr. Johnson’s personal aide, had
urged him to buy time on the Austin
station even though he did no business
there (BROADCASTING, Jan. 27).

Albert G. Young, a national manu-
facturer of cookware who, Mr. Reynolds
said, agreed to use the TV time, was
scheduled to testify before the Senate
Rules and Administration Committee
on Friday (Jan. 31). Senator Everett
B. Jordan, chairman, had reversed his
earlier contention that there was no
need for Mr. Young to testify because
“we’re not investigating tinware.”

Facing a ban on committee meetings
until the Senate concludes debate on a
tax bill, Senator Jordan was unable to
say Thursday (Jan. 30) whether Mr.
Young would testify in a public session
requested by Republican members who
said this could save time. Mr. Young
is reported to have turned over to
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Senator John J. Williams (R-Del.),
not a committee member but a senator
who has been making his own investi-
gation of the Baker case, correspond-
ence relating to his purchase of KTBC-
TV time.

Representative Miller charged that
the committee must hear directly from
Mr. Jenkins, who has given a sworn
deposition, to examine “a clear issue of
possible perjury” present in the direct
conflict in testimony between Messrs.

Representative Younger
Seeks a good auditor

Reynolds and Jenkins. Mr. Jenkins said
he has no knowledge of “any arrange-
ments by which Reynolds purchased ad-
vertising time on the TV station.”

Representative Younger told BroaD-
CASTING that "a good auditor should
be able to tell if Young’s is an isolated
case. . . . We don’t know how much
was siphoned off to the station down
there.”

Representative Gross asked “whether
any government contracts have gone to
this station [and] how much if any
government money has been spent
through this particular radio and tele-
vision setup in Texas.”

NBC, ABC prepare
to weather strike

Supervisory and other nonunion em-
ployes were prepared to replace tech-
nicians at NBC and ABC last Friday
(Jan. 31) if a threatened strike by the
National Association of Broadcast Em-
ployes and Technicians materialized.

Approximately 2,200 staffers at the
networks throughout the country be-
long to NABET. They are employed

largely as technicians, although the
union also represents publicists, make-
up artists and clerical employes. The
main issue is said to be wages, though
job security is a strong factor in the
union’s demands.

Strike authority was vested early last
week in the NABET negotiation com-
mittee, which has been meeting with
NBC and ABC officials in San Diego
since Jan. 13. The three-year pact was
scheduled to expire at midnight Jan.
31.

Though a union executive termed the
situation “grim,” the likelihood was
that negotiations would continue past
the contract deadline. NABET has a
pattern to follow since the International
Brotherhood of Electrical Workers re-
cently signed a two-and-half year con-
tract with CBS after more than five
months of negotiations.

No announcement was made of the
CBS-IBEW agreement, but it was
learned last week that a new contract
was signed giving 1,100 employes an
approximate 5% wage increase. The
top minimum scale for most technicians
at CBS was increased from $200 to
$212, with provisions of the pact retro-
active to July 31, 1963. It was reported
that IBEW was not able to gain pro-
visions guaranteeing job security.

The top minimum for technicians at
NBC and ABC is $202 per week.
Though neither managements nor the
union would discuss the course of ne-
gotiations, the likelihood is that NABET
would agree to an increase making its
salary range comparable to the one
IBEW has at CBS.

Approximately 500 supervisory and
nonunion employes at NBC and ABC
have received technical training inter-
mittently over the past three years,
qualifying them as substitute techni-
cians during a strike,

Are radio stations
on teamsters list?

Is Jimmie Hoffa’s teamsters union
preparing a campaign to organize radio
stations? No one at international head-
quarters in Washington will acknowl-
edge that this is so, but two radio sta-
tions are being threatened by the
union and a third was organized about
18 months ago.

In Alton, Ill.,, across the river from
St. Louis, wokz has been invited to
attend an informal hearing before a
National Labor Relations Board field
examiner at the request of the Alton
council of the teamsters union. The
Teamsters have asked that an election
be held to determine whether it should
represent the 12 employes of the 1 kw
daytimer (on 1570 kc).

In Cedar Rapids, it is understood
that KHAK, which is in the process of
being sold, has been approached by the
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Teamsters. Just what the situation is
there cannot be determined exactly
since the station is now dark, although
it’s reported it plans to resume this
spring, following FCC approval of the
transfer. KHax is a 1 kw daytimer on
1360 ke.

Already represented by the Team-
sters is another St. Louis satellite city
outlet, woNU Granite City, IlIl. The
Teamsters won a representation election
there in mid-1962 to represent the en-
tire employe staff of five at the 500-w
daytimer (on 920 kc).

The union council which has juris-
diction over the two Illinois stations is
headquartered in Alton. The unioniz-
ing move, each time, was made at the
request of employes of the stations, Lee
Aldridge, Teamsters organizer in the
area, said last week.

“Whenever any group of employes
comes to us and asks us to help them
organize,” Mr. Aldridge said, “we’ll
help them.” He emphasized that the
union has no plans to conduct an or-
ganizing campaign, but only acted after
it was approached by employes who
desired Teamster contracts.

The Teamsters contract, it is learned,
covers all employes of a station except
management officials and supervisors.

Star shines on

The town of Carthage, Mo., re-
sponding to the initiative of Mrs.
George Koplin, co-owner with her
husband of that city’s xpmo, will
keep alight a star of peace
throughout 1964. The star, which
the town has traditionally used
every Christmas, is placed atop
the Jasper county courthouse in
Carthage.

Mrs. Koplin originally sug-
gested keeping the star burning
through the year as a symbol of
the town’s desire to promote peace,
and the idea was quickly em-
braced by community leaders. A
proclamation endorsing the ideals
symbolized by the star was signed
by Governors John M. Dalton
(D) of Missouri, Orval Faubus (D)
of Arkansas, Henry Bellmon (R)
of Oklahoma and John Ander-
son Jr. (R) of Kansas. The four
states nearly touch near Carthage.

This is contrary to the jurisdiction
claimed by the more historic broadcast
unions: the American Federation of

FINANCIAL REPORTS

Television & Radio Artists usually rep-
resents announcers and talent; the In-
ternational Brotherhood of Electrical

Workers, technicians; the American
Federation of Musicians, musicians,
etc.

In the Granite City situation, it’s
understood, the Teamsters representa-
tion of all employes conflicted with an
already established IBEW contract with
technical employes. For a while, IBEW
picketed wgNuU, but after the Teamsters
union won an NLRB election, this
ceased.

The headquarters of the International
Brotherhood of Teamsters, Chauffeurs,
Warehousemen and Helpers Union (its
official name) could shed no light on
the organizing reports. A national head-
quarters spokesman said that such ac-
tivity was the sole responsibility of the
local councils and there is no require-
ment that they be reported to head-
quarters,

David Doughty, NAB broadcast
management assistant chief, expressed
the belief that the Teamsters’ activities
in the three situations are isolated cases,
the work of local councils. He doesn’t
believe that there is a concerted pro-
gram by the Teamsters to organize ra-
dio stations.

STOCKHOLDERS APPROVE RCA SPLIT

Authorize issuance of 24.5 million additional shares

RCA shareholders in a special meet-
ing last week overwhelmingly approved
a three-for-one stock split and also au-
thorized an increase in the total num-
ber of common shares the company
may issue.

The stock split itself, proposed two
months ago (AT DEADLINE, Dec. 9,
1963), increases authorized common
shares to 53,605,272. The stockholders
approved issuance of an additional
26,394,728 common shares.

RCA Chairman Brigadier General
David Sarnoff, addressing the share-
holders, said the corporation has no
present plans for issuing the additional
shares. He said the split would “serve
the constructive purpose of broadening
the market for RCA common stock and
permitting a wider participation in the
ownership of the corporation.”

Chairman Samnoff, who entertained
questions from the floor following the
approval vote, reported that the com-
pany did not plan to change its present
policy of not offering stock dividends.
The 2% annual stock dividend which
had been the company’s practice was
discontinued last December. He noted
the company had raised the quarterly
per-share dividend from 25 cents to 45
cents during 1963. Riding on the stock-
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holders’ approval of the three-for-one
split, and now in effect, is a quarterly
dividend of 15 cents a share or a $1.80
annual rate per share on the old shares.

MGM lists salaries
of top executives

Robert H. O'Brien, president of
MGM, received $111,600 in 1963 and
has accrued $25,862 payable under the
company’s retirement plan. This infor-
mation was made public in the proxy
statement issued by MGM calling at-
tention to its annual stockholders meet-
ing Feb. 27 at the Hotel Astor, New
York.

Other remuneration paid to top of-
ficers: Robert M. Weitman, vice presi-
dent in charge of production, $87,100
plus $21,405; Benjamin Melniker, vice
president and general counsel, $65,000
and $26,053.

The meeting has been called to elect
a board of directors, select independent
auditors, amend by-laws to indemnify
officers, directors and employes against
certain litigation expenses, act upon a
proposal by a stockholder to limit char-
itable contributions by the company,
and to transact other business.
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INTERNATIONAL

Third TV service planned in Cologne area
NEW REGIONAL SERVICE WILL BE NONCOMMERCIAL

Westdeutscher Rundfunk, Cologne,
West Germany, is planning to intro-
duce a Third Program for its TV
viewers in North-Rhine Westphalia.
It’s a heavily populated industrial area
and viewers in the area now have a
choice between two German TV chan-
nels; the WDR VHF channel and the
channel of ZDF, a national German
UHF network with headquarters in
Mainz. A third UHF channel will be
added by WDR at an unknown date.

WDR has also started color TV test
transmissions. However, there will be
no regular colorcasting before 1966.
Other regional TV broadcasters are ex-
pected to use 1966 as their regular color
transmission target date.

Klaus von Bismarck, intendant of
WDR, said the Third Program is
planned to center around cultural ele-
ments and will be a strictly regional
affair. Financing of the Third Program
will come from WDR cash funds. There
are no plans to include commercials
in the Third Program (unlike the first
and second channels which are partly
financed by commercials), and operat-
ing expenses will be met by set license
fees.

There are giant construction plans
discussed in Cologne as WDR’s down-
town TV and radio center nears com-

pletion, but a completely new and sup-
plementing studio and production lot
will be started soon in the vicinity of
Cologne, at Bocklemuend.

Additional studio capacity is avail-
able to WDR in Munich at the Bavaria
Atelier G.m.b.H. in which WDR is a
co-owner. According to reports, WDR
like other regional West German TV
organizations, plans to replace “out-
side” productions gradually by produc-
tions of its own. This means that WDR
will be a less important buyer of filmed
and taped TV programs.

All regional West German TV broad-
casting organizations which are mem-
bers of the national ARD (Arbeits-
Gemeinschaft Deutscher Rundfunk-An-
stalten) spent $11.56 million on the
acquisition of program material from
independent producers. In addition the
independents in Germany were paid
$1.07 million for dubbing the imported
films into German.

Another $10.1 million were paid for
the production of recorded TV pro-
grams to Bavaria Atelier G.m.b.H.
Munich, Studio Hamburg Ateliergesell-
schaft, Hamburg, and Taunus-Film,
Wiesbaden. German ARD members are
co-owners in all of the latter three pro-
duction outfits.

In addition, the commercial affiliates

Mark Chapman-Walker, joint gen-
eral manager of the News of the
World Organization Ltd., a major
British newspaper publishing firm,
has called for commercial radio in
Britain.

Speaking to a meeting of the In-
corporated Advertising Managers As-
sociation Mr. Chapman-Walker said
that Britain was capable of setting
up a highly successful network of
local commercial radio stations run
by private enterprise.

A British radio equipment com-
pany had already published a plan
for 150 local radio stations through-
out the country. If Canada, Aus-
tralia and the USA are capable of
running commercial radio stations
what was the quality that Britain
lacked to do the same, he asked. It
couldn’t be the limiting factor of fi-
nance because $140,000 would pro-
vide an excellent outfit, he added.

Mr. Chapman-Walker said that
commercial radio would boost em-
ployment for journalists, technicians,
administrators and performers. Local

Publisher plugs for commercial radio in Britain

traders would benefit from the op-
portunity to compete with national
advertisers. Community life would
benefit.

Commenting on the suggestion
that local commercial radio would
ruin many newspapers he said that
the existence of broadcast media
stimulates newspaper reading. Local
commercial radio could help to en-
courage local newspaper sales by
making the public take more interest
in their community. He suggested
that local newspapers have priority
of participation in the allocation of
local broadcast licenses.

The average man in the street in
Britain had never heard of the idea
of local radio, let alone the possi-
bility of it becoming a reality. The
government claimed that there was
little evidence of a public demand
for local radio but how could this
be upheld when the public knows so
little about the subject? he added.
The only way to test demand is to
permit experimental transmissions,
Mr. Chapman-Walker concluded.
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of the different ARD members paid
some $7.7 million for recorded pro-
gram material. Out of this total $2.6
million went to the ARD members’ own
three studios and the rest to independ-
ent producers, DEGETO, the purchase
agency, acquired filmed material for
ARD’s commercial time segments at a
total of $1.9 million.

Financial crisis for
West German UHF TV

ZDF, national German UHF TV net-
work with headquarters in Mainz, is
reportedly in a financial crisis. It is cur-
rently trying to get a bank loan of $32.5
million which is to be guaranteed by
West Germany’s Laender (Federal
States). However, the Federal State of
Bavaria which was to guarantee $5
million of the total has, up to now, re-
jected the proposal.

The ZDF loan is reportedly earmarked
for the construction of a production
center to lower production costs. There
was a temporary halting of the purchase
of “outside” program material and a
streamlining of personnel is under dis-
cussion.

ARD, the group of regional West
German broadcasting organizations, has
already discussed certain “rescue” mea-
sures for ZDF and there is talk that
ARD and ZDF may join in the pro-
duction phase and use studios and other
facilities jointly.

Another possibility, under discussion,
is that ZDF may concentrate upon poli-
tical and news programs while the rest
of programing is handled jointly with
ARD.

BBC’s expenses
exceeding income

BBC’s production costs and capital
outlay are now exceeding its income,
said James Francis, the corporation’s
controller of finance, in a plea for an
increase in the annual taxes paid by
users of radio and TV sets.

Mr. Francis pointed out that the
White Paper which followed the Pilk-
ington report authorized the BBC to
set up a second TV network and a sep-
arate network for Wales, to change over
to 625 lines, introduce color programs
and extend radio broadcasting.

BBC made it clear it would need an
increase in the household license fee by
April 1965 at the latest to finance these
activities.

For years BBC had not only lived
within its income but had been able to
create cash reserves. On March 31,
1954, these stood at $8,845,200. Fight
years later they were $7,944,000.

BBC has met all its operating ex-
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penses, its capital expenditure and in-
come tax out of income without bor-
rowing. This was due to a slow rise in
costs, operating efficiency and a 160%
rise in income over the eight years as
more people bought TV sets. But now
income is levelling off, but costs are still
rising.

BBC reserves fell in the year ended
March 31, 1963, by $7,560,000. The
main reason was the expenditure of
$4,180,000 in preparation for the sec-
ond network. BBC also spent $700,000
from its reserves for increased fees to
performers following increases made
by the commercial network.

Abroad in brief...

More CTV's in Holland = More cable
TV systems are planned in Holland.
First Dutch experiment in the field has
been successfully staged by the Dutch
postal authorities in Den Haag where
2,300 viewers were offered a CTV serv-
ice, and 1,500 subscribed. They have
a choice between three TV channels
(Dutch, Belgian and German) and 12
FM stations from the three countries.

Larger deficit » Deficit of RTF, na-
tional French broadcasting organiza-
tion, is expected to be $29 million on
April 1. The deficit means that the in-
troduction of UHF television (with
new 625-line standards in Paris region
only) may be delayed. The 1963 de-
ficit was at $24 million and eliminated
all financial reserves of RTF.

UHF band cut = FTZ, a government
agency in West Germany which admin-
isters channels and frequencies simi-
larly to the FCC, announced that there
will be no UHF television beyond 790
mc. This is in contrast to other Euro-
pean countries where the UHF band
extends through 860 mc. Frequencies
beyond the 790 ceiling are set aside for
operation of relay links.

German set production = West Ger-
many imported some 30,000 television
sets last year, and German manufac-
turers exported some 350,000 sets. Of
the 1963 TV set production in West
Germany and in West Berlin about 1.3
million units were sold to newly regis-
tered viewers and 200,000 sets were
sold as second sets or as replacements.

BBG public sessions = Four of the
next five public hearings of the Cana-
dian Board of Broadcast Governors are
to be held at Ottawa, Ont., the BBG
has announced. These meetings will
start on March 10, April 28, June 16
and Nov. 3. A meeting starting Sept.
1 will be held at Halifax, Nova Scotia.

Italian imports = Infin Co. of Torino,
Ttaly, has sold 6,000 television sets to
a German company. The sets have a
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23-inch screen and their German list
price of $200 is about 15 to 20% be-
low the comparable German list prices.
A two-year warranty is given for each
of the Infin sets. This is more than
German manufacturers offer.

Costa Rica has ruled

out megawatt radio

Growing opposition by U. S. officials
and broadcasters as well as concern by
neighboring countries has virtually
eliminated the proposed megawatt radio
station at San Jose, Costa Rica, it was
learned last week.

The Costa Rican government has ap-
proved the operation of TIDCR San
Jose, on 625 mc, at 10 kw and has ar-
ranged to field test operation at 50 kw
to determine whether harmful interfer-
ence will result to U. S. and Salvadoran
and Nicaraguan radio stations. A 1,000
kw grant, it seems, is not being con-
sidered at all.

The 10 kw grant is for a transmit-
ter at Paraiso, a new site, using a two-
tower directional array with a gain of
1.8.

The Costa Rican action came after it
asked the International Telecommuni-
cations Union in Geneva to aid in
studying the problem. John H. Gayer,
ITU official, was sent to Costa Rica by
the international organization.

TIRCR is licensed to Diario de Costa
Rica, a San Jose newspaper, but last

year jt is understood 40% of the sta-
tion was purchased for $60,000 by an
American, Wilbur C. Windsor, Jr., who
owns KJIM Fort Worth. The remain-
ing 60% interest is held by Danie!
Comacho.

Plans for a 50 kw short wave sta-
tion, on the 31 meter band (9615 kc),
were also made by TIDCR but this op-
eration is also still under consideration.
The 50 kw transmitter has already been
installed, it is understood.

U. S. organizations objecting to the
megawatt plans included the Associa-
tion on Broadcasting Standards, the
U. S. State Department and the FCC.
ABS said the million-waft operation
would cause ruinous interference to 80
stations in the U. S., Canada, Mexico
and Cuba on 620 and 630 kc.

Although Costa Rica and other Cen-
tral American nations are not signa-
tories to the North American Radio
Broadcast Agreement, there is an in-
formal understanding among those na-
tions limiting broadcast power to 15 kw.

U.S., Canadian firms merge

Association Films Inc., distributor of
business TV film and motion pictures
in the U. S., has acquired operating
interest in Industrial Film Maintenance
of Canada, which buys, distributes and
syndicates television film among other
services. Company name is Associa-
tion-Industrial Films and is located at
135 Peter Street, Toronto.
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Mr. Storey

Mr. Sullivan

Dean Storey, account executive at
Grant Adv., Chicago, promoted to VP
and account supervisor. Daniel H.
Sullivan, copy supervisor at Grant, be-
comes VP and creative director. Gail
Light, who has been radio-TV coordi-
nator in Grant's Chicago office for sev-
eral years, appointed radio-TV director.
Jerome Baier, who joined Grant last

Mrs. Light

year and formerly was with Montgom-
ery Ward & Co. and N. W. Ayer & Son,
has been promoted to copy chief. Mrs.
Light earlier had been with Mc¢Cann-
Erickson’s radio-TV staff in Chicago.

David D. Wines, VP-account super-
visor on General Motors Corp.’s Guard-
ian Maintenance at D. P. Brother &
Co., Detroit, elected senior VP.

Harry Mooradian, general sales man-
ager of xoNo and XITY-FM, both San
Antonio, Tex., elected to board of di-
rectors of Mission Broadcasting Co.,
licensee of stations.

Barker Lockett, formerly with
Noble-Drury & Associates, joins S. E.
Zubrow Co., Philadelphia advertising
agency, in newly created post of vice
president-creative services.

William W. Wicks, director of public
relations for Griswold-Eshleman Co.,
Chicago, elected vice president.

Mr. Baier

Robert K. Swanson, supervisor on
General Mills account at Needham,
Louis & Brorby, Chicago, elected VP.
Mr. Swanson joined NL&B two years
ago in its merchandising department,
became account executive year later
and was promoted to account super-
visor last April. Also at NL&B-Chi-
cago: C. Edward Deer joins agency as
account executive on Campbell Soup
Co., and Lawrence W. Weltin promoted
to assistant account executive on State
Farm Insurance Co’s. Mr. Deer was
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Bates elevates 3 VP’s

Three vice presidents at Ted
Bates & Co., New York, last week
were elected senior vice presi-
dents. They are David J. Scott;
also named associate creative di-
rector, Willard Benner and Erwin
A. Levine. Messrs. Benner and
Levine were associate creative di-
rectors prior to promotion. Mr.
Scott was creative supervisor.

with S. C. Johnson & Son, most re-
cently as assistant to president. Mr.
Weltin joined NL&B in April 1963 as
executive trainee.

J. Walter Thompson Co., New York,
announced personnel changes last week
involving seven e¢xecutives. Retiring
from JWT’s board of directors are
Kennett W. Hinks, who joined agency
in 1921; Samuel W. Meek, who joined
company in 1925, and James W. Young,
member of agency since 1912. Elected
trustees of JWT’s profit sharing trust
are William D. Laurie Jr., executive VP
and manager of Detroit office, and
O’Neill Ryan, VP. Two new directors
elected to JWT board are Henry
Schachte and Donaldson B. Thorburn.

Bub Dean, art director of Aylin
Adyv., Dallas, elected assistant vice pres-
ident-art director.

Emmett C. Mc-
Gaughey, who re-
signed his post of ex-
ecutive VP and gen-
eral manager in charge
of western division of
Erwin Wasey, Ruth-
rauff & Ryan at time
of that agency’s merg-
er into Interpublic
group of companies (BROADCASTING,
Oct. 14, 1963), joins Hixson & Jorgen-
sen, Los Angeles advertising agency, as
principal, with title of senior VP in
charge of client services. Before join-
ing EWR&R in 1952, Mr. McGaughey
was West Coast manager of Cappel-
MacDonald, sales promotion service
company, and prior to that for eight
years was special FBI agent.

William McGookin, former manager
of drug trade relations for Colgate-
Palmolive Co., New York, appointed
general sales manager for consumer
products division of Chemway Corp.
(cosmetics and proprietary pharma-
ceuticals), Wayne, N. J.

William L. Wernicke, VP of Geyer,
Morey, Ballard, New York, and one-
time supervisor of Bulova Watch Co.’s

Mr. McGaughey

nationwide radio promotions, returns
to watchmaker as advertising manager,
filling post vacated by Irving D. Holc-
zer, who recently was promoted to di-
rector of advertising and sales promo-
tion. Mr. Wernicke will work on ad-
vertising campaigns for company’s three
brands of watches—Accutron electron-
ic, Caravelle and Bulova—and its con-
sumer electric products. He originally
joined Bulova in 1945 as writer-pro-
ducer of company’s radio advertising.

Tom Comerford,
TV salesman in Cros-
ley Broadcasting
Corp.’s New York
sales office for past
four years, promoted
to manager of eastern
TV sales, succeeding
P. Scott McLean, re-
cently appointed VP
and general manager of Crosley’s
wLwi(Tv) Indianapolis. Before joining
Crosley, Mr. Comerford served as TV
salesman at H-R Representatives and
as account executive at Young & Rubi-
cam, New York.

Bill Sawyers, local sales manager of
Shasta Telecasting Corp.’s XJEO-TV
Fresno, Calif.,, promoted to general
sales manager, replacing Keith Swine-
hart, who joins Shasta-owned Ice Fol-
lies as sales and promotion director.

Richard Hehman and Robert Nevin
of Campbell-Mithun Inc., Minneapolis,
elected to agency’s board of directors.
Mr. Hehman, vice president and group
head over all advertising for Theo.
Hamm Brewing Co. account, originally
joined C-M in 1945. Mr. Nevin, vice
president and group head on North-
west Orient Airlines and Land O’Lakes
Creameries, joined agency in 1948,

Mr. Comerford

William R, Codus, account executive
at wpaTt Paterson, N. J., joins wcBs-
AM-FM New York in same capacity.

Gordon Edwards,
executive VP of Kraft
Foods division of Na-
tional Dairy Products
Corp., New York,
elected president of
division, succeeding
J. Clyde Loftis, who
retires after 38 years
service in Kraft Foods
operations. At same time Mr. Edwards
becomes VP of parent National Dairy
Products Corp., of which he has been
member of board of directors since
April 1962. He joined organization in
Washington in 1927.

Michael McCormick appointed gen-
eral sales manager of xpLR-TV St. Louis,
and James W. Hoeffler named local
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sales manager. Mr. McCormick, who
has been associated with channel 11
since July 1962 as sales manager, will
be responsible for outlet’s overall sales
program. Mr. Hoeffler, former adver-
tising-sales promotion director of Striet-
mann division of United Biscuit Co.,
Cincinnati, joined kpPLR-Tv local sales
department in March 1963. Howard
Rader, formerly of KPLR-TV local sales
staff, was recently promoted to promo-
tion-merchandising director.

Martin Weinberger, supervisor of ad-
vertising research at Benton & Bowles,
appointed research director at Oxtoby-
Smith Inc., New York marketing and
psychologlcal research firm.

Marshall Clark, ex-
ecutive on Lever
Brothers account at
Sullivan, Stauffer, Col-
well & Bayles, New
York, elected VP.
Paul Benson and Ira
Gonsier, associate
media directors, also
elected vice presidents.

Edward Shea, salesman in Chicago
office of Select Station Representatives,
appointed radio account executive in
Chicago office of Edward Petry & Co.,
radio-TV sales representative firm.

Charles P. Quigley, responsible for
sales promotion of textile fibers division
of Dupont at BBDO, New York, joins
Ben Sackheim Inc., New York advertis-
ing agency, as account executive.

Rudelph P. Maffei,
VP and associate me-
dia director at Benton
& Bowles, New York,
joins Gardner Adv.,
that city, as media di-
rector. Before joining
B&B, Mr. Maffei was
media buyer at Fuller
& Smith & Ross.

Campbell-Ewald Co., Detroit, has an-
nounced addition of three new men to
its expanding marketing and research
department. They are H. D. Everett Jr.,
formerly with Ford Motor Co.; Robert
D. Smith, formerly with Chrysler and
Alfred Politz Research, and Charles N.
Putt, director of advertising and public
relations for Bankers Investment Co.

Mr. Clark

Mr. Maffei

June Nichel appointed timebuyer in
Los Angeles office of Foote, Cone &
Belding, New York-based agency.

William F. MacCrystali, former man-
ager of Hollywood office of H-R Rep-
resentatives and H-R Television, joins
sales staff of XxBTv(TV) Denver.

Clarence Sewell, general sales man-
ager of kBEA Mission, Kan., and KBEY-
rMm Kansas City, Mo., joins local sales
staff of xMBc-Tv Kansas City, Mo. Bill
Goetze, member of sales staff of KLwN
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Lawrence and former news and sports
director at KsAL Salina, both Kansas,
joins sales staff of KMBC-FM.

George Robinson, formerly of Need-
bam, Louis & Brorby, joins Kudner
Agency, New York, as copy supervisor.
Joseph F, Belle, advertising manager of
Phelps Dodge Copper Products Corp.,
joins Kudner as account executive.

Don Howe, former FFFEE
account executive and
assistant sales manag-
er for systems and
procedures at H-R
Television Inc., New
York, appointed man-
ager of national sales
for wrEV(TV) New
Bedford, Mass. He re-
places Fran Conway, who resigned to
become president of Conway-Williams
Food Brokers, Scranton, Pa. Mr. Howe
has also served as local sales manager
of wBAL-Tv Baltimore.

Michael A. Wiener, formerly with
sales development staff of H-R Repre-
sentatives, New York, transfers to or-
ganization’s Philadelphia sales staff.

Larry Reinhart, sales service director
at wiLwc(ty) Columbus, Ohio, pro-
moted to account executive. Walter
Musser, set-up supervisor, appointed
wLwc traffic manager.

Pat Cooney, formerly general sales
manager of XOVR-Tv Sacramento, Calif.,
joins sales department of xcor(Tv) Los
Angeles as account executive.

Jon Christopher appointed creative
copy director of Cole Fischer Rogow
Inc., Beverly Hills, Calif,

Dick Merritt, for past two years with
Hixson & Jorgensen, Los Angeles, joins
copy staff of MacManus, John &
Adams, that city. Betsy Riley, radio
traffic supervisor at D’Arcy Adv., Chi-
cago, joins MIA’s Chicago office as

Mr. Howe

radio-TV traffic supervisor.

H. B. Groseth, former executive VP
and board member of Erwin Wasey,
Ruthrauff & Ryan, Chicago, elected
senior VP and group supervisor on
Maxon Inc.’s newly acquired A. E.
Staley Manufacturing Co. account. Mr.
Groseth, who has supervised Staley
grocery products advertising for past 15
years, will make his headquarters in
Maxon’s Chicago office, but work close-
ly with Detroit and New York offices
of agency.

Myron Weinblatt, manager of par-
ticipating program sales at NBC-TV,
promoted to director of participating
sales, replacing William F. Storke, who
earlier was appointed director of pro-
gram  administration at NBC-TV
(BROADCASTING, Jan. 27).

Jack Roth, director of consumer re-
lations and general manager of system-
atic division of National General Corp.,
joins Asher-Gould Adv., Los Angeles,
as account executive,

James J. Kilian, formerly of wrrc
(Tv) Washington, joins wJz-1v Balti-
more as account executive.

John F. Luick, VP
in charge of market-
ing at Earle Ludgin
& Co., Chicago, named
to newly created posi-
tion of manager of
merchandise services
at Quaker Oats Co.,
that city. He will
counsel Quaker’s

Mr. Luick
product groups in planning and coordi-
nating consumer and trade promotion

progtams. Earlier Mr. Luick was VP
of Tatham-Laird, Chicago.

Mark J. Wolters, previously advertis-
ing manager for Dairy Queen National
Development Co. and copy director of
Roman Adv., appointed marketing di-
rector for St. Louis office of Winius-
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Brandon Co. He also will be responsible
for agency’s research department.

Ken Lee, former VP of MacManus,
John & Adams, Detroit, joins Camp-
bell-Williams-Stark Inc., Saginaw-based
advertising agency, as director of mar-
keting services.

Jerome Levitan appointed director
of marketing administration for Revlon
Inc.,, New York. Joseph G. Leone,
formerly with Booz, Allen & Hamilton,
management consultants, joins Revlon
as director of purchasing.

Ollie Ward, account
executive at Blair Ra-
dio’s St. Louis office
for more than six
years, appointed man-
ager of station repre-
sentative’s Los An-
geles office, succeed-
ing Heber Smith, who
resigned.

William H. Clay Jr., director of sales
planning at Norge Corp., joins The
Andrew Jergens Co. (cosmetics and
soap products), Cincinnati, as director
of product management.

John C. Flynn, TV salesman with
Advertising - Time Sales, New York,
joins sales staff of H-R Television, that
city. Joining H-R’s Detroit office is
Brud Martindale, member of sales de-
partment of wxkMmH-aM-FM Dearborn,
Mich.

Robert L. Ball and William H. Cald-
well, both formerly art directors at
Fletcher Richards, Calkins & Holden,
New York, and Cargill, Wilson and
Acree, Richmond, Va., respectively,
join art staff of Henry J. Kaufman &
Associates, Washington.

Dick Olsen and Jack Giebel appoint-
ed assistant media directors at Doherty,
Clifford, Steers & Shenfield, New York.

Robert K. Elgort, formerly of Lock-
eys Reklamebureau Inc., Copenhagen,
Denmark, and Charles Bua, Sudler &
Hennessey Inc., join Kenyon & Eck-
hardt, New York, as copywriter and
assistant art director, respectively.

Sam Price, VP of
Wyatt, Allen & Ryan
Adv., has formed his
own advertising, pub-
lic relations and mer-
chandising agency,
The Sam Price Co.,
with offices in Suite
231, 2001 McKinney
Bldg., Dallas. Tele-

Mr. Ward

Mr. Price

phone: RI 8-6126.
Charles Rogers, manager of account-

ing department at Cunningham &
Walsh, New York, elected assistant
treasurer. Mr. Rogers joined C&W in
1962. He formerly was with account-
ing firm of Arthur Andersen & Co.
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White joins CBS News

Theodore H.
White, Pulitzer
Prize - winning
author of The
Making of the
President 1960,
appointed spe-
cial consultant
to. CBS News
election unit, re-
peating status he held during
1962 elections. Mr. White, for-
mer foreign correspondent and
magazine editor, has several
other nonfiction and fiction bocks
to his credit, as well as editing of
papers of late General Joseph W.
Stilwell. Career dates back to
1939 when he joined Chinese
Ministry of Information upon
completion of studies in China on
Sheldon Traveling Fellowship.

Mr. White

THE MEDIA

Harry R. Link re-elected president of
Virginia-Carolina Broadcasting Corp.,
licensee of wpva Danville, Va., at or-
ganization’s annual stockholders meet-
ing last week. Other officers elected:
Julian R. Stinson, Hosea E. Wilson
and L. H. Kernodle, VP’s; George S.
Hughes, secretary-treasurer, and Dick
Campbell, general manager.

C. George Hender-
son, executive VP and
general manager of
wsoc - Ty Charlotte,
N. C., assumes added
duties as general man-
ager of WSOC-AM-FM,
succeeding Henry Sul-
livan, executive VP,
who has resigned. Mr.
Henderson, who also is board chairman
of Television Bureau of Advertising,
New York, has been with wsoc-Tv
since 1957.

William Moyer, former general man-
ager of KARD-Tv Wichita, Kan., elected
VP of Weed Television Corp., licensee
of station. Mr. Moyer, who developed
Kansas State TV Network, will become
director of Weed at meeting this month.

Harold H. Segal, who resigned early
last month as managing director of
Knight Quality Stations of New Eng-
land and as general manager of WHEB-
AM-FM Portsmouth, N. H. (Broap-
CASTING, Jan. 6), is hospitalized at
Newton Wellesley Hospital, Newton,
Mass., after suffering heart attack,

Mr. Henerson

Edmund Waller, wror Torrington,
elected president of Connecticut State
Network, and Richard Reed, wicH

Norwich, was elected VP of network.
Directors elected are Samuef Elman,.
WATR Waterbury; Julian Schwartz,
wsTc Stamford; Alton Lenoce, wNaB
Bridgeport; John Ellinger, wHay New
Britain; Alvin Herskovitz, wNHC New
Haven, and Gerald Morey, wNLCc New
London.

Harry Trenner,
West Coast division
director of RKO Gen-
eral Broadcasting, an-
nounced his retire-
ment, effective May 1,
after more than 30
years in broadcasting
Mr. Trenner termi-
nated his duties as di-
vision manager last Friday and for next
three months will undertake special cor-
porate assignment in area of program
development and acquisition. RKO
General is not naming successer to Mr.
Trenner, but will transfer functions of
office to individual West Coast stations
(kHJ-AM-TVv Los Angeles, XFRC San
Francisco), whose managers will report
directly to New York headquarters.

Robert E. Klose,
program director of
KFRE-AM-FM Fresno,
Calif., appointed gen-
eral manager of WNBF
Binghamton, N. Y.,
effective today (Feb.
3). Raymond Cheney
continues as WNBF
station manager, while
George R. Dunham remains as WNBF-
Tv general manager. Stations are owned
by radio-TV division of Triangle Pub-
lications Inc., Philadelphia. Bruce Har-
ris, assistant KFRE program director,
succeeds Mr. Klose as program director.

Calvin J. Smith,
general manager of
KFAC-AM-FM Los An-
geles, retired last
week, bringing to ¢close .
40 - year career in
Southern  California
radio. During Mr. .
Smith’s lengthy career S~
in broadcasting, he b Ealle
has served as first president of Cali-
fornia State Broadcasters Association,
director of National Association of
Broadcasters for several terms, and
president and board chairman of South-
ern California Broadcasters Association.

Mr. Trenner

Mr. Kiose

Michael L. Dow, general manager of
waABX(FM) Detroit, appointed general
manager of Mid-State FM Network
which includes wasx plus wGMz(FM)
Flint, wxto(FM) Grand Rapids, wobc
(FM) Midland and key station wswM
(pM) East Lansing, all Michigan. At
waBXx, Gaylord Sheets, account execu-
tive, becomes station manager, and
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Fred Henzi, operations manager, be-
comes program director. At WGMZ,
Kenneth Edelson, sales manager, be-
comes station manager, and Larry
Moyer, operations manager, becomes
program director. Bob Rentschler,
network coordinator, named network
director and wswM station manager.
Francis Martin, network general sales
manager, promoted to director of sales
for Mid-State FM Network.

Arch L. Madsen elected president of
Queen City Broadcasting Co., operators
of KIRO-AM-FM-Tv Seattle, succeeding
Saul Haas, who becomes board chair-
man. Mr. Madsen, who also is presi-
dent of KsL Inc. (KSL-AM-FM-TV Salt
Lake City), will divide his time be-
tween two cities. Principal stockholder

Mr: Madsen

of both Seattle and Salt Lake City prop-
erties is The Church of Jesus Christ of
Latter Day Saints (Mormon Church).
Lioyd E. Cooney, VP-general manager
of KSL-Tv, resigns that post to become
executive VP, general manager and di-
rector of Queen City Broadcasting.
Gordon B. Hinckley elected director of
Queen City Broadcasting. He also is
board member of KsiL Inc.

Mr. Cooney

Wendell Locke, principal in public
relations and advertising firm of Wen-
dell Locke & Associates, Jefferson City,
Mo., appointed executive secretary of
Missouri Broadcasters Association. New
address is at 121 E. High St., Jefferson
City. Telephone: 635-4526.

PROGRAMING

James Merrick, manager in West
Coast program department of NBC-
TV, appointed production director of
NBC-TV network, reporting to Felix
Jackson, NBC production VP, with
headquarters at network’s Burbank,
Calif., facilities.

Bill Gustin appointed producer-direc-
tor of Ruth Lyons 50-50 Cilub show
which is colorcast over five Crosley
Broadcasting Corp. stations. He suc-
ceeds George E. Resing, recently named
program director of Crosley Broadcast-
ing’s wLwp(Tv) Dayton, Ohio,

William Perry, formerly sports direc-
tor of KTvu(Tv) Oakland-San Francis-
co, appointed director of sports pro-
graming for Theatre Color-Vision
Corp., National General Corp. subsid-
iary now developing closed-circuit en-
tertainment network of theaters. Mr.
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Political coverage move

Robert Goralski, NBC News
Washington correspondent, ap-
pointed news division’s White
House correspondent, replacing
Sander Vanocur, who has held
position since 1961. Mr. Vanocur
will continue as reporter on Satur-
day Night Report and will cover
political news in relation to this
year’s - national conventions and
elections. Mr. Goralski joined
NBC News Washington staff in
1961, has worked on Monitor,
World News Roundup and other
NBC News programs. From 1957
until joining NBC he worked for
Voice of America in Washington.
In similar move CBS News has
replaced its White House corre-
spondent, George Herman, with
Dan Rather, who has been CBS
News southern correspondent
(BROADCASTING, Jan. 27).

Perry will make his home office in
NGC's Warfield building in San Fran-
cisco, but will divide his time between
there and NGC’s headquarters in Bev-
erly Hills, Calif. Hamilton {Tex) Maule,
senior editor of Sports Hiustrated, will
additionally serve as sports adviser for
Theatre Color-Vision on special assign-
ment basis.

Ron Brandon, formerly with wNoE
New Orleans, joins wMoc Chattanooga,
Tenn., as program director.

Burdick 0. Myre, former producer-
director of Don Melvoin Show on
wLwI(Tv) Indianapolis, promoted to
production manager of station.

Gerry Sherman, for past five years
head of his own company which han-
dled all of Paramount’s Los Angeles
and San Francisco radio-TV placements
and promotion, joins Allied Artists Pro-
ductions, Hollywood, as exploitation
manager. He will handle national tie-
ins, radio-TV promotion, West Coast

field exploitation and all facets of pro-
motion on company’s product. Ted
Bonnet, former publicity director for
Cecil B. DeMille, appointed publicity
manager for Allied Artists.

Daryl Duke, Canadian TV producer
formerly with Canadian Broadcasting
Corp. for past 11 years, signed by West-
inghouse Broadcasting Co. as producer
of 90-minute The Steve Allen Show.

Ailan B. Schwartz, assistant admin-
istration mianager of ABC-TV network
programing department, joins Sextant
Inc., New York, as production manager.

Warren Jones Jr., production man-
ager of wrvy(Tv) Dothan, Ala., pro-
moted to assistant to F. E. Busby, wrvy
president and general manager.

Louis (Deke) Heyward has been
signed by Jayark Films Corp., New
York, as head writer for planned Uncle
Wiggily series to be filmed on West
Coast. Roger Garis joins Jayark as
story consultant for series,

Dave ldema joins audio-visual pro-
duction staff of woop-AM-FM-Tv Grand
Rapids, Mich. Pete Whigham appoint-
ed program director of WOOD-AM-FM.

Dick Ring joins personality staff of
wTSN Dover, N. H., as host of Night
Train Show, replacing Ed Baker, who
becomes host of his own show.

Frank Malone, formerly of wkLo
Louisville, Ky., joins kBOX Dallas as
air personality.

Howard Neumiller, pioneer musical
performer in Chicago radio and for
past 33 years with CBS Radio there, re-
tired Feb. 1 as musician and head of
music library at wesM Chicago.

Robin Walker, formerly of woHo
Toledo, Ohio, appointed host of Jack
the Bellboy show (7 p.m. to midnight)
at wIBK Detroit. J. J. Shannon re-
places Mr., Walker at woHo.

Leonard Stern, veteran radio-TV

comedy writer and head of Heyday
Productions, appointed producer-direc-
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Six new officers have been elected
to Advertising Research Foundation,
New York. Richard J. Babcock,
president and publisher of Farm
Journal Inc., Philadelphia, named
ARF board chairman, succeeding
Lyndon 0. Brown, senior VP at Dan-
cer-Fitzgerald-Sample, New York.
Mr. Babcock has been director of
foundation since 1958.

Arthur C. Bryan, president of con-
sumer products division of Union
Carbide Corp., New York, elected

Babcock replaces Brown as ARF chairman

vice chairman. Mr. Bryan has been
foundation director since 1960. Peter
Langhoff, VP and director of re-
search at Young & Rubicam, New
York, elected ARF treasurer.

Elected ARF directors were John
D. Henry, market research depart-
ment of The Proctor & Gamble Co.,
Cincinnati; Gordon A. Hughes, di-
rector of marketing research for
Scott Paper Co., Philadelphia and
Leonard S. Matthews, executive VP
of Leo Burnett Co., Chicago.

tor of 16th annual Writers Awards din-
ner of Writers Guild of America, West,
March 9, at Beverly Hilton, Beverly
Hills, Calif.

John M. Lewandowski, chief ac-
countant at ABC Films, New York,
named controller. Mr. Lewandowski
joined company in 1957.

Gene Kelly, former play-by-play an-
nouncer for several major league base-
ball teams including Cincinnati Reds
in 1962 and 1963, joins staff of A
Your Service line-up at KMox St. Louis
and will participate in various sports
broadcasts.

Jay Lawrence, formerly of wnNor
Norfolk, Va., joins kyw Cleveland as
all-night (midnight to 6 am.) disc
jockey, replacing Tom Griffiths, who
resigned last October.

Woody Waters appointed program di-
rector of wgerz New Martinsville,
W. Va., in addition to his DJ work on
The Pied Piper Show.

Hugh Lampman, for nine years host
of American Airlines’ Music 'til Dawn
at KRLD Dallas, moves to KVIL-FM, that
city, in same time slot.

Clem Labine, former ace relief hurl-
er with Brooklyn Dodgers, joins wWJAR-
Tv Providence, R. L, as sports director
and host of his own nightly sports show
at 11:20 p.m. starting March 3.

Barbara K. Turney, Chicago fashion
model, joins staff of wpia Memphis as
host of Homemaker Show, replacing
Martha J. Steinberg, who moves to
wcns Detroit. Miss Turney also will
serve as personal service director.

NEWS

Vyto Kapocius, manager of Madison,
Wis., bureau of United Press Inter-
national, appointed Iowa State manager,
with headquarters in Des Moines. Gene
Bernhardt, member of UPI’s Milwau-
kee bureau, succeeds Mr. Kapocius as
Madison bureau manager. In Des
Moines William E. Spicer will continue
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as Towa news director, and John W.
McCormick remains as Des Moines
bureau manager.

Dan Davis joins wrsN Dover, N. H.,
as news director, succeeding Gary
Lapierre, who has been named news
director of wkBr Manchester, N. H.,
and for Good Neighbor Stations.

o R Ted Biggs, former-
B ga ly with news staff of
kvoo-Tv Tulsa, Okla.,
joins kaTv(TV) Little
Rock, Ark., as news
director, replacing
Gene Goss, who re-
signed to join staff of
Congressman Wilbur
Mills (D-Ark.) in

Mr. Biggs

Washington.

William Jennings, since 1959 re-
porter at KQv-AM-FM Pittsburgh, pro-
moted to news director, replacing Alan
Boal, recently named Latin-American
correspondent for ABC News.

Charlie Jenkins appointed news di-
rector of wsac Fort Knox, Ky. He will
also be in charge of station’s sports
department,

Baden Langton, Canadian television
newsman, joins ABC News in Wash-
ington. Mr. Langton accompanied
Prime Minister Lester Pearson to Eng-
land last year to cover prime minister’s
first overseas trip. He has also fre-
quently reported for ABC News from
Canada—appearing on Ron Cochran
with the News.

' Duane H. Stacker joins wcvs Spring-
field, I11., as news director.

Max Powell, former news director of
wRNB New Bern, N. C., joins wWNBE-
Tv, that city, in same capacity.

Peter Clapper, since 1961 Washing-
ton correspondent for ABC News, joins
Washington news bureau of Group W
(Westinghouse Broadcasting Co.) to
cover Capitol Hill and take part in
coming convention and presidential
election coverage.

Murray Stewart, newsman at KELO
Sioux Falls, S. D., joins on-air news
staff of wiBw-Tv Miami.

Glenn Clonts joins news department
of woop-AM-FM-TV Grand Rapids,
Mich.

Bob Erickson joins news department
of xHow Denver.

Frank Edwards joins on-air news staff
of wxLw Indianapolis.

INTERNATIONAL

Robert E. Allan appointed marketing
supervisor of cjay-tv Winnipeg, Man.
R. L. McGhee to national sales super-
visor, and lan Lillie named local sales
supervisor.

Stuart MacDonald elected VP in
charge of western television division of
Stovin-Byles Ltd., Toronto-based sta-
tion representation firm.

Six additional members of Interna-
tional Advertising Association have ac-
cepted final judging posts for fourth
annual  International  Broadcasting
Awards competition: Emilio Azcarraga,
president of Telesistema Mexicano,
S. A.; Ralf Brent, president of World-
wide Broadcasting division of Metro-
politan Broadcasting Co.; Norman
Cash, president of Television Bureau
of Advertising; M. B. Cather, executive
vice president of Bristol-Myers; Harry
Wayne McMahan, TV commercials
consultant, and David Schine, president
of Schine hotels and industries. Rob-
ert L. Dellinger, executive VP of Grant
Adv., is chairman of final judging
group, which also includes Fernando
Eleta, president of Radio Panama;
Patric Frawley, board chairman of
Technicolor; and Wesley Parker, board
chairman of Dr. Pepper Co.

E. Thomas Reynolds, national sales
manager of crro-tv Toronto, named
television general manager of 20th Cen-
tury-Fox Corp. Ltd., that city.

FANFARE

Raymond J, Hoff-
man, formerly on edi-
torial staff of Pirrs-
burgh Press, joins
KDKA-TV Pittsburgh as
public relations direc-
tor. He replaces Peter
M. Thornton, who was
appointed last Decem-
ber as KDKA-TV adver-
tising and sales promotion manager
(BROADCASTING, Dec. 9, 1963).

Joe Brooks, promotion and public
relations director of wip-aM-FM Phila-
delphia, appointed assistant public re-
lations director of Metromedia Inc.,
New York, effective Feb. 17. Mr.
Brooks will serve as aide to Phil Cowan,
Metropolitan Broadcasting VP and di-
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rector of public relations.

Denis Dever, since June 1963 assist-
ant to associate director of promotion
at The Katz Agency, New York, joins
CBS Television Stations National Sales,
that city, as assistant sales promotion
manager.

John L. Normoyle, formerly public
relations director of Alberto-Culver
Co., Melrose Park, Ill, elected execu-
tive VP of Compass 4 Public Relations,
newly formed division of Gardner, Stein
& Frank Adv., Chicago.

Keith H. Moon, for
past three years crea-
tive director of KXTv
(Ttv) Sacramento,
Calif., appointed out-
let’s promotion direc-
tor, replacing M. S.
(Tony) Bachman, who
recently was named
advertising and pro-
motion director of wBkB(Tv) Chicago.
Franklin Raymond, xxtv copywriter,
succeeds Mr. Moon as creative director.

Mr. Moon

Barry Katz, formerly of wiry Dan-
ville, joins staff of wkip Urbana, Ill

Michael Ruppe Jr., former promo-
tion manager of xETv(TV) Omaha,
joins wiBc-aM-FM Indianapolis in same
capacity.

Leslie W. Monypenny, formerly news
commentator at woGN Chicago, joins

e £

Aaron D. Cushman & Associates, Chi-
cago PR firm, as group supervisor.

Pierre Gonneau, formerly with KHJ
Los Angeles and ksoN San Diego,
Calif,. joins wrec Harrisburg, Pa, as
promotion manager.

EQUIPMENT & ENGINEERING

James L. Lahey resigns as president
and director of Entron Inc. (electronic
equipment manufacturer), Silver Spring,
Md., effective Feb. 29, to devote his
time to other business commitments.

Henry H. Michaels Jr., former presi-
dent of PRD Electronics Inc., Brook-
lyn, N. Y., elected to board of directors
of Polytronics Laboratories, communi-
cations equipment company, West Cald-
well, N. J.

William H. Sapiro, sales promotion
manager of Ben Sackheim Inc., New
York advertising agency, joins The
Magnavox Co., that city, in same ca-
pacity. Dorothy Pace, art director of
Karastan Rug Mills, joins Magnavox
in same capacity.

Robert 0. Niles appointed chief en-
gineer of wksw-Tv Buffalo, N. Y., re-
placing Floyd A. Timberlake, who re-
signed to accept position of director of
engineering for Crowell-Collier Broad-
casting Corp., Los Angeles.

Pete Bertolini, chief cameraman for
Vicoa covering John Glenn’s earth orbit
and other assignments including ma-

FOR THE RECORD

terial for first Telstar program, rejoins
wBBM-TvV Chicago as technician after
absence of three years.

David B. Monoson resigns as general
sales manager of Standard Radio Corp.,
New York.

Martin L. Touger, manager of mag-
netic recording at communications sys-
tems division of RCA, Camden, N. J.,
appointed to newly created post of de-
sign engineering manager at division’s
Tucson, Ariz., facility. Mr. Touger
joined RCA in 1947.

DEATHS

Warren B. Fritze Sr., 50, chief engi-
neer of WTCN-aM-Tv Minneapolis-St. .
Paul, died Jan. 25 as result of injuries
suffered in automobile accident last
Dec. 4. He was 25-year veteran of
WTICN operations.

Arthur M. Weinberg, 40, since 1959
VP of G. M. Basford Co., New York
advertising agency, died Jan. 25 of
leukemia at Beth Israel Hospital in that
city. He joined Basford agency in 1952.

Kenneth E. Brighton, 34, managing
editor of Newsfilm Inc., New York, and
former film editor at NBC, was killed
Jan. 23 in automobile accident at North
Hills, L. I, N, Y.

Ned Connor, 69, commercial man-
ager of KMLA(FM) Los Angeles, died
Jan. 16 at his home in Pasadena, Calif.,
following attack of pneumonia.

STATION AUTHORIZATIONS, APPLICATIONS

As compiled by BROADCASTING Jan.
23 through Jan. 29 and based on filings,
authorizations and other actions of the
FCC during that period.

This department includes data on
new stations, changes in existing sta-
tions, ownership changes, hearing cases,
rules and standards changes, routine
roundup of other commission activity.

Abbreviations: DA—directional antenna. CP
—construction permit. ERP—effective radi-
ated power. VHF—very high {frequency.
UHF-—ultra high frequency. ant.—antenna.
aur.—aural. vis.—visual. kw-—kilowatts. w—
watts. me—megacycles. D-——day. N-—night.
LS—local sunset. mod.~—modification. trans.

—transmitter. unl.—unlimited hours. ke—
kilocycles. SCA-—subsidiary communica-
tions authorization. SSA—special service

authorization. STA—s§pecial temporary au-
thorization. SH—specified hours. *education-
al. Ann.—announced.

New TV stations

ACTION BY FCC

*Los Angeles—Community Television of
Southern California. Granted CP for new
TV on UHF channel 28 (554-560 mec); ERP
289 kw vis., 134.5 kw aur. Ant. height above
average terrain 3,000 feet, above ground 263
feet, P, 0. address c/o Elden Smith, 2600
Wilshire Boulevard, Suite 513, Los Angeles,
Estimated construction cost $1,552,350; first
year operating cost $614,000. Studio and
trans, locations both Los Angeles. Geographic
coordinates 34¢ 13’ 277 north latitude, 118°
03’ 477 west longitude, Type trans. RCA
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TTU-25B, type ant. RCA TFU-24DAS., Legal
counsel Covington & Burling, consulting
engineer Jansky & Bailey, both Washington.
Principals: board of directors. Action Jan.
27.

APPLICATIONS

*Vincennes, Ind.—Vincennes University.
UHF channel 52 (§98-70¢ mc); ERP 185 kw
vis., 1.85 kw aur. Ant. height above average
terrain 5i1 feet, above ground 508 feet, P. O.
address c/o Dr. Isaac K. Beckes, 1002 North
First Street, Vincennes. Estimated construc-
tion cost 554.280; first year operating cost
$100,000. Studio location Vincennes, trans.
location three miles southeast of Vincennes.
Geographic coordinates 38° 38 277 north

latitude, 87° 28’ 42~ west longitude. Type
trans. RCA TTU-1B, type ant. RCA TFU 27
DH. Legal counsel Spearman & Roberson,
consulting engineer Creutz and Snowberger,
both Washington. Principals: board of
trustees. Ann. Jan. 24.

Lewistown, Mont.—KXLO Broadcast Inc.
VHF channel 13 (210-216 mc); ERP 855 w
vis,, 440 W aur. Ant. height above average
terrain minus 185 feet, above ground 205
feet. P. O, address Box 620, Lewistown.
Estimated construction cost $52,500; first
year operating cost $50,000; revenue $75 000.
Studio and trans. locations both Lewistown.
Geographic coordinates 47¢ 04 137 north
latitude, 109° 24’ 267 west longitude. Type
trans. Ciates BT500CH, type ant. Jampro
JATV 25/H. Legal counsel Samuel Mil er,
Washington; consulting engineer Serge
Bergen., Fairfax, Va. Principals: David L.

EDWIN TORNBERG

& COMPANY, IN

Negotiators For The Purchase And Sale Of
Radio And TV Stations
Appraisers e Financial Advisors
New York—60 East 42nd St., New York 17, N. Y. « MU 7-4242

West Coast—1357 Jewell Ave., Pacific Grove, Calif. « FR 5-3164
Washington—-711 14th St., N.W., Washington, D.C. - DI 7-8531
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Sather, Lewis G. Boucher and William J.
Yaeger (each 3313%). Applicant is licensee
of KXLO Lewistown. Ann. Jan. 29.

New AM station

APPLICATION

Franklin, N. H.—Franklin Broadcasting
Corp. 1240 kc, 250 w., unl. P. O. address
c/o Lewis V. Parrish, 8400 Boulevard East,
apartment 1A, North Bergen, N. J. Estimated
construction cost $5,865; first year operating
$44,000; revenue $60,000. Principals:
Parrish and Robert D. Craver
{each 30%%) and Stephen D. Fitch and
Eugene W. Clark (each 191%%). Messrs.
Parrish and Craver are employes of WOR-
TV New York, Mr. Fitch is actor and Mr,
Clark is physician. Ann. Jan. 23.

Existing AM station

APPLICATION

KPXE Starke, Fla.——Mod. of license to
change hours of operation from SH to unl.
Ann. Jan. 29.

New FM stations

ACTIONS BY FCC

Santa Rosa, Calif.—Thomas L. Brennen.
Granted CP for new FM on 100.1 me, channel
261, 2.58 kw. Ant. height above average
terrain minus 259 feet. P. O. address 2555
Bennett Valley Road. Estimated construc-
tion cost $13,100; first year operating cost
$15.000; revenue $14,000-16,000. Mr. Brennen
is 15 owner of KVRE Santa Rosa. Action
Jan. 23.

Fort Walton Beach, Fla.—Vacationland
Broadcasting Co. Granted CP for new FM
on 99.3 me, channel 257, 3 kw. Ant. height
above average terrain 170 feet. P. O. address
Box 10, Fort Walton Beach. Estimated con-
struction cost $12,700; first year operating
cost $20,020; revenue $21,000. Principals:
Wwilbur R, (98.4%) and Theda K, Powell
{3.6%). Vacationland is licensee of WFTW
Fort Walton Beach. Action Jan. 24.

Orlando, Fla.—American Homes Stations
Inc. Granted CP for new FM on 105.1 me,
channel 286, 90 kw. Ant, height above
average terrain 480 feet. P. O. address c¢/o
. E. Van Dellen, 5202 Palisades Drive,
Orlando. Estimated construction cost $36,-
867; first year operating cost $36,000; rev-
enue $36,000. Principals: Theodore G. Boll-
man, Ross E. Van Dellen and Hardy Vinson
Hayes (each 3315%). Mr. Hayes {s station
manager of WXIV Windermere, Fla.; Mr.
Bollman is employee of plumbing firm; Mr.
Van Dellen is employe of powder com-
pany. Action Jan. 24.

Alpena, Mich.—Rogers City Broadcasting
Co. Granted CP for new FM on 107.7 mec,
49 kw. Ant. height above average terrain
420 feet; remote control permitted. P. O.
address Moltke Drive, Rogers City. Es-
timated construction cost $30,000; first year
operating cost $23,880; revenue $25,550. Prin-
cipals: Harvey and Albert Klann (26.29%
together) and others. Grantee js licensee
of WHAK Rogers City. Action Jan. 24.

Flint, Mich.—Methodist Radio Parish Inc.
Granted CP for new FM on 105.5 mc, chan-
nel 288A. 3 kw. Ant. height above average
terrain 300 feet. P. O. address c/o Ellis L.
Fenton, 3217 Lapeer Street, Flint. Estimated
construction cost $23,809; first year operating
cost $14,000; revenue $18,000. Methodist Radio
is llcensee of WMRP Flint. Action Jan. 24.

Corvallls, Ore.—Radic Broadecasters Inc,
Granted CP for new FM on 101.5 mec, chan-
nel 268, 28 kw, Ant. height above average
terrain 100 feet. P, O. address 351 Madison
Street. Box 689, Corvallis. Estimated con-
struction cost $19,979; first year operating
cost $8,600; revenue $9,000. Principals: James
L. and Cecil C. Hutchens (each 50%). Ac-
tlon Jan. 24.

Memphis—KWAM Inc. Granted CP for
new FM on 101.1 me, channel 266, 100 kw.
Ant. height above average terrain 390 feet.
P. O. address 64 Flicker Street, Memphis.
Estimated construction cost $39.112; first year
operating cost $25,300; revenue $30,000.
KWAM Inc. is licensee of KWAM Memphis.
Action Jan. 24.

' San Antonio, Tex.—Harry Pennington Jr.
Granted CP for new FM on 96.1 me, channel
241, 30 kw. Ant. height above average ter-
rain 135 feet. P, O. address 134 Agarita
Street. San Antonio. Estimated construction
cost $27,450; first year operating cost $3,600:
revenue $17,500. Mr. Pennington, sole owner,
does contract photogravhs and sound re-
cordings. Action Jan. 23,
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APPLICATIONS

Springfield, Ill.—Capital Broadcasting Co.
104.5 me, channel 283, 10.25 kw. Ant. height
above average terrain 201 feet. P, O. ad-
dress R. W. Deffenbaugh, 804 Myers Build-
ing, Springfield. Estimated construction cost
$25771; first year operating cost $26,000;
revenue $26,000. Principals: Harold J. Hos-
kins, John W. Johnson, Wil F. Wingerter
and R. W. Deffenbaugh (each 25%). Mr.
Hoskins is employe of Plains Television
Corp., Springfield: Messrs, Johnson, Winger-
ter and Deffenbaugh are local businessmen.
Ann. Jan. 29,

Springfield, I1l.—Heritage Broadcasting Co.
109.9 mc, channel 270, 50 kw. Ant. height
above average terrain 500 feet, P. O. address
¢/o William K. Cavanagh, 716 First National
Bank Building, Springfield. Estimated con-
struction cost $53,565; first year operating
cost $45,000. revenue $60,000, Principals:
Wallace Gair, William K. Cavanagh, and
Paul L. Gorham (each 3313%)., All are local
businessmen. Ann. Jan. 24,

South Bend, Ind—Lester Sumrall Evan-
g]istic Association Ine, 983 me, channel
2A, 3 kw. Ant. height above average ter-
rain 300 feet. P. O. address Box 12, South
Bend. Estimated construction cost $16,000;
first year operating cost $42,000; revenue
?_43,000. Principals: board of trustees. Ann.
an. 27.

Scott City, Kan.—The Broadcasters of
Scott City. 94.3 mc, channel 232, 3 kw. Ant.
height above average terrain 185 feet. P. O.
address G. B. Anderson, c/o KLIR Denver.
Estimated construction cost $1,150; first year
operating cost $2,000 more than AM opera-
tion; revenue $3,000 more than AM opera-
tion. Applicant is licensee of KFLA Scott
City. Ann. Jan. 29.

Salisbury, Md.—WBOC Inc. 94.3 me, chan-
nel 232A, 630 w. Ant. height above average
terrain 590 feet. P. O. address Charles J.
Truitt, WBOC Inc., Radio-TV Park, U. S,
Route 13, Salisbury. Estimated construction
cost $24,000; first year operating cost $15,000;
revenue $4,000. Applicant is licensee of
WBOC Salisbury. Ann. Jan. 29.

Oklahoma City—BBC Inc. 104.1 mc, chan-
nel 281, 59.4 kw. Ant. height above average
terrain 430 feet. P. O. address c/o Loyd
Benefield, 2700 Liberty Bank Building,
Oklahoma City. Estimated construction cost
$46,369; first year operating cost $47.300;
revenue $36,000. Principals: Loyd Benefield,
Jean X1. Everest and Leonard Savage (each
3315%). Principals each have more than 7%
interest in KOCO-TV Oklahoma City.

Temple, Tex.—Fidelity Communications
Inc. 1049 me. channel 285A. 3 kw. Ant.
height above average terrain 355 feet. P. O.
address Box 963. Temple. Estimated con-
struction cost $12.645; first year operating
cost $30,300; revenue $45,000. Princivals:
Max Leach Jr. (51%), George H. Cook
(20%), Jarrard Secrest (10%). Thomas C.
Matts and Artie L. Sinclair (both 5%).
Messrs. Leach. Cook and Secrest are local
businessmen; Mr. Matts is employe of KVIL
Dallas-Highland Park, Mr. Sinclair is em-
ploye of WFAA Dallas. Ann. Jan. 23.

Charleston, W. Va.—WCHS-AM-TV Corp,
96.1 me, channel 241, 15.8 kw. Ant. height
above average terrain 800 feet. P. O. address
414 French Street. Wilmineton, Del. Es-
timated construrtion cost $32.350: first vear
operating cost $50,000: revenue $36000. Ap~
plicant is licensee of WCHS-AM-TV Charles-
ton. Ann. Jan. 24.

Ownership changes

ACTIONS BY FCC

KCOY Santa Maria, Callff.—Granted ac-
quisition of negative control of licensee
corporation, Arenze Broadcasters, by James
R. Ranger and Ed J. Zuchelli (each 50%
after transfer, 42% before) through sale of

stock by Burns Rick (16%) to licensee
gorpogt on. Consideration $12,000, Action
an. o

WAXE Vero Beach, Fla.—Granted assign-
ment of licenses from R. M. Chamberlin
to Shargo Inc, owned by James J, Sharp
and Richard L. Crago (each 50%). Physical
assets of WAXE passed from Mr. Chamber-
lin to Thompson K. Cassel as result of
foreclosure suit. Mr. Cassel sold same to
Shargo Inc, Consideration $36,272.15. Mr.
Sharp {s associate of Atlanta advertising
agency and has interest In Jacksonville
Beach, Fla. rental property dealership. Ac-
tion Jan, 24.

KDMI(FM) Des Moines, Iowa—Granted
transfer of conirol of licensee corporation,
Richards & Associates Inc., from Donald A.
Richards (95.4%) to Maurice L, Test and
Albin Richard Bloomburg Jr. (each 47.7%)
other ownership remains same. Considera-
tion $1,500 and assumgtion of debt. Mr. Test
is lawyer; Mr. Bloomburg is program direc~
tor of KSO Des Moines. Action Jan. 23.

KNDR(FM) Des Moines, Iowa—Granted
assignment of license from Charles D. Fu-
naro, trustee in bankruptcy, to Iowa Fine
Musiec Broadcasting Corp., owned by Her-
bert Burton (70%) and William N, Plymat
(309%). Consideration $250. Mr, Burton owns

Q(FM) Lincoln, Neb.; Mr. Plymat is
reslgfnt of insurance company. Action

an. 24,

WBGN Bowling Green, Ky.—Granted as-
signment of CP for new trans. and increase
in daytime power from Clement Lee Cock-
rel, Elmer Louis Hargan, Eugene Kenneth
Hornback and J. Paul Brown d/b as Bowling
Green Broadcasting Co. to J. Paul Brown
(50% after, 25% before) and Robert L.
Proctor (50%), d/b as company of same
name. No financial consideration involved.
Action Jan, 24,

WDRBC Escanaba, Mich.——Granted assign-
ment of CP from Delta Broadcasting Co.
to WDBC Broadcasting Co., successor of
Delta, No financial consideration involved.
Action Jan. 28.

WGHN Grand Haven, Mich.—Granted as-
signment of license fromm Grand Haven
Broadcasting Co., owned by Richard D.
(66 2/3%) and Cecil (33149) Gillespie, to
Community Broadcasters Inc.,, owned by
Douglas J. Tjapkes, George H. Kleis and
wiiliam J. Mokma (each 33}3%). Considera-
tion $120,000. Messrs. Tjapkes and Kleis are
employes of WJBL Holland, Mich.; Mr.
Mokma is part owner of construction firm.
Action Jan. 23.

KWEB Rochester, Minn.—Granted assign-
ment of license from Northland Radio Corp.,
owned by Kingsley H. Murphy Jr. and
Carroll E, Crawford {each 50%) to North-
land Broadcasting Corp., owned by same
persons in same percentages. No financial
consideration involved, Action Jan. 23,

KBOW Butte, Mont.—Granted acquisition
of positive control of licensee corporation,
KBOW Inc., by Dr, and Mrs, C, F. Neacy
and Richard R, Miller {as family group)
through purchase of stock by Dr. and Mrs.
Neacy (49.2%) from Prudential Diversified
Services. Consideration $15,000. Action Jan.
27,

KICA-TV Clovis, N, M.—Granted assign-
ment of license from John H., Lena V.,
Carolyn A. and John H. Marshall Jr, (each
25%), d/b as Marshall Enterprises Inc., to
Sid W. Richardson Foundation (62.07%),
Gene L. Cagle (19.59%) and Perry R. Bass
(15.76%), tr/as Texas State Network Inc.
Consideration $350,000. Foundation is licensee
of KFJZ-AM-FM Fort Worth, Me-
Allen and KFDA-TV Amarillo, all Texas.
Action Jan. 22.

WRPL Charlotte, N, C.—Granted assign-
ment of CP from Risden A. Lyon to Voice
of Charlotte Broadcasting Co., owned by
Mr. Lyon (60%), C. Curtis Sigmon (20%),
Harvey R. Laughter (13.7%) and C. B. Sig-
mon {6.3%). Assignment is merger of Mr.
Lyon with group which had confiicting ap-
plication for original CP. Actlon Jan. 23.

WMCH Church Hill, Tenn.—Granted as-
signment of license from Thales E. Wallace
to Lola B. Wallace, executrix of Thales E.
Wallace, deceased. No financlal considera-
tion involved. Action Jan. 27.

KCAD Abilene, Tex.~~Granted transfer of
control of licensee corporation, Westgate
Broadcasting Co., from Jack Hughes (100%)
to H, S, Higginbotham (100%). Considera-
tion is assumption of debt. Mr. Higgin-
botham was KCAD employe. Action Jan. 28.

KRGV-AM-TV Weslaco, Tex.—Granted as-
signment of license from Kenco Enterprises
Inc. owned by Bruee L. (53.72%) and John
A, (46.28%) Kennedy, to Mobile Video
Tapes Inc, owned by Douglas L. and
Charles P, Manship (each 50%). Considera-
tion $1,375,000. Messrs. Manship, brothers,
have interests in WIBO-AM-FM and WBRZ-~

V New Orleans and newspaper in that
city. Action Jan. 28

APPLICATIONS
WHTG Jackson, Ala.—Seeks acquisition
of positive control of licensee corporation,
Jackson Broadcasting Inc.. by Rowdy Me-
Gee (68% after transfer, 48% before) through
purchase of stock from T. H. Gaillard Jr.
(20%). Consideration $15,000. Ann. Jan. 29.
KJAY Sacramento and KJOY Stockton,
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PROFESSIONAIL CARDS

JANSKY & BAILEY
Offices and Laboratories
1339 Wisconsin Ave., N.W.
Washington 7, D.C. FEderal 3-4800
Membsr AFCCE

JAMES C. McNARY
Consulting Engineer
National Press Bldg.

Wash. 4, D. C.

Telephone District 7-1205

Member AFCCE

—Established 1926—
PAUL GODLEY CO.
Upper Montclair, N. ).
Pilgrim 6-3000
Laboratories, Great Notch, N. ].
Member AFCCE

GEORGE C. DAVIS
CONSULTING ENGINEERS
RADIO & TELEVISION
527 Munsey Bldg.
STerling 3-0111
Washington 4, D, C,
Member AFGCE

COMMERCIAL RADIO

EQUIPMENT CO.
Everett L. Dillard, Gen. Mgr.
Edward F. Lorentz, Chief Engr.
INTERNATIONAL BLDG.
DI 7-1319

|
WASHINGTON 4, D. C.
Member AFOOE

A. D. Ring & Associates
42 Years’ Experience in Radic
Enginesring
1710 H St., N.W. 298-6850
WASHINGTON 6, D. C.

Membder AFOOR

GAUTNEY & JONES
CONSULTING RADIO ENGINEERS

930 Warner Bldg. National 8-7757
Washington 4, D. C.

Member AFCCE

Lohnes & Culver

District 7-8215

Washington 4, D. C.
Member AFCCE

Munsey Building

L. H. Carr & Associates
Consulting
Radio & Television
Englineers

Washington 6, D. C.  Fort Evans
1000 Conn. Ave. Leesburg, Va.

Member AFCCE .

KEAR & KENNEDY

1302 18th St., N.W. Hudson 3-9000
WASHINGTON s, D. C.

Member AFCCE

A. EARL CULLUM, JR.
CONSULTING ENGINEERS
INWOOD POST OFFICE
DALLAS 9, TEXAS
MElrose 1-8360
Member AFCCE

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 AFCCE

GEO. P. ADAIR ENG. CO.
CONSULTING ENGINEERS
Radio-Television
Communications-Electronics
901 20th St., N.W.
Washington, D. C.
Federal 3-1116
Member AFCCE

WALTER F, KEAN
CONSULTING RADIO ENGINEERS
Associate
George M. Sklom

19 E. Quincy St.  Hlckory 7-2401
Riverside, 1ll. (A Chicago suburb)

Member APCCE

HAMMETT & EDISON
CONSULTING RADIO ENGINEERS
Box 68, International Airport
San Francisco 28, Califernia
Diamond 2-5208
Member AFCCE

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., 393-4616
Washington 5, D. C.
Member AFCCE

CARL E. SMITH
CONSULTING RADIO ENGINEERS
8200 Snowville Road
Cleveland 41, Ohio
Phone: 216-526-4386
Member APCCE

VIR N. JAMES
CONSULTING RADIO ENGINEERS
Applications and Field Engineering

345 Colorade Bivd.—80206
Phone: (Area Cede 303) 333-5562
DENVER, COLORADO
Member AFCCE

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
Applicati 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—TV
Microwave

P. O. Box_ 13287
Fort Worth 18, Texas
BUtter 1-1551

RAYMOND E. ROHRER
& Associates
Consulting Radio Engineers
436 Wyatt Bidg.
Washington 5, D, C.
Phone: 347-9061
Member AFCCE

E. HAROLD MUNN, JR.
BROADCAST ENGINEERING
CONSULTANT
Box 220
Coldwater, Michigan
Phone: BRoadway 8-6733

JOHN H. MULLANEY
and ASSOCIATES

A Division of Multronics, Inc.
Multronics Building

5712 Frederick Ave., Rockville, Md.
(a suburb of Washington)
Phone: 301 427-4666
Member AFCCE

OSCAR LEON CUELLAR
AM-FM-TV

889 El Puente Lane P.O. Box 888

Phone (Area Code 602} 623-1121

Tucson, Arizona—85713
Alember IEEE

Service

COMMERCIAL RADIO
MONITORING CO.
PRECISION FREQUENCY

CAMBRIDGE CRYSTALS ”
PRECISION FREQUENCY
MEASURING SERVICE

contfact
BROADCASTING MAGAZINE
1735 DeSales St. N.W.

N R SPECIALISTS FOR AM-FM-TV Washington, D. C. 20036
Directory 103 5, Market st e Sanend An Habilt
Lec's Summit, Mo, Cambridge 38, Mass. for availabilities
Phone Kansas City, Laclede 4-3777 Phone TRowbridge 6-2810 Phone: ME 8-1022
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SUMMARY OF COMMERCIAL BROADCASTING
Compiled by BROADCASTING, Jan. 29
ON AIR NOT ON AIR TOTAL APPLICATIONS
Lie. CP's for new stations
AM 3,856 81 108 291
FM 1,117 29 119 257
v 522 60 79 122
OPERATING TELEVISION STATIONS
Compiled by BROADCASTING, Jan. 29
TOTAL
VKF UKF L
Commercial 477 95* 572
Noncommercial 53 29 82
COMMERCIAL STATION BOXSCORE
Compiled by FCC, Dec. 31
. AM M 11}
Licensed (all on air) 3,854 1,115 522
CP's on air (new stations) 83 31 60
CP’s not on air (new stations) 102 103 79
Yotal authorized stations . 4,039 1,249 661
Applications for new stations (not in hearing) 179 245 60
Applications for new stations (in hearing) 109 11 58
Total applications for new stations . 288 256 118
Applications for major changes (not in hearing) 218 77 42
Applications for ma'jor changes (in hearing) 45 2 8
To{’al applications for major changes 263 79 50
Licenses deleted 1 0 0
CP's deleted 0 0 1
*Does not Include seven licensed stations off air.
3ncludes three noncommercial stations operating on commercial channels.

both California—Seek transfer of control of
licensee corporation, Radic Sacramento Inc.,
from Joseph E. Gamble, deceased, to United
California Bank, executor of estate of Mr.
Gamble. No financial consideration involved.
Ann, Jan. 28

WHAN Haines City, Fla.—Seeks assign-
ment of license from Richard L. Cook (50%)
and Margaret C. Pitts (50%), d/b as Haines
City Broadcasters, o Richard L. Cook (50%)
and Peggy R. Cook (50%), d/b as company
3( same name. Consideration $10. Ann.

an. 23.

WRMN Elgin, IIl.—Seeks assignment of 1i-
cense from J. Richard Sutter (25%), Joseph
E. McNaughton (40.25%), William D. Mc-
Naughton (18.75%) and John T. McNaugh-
ton (16%), d/b as Elgin Broadcasting Ceo., to
Elgin Broadcasting Inc., owned by Mr. Sutter
(15%)}, doseph E. (60%) and John T, Mc-
Naughton (186%). Consideration $39,860 for
Mr. Sutter’s 10% and exchange of stock for
W. D. McNaughton’s shares. Ann. Jan. 23.

KVOEB Bastrop, La.—Seeks assignment of
license from Bastrop Broadcasting Company
Inec., George H. Goodwin, president, to F.
Bart Rainey Jr., Odessa R. Rainey, A. C.
Ritchie Sr. and Bethel G. Ritchie (all 25%),
d/b as Rainey-Ritchie-Radie. Consideration
$30,000. Ocdessa R. Rajney and F. B. Rainey
Jr. are sales manager and general manager,
respectively, of KRIH Rayville, La. A, C.
Ritchie Sr. is local businessman. B. G.
Ritchije is employee of Bastrop Broadcast-
ing Co. Inc. Ann. Jan. 24,

WLOB-AM-FM Portland, Me.—Seeks
transfer of control of licensee corporation,
Casco Broadcasters Corp., from Sherwood
J. Tarlow (75% before) to Melvin L. Stone
(100% after, 25% before). Consideration
$28,000. Mr. Stone Is executive vice presi-
gent ﬁnd general manager of WLOB. Ann.
an. 24.

WJAB Westbrook, Me.—Seeks transfer of
control of licensee corporation, Westbrook
Broadcasting Inc., from Jacob Agger (51%),
Leon M. Leavitt (19%), Halvdan Aase, John
E., wiltard Jr., and Philip Willard (each
10%) to Greater Portland Radio Inc., owned
by Harlan G. Murrelle, Howard L. Green,
John T. Stethers, Myron W. LaBarr, Albert
E, Theetge, and Donald M. Simmons (each
18 2/3%). Consideration $125,000. Mr. Green
is officer of South Jersey Radio Inc., Pleas-
antville, N. J. Ann. Jan. 27.
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WEW St. Louis—Seeks transfer of con-
trol of licensee corporation, Radic WEW
Inc., from Franklin Breadcasting Co. (100%),
to Charles P. Stanley (51%) and others.
Consideration $468,400. Mr. Stanley is minor-
ity stockholder in Franklin Broadcasting
Co., which has interest in WWOM New
Orleans, WLOD Pompano Beach, Fla., and
KOME Tulsa, Okla. Ann. Jan. 24.

WFMY-TV Greensboro, N. C.—Seeks
transfer of control of licensee corporation,
Greensboro News Co. from Beverly C.
Moore, administrator, C. T. A., of the estate
of Edwin B. Jeffress, deceased, (57%), to
C. O. Jeffress, Mrs. Rebecca J. Barney,
Edwin B, Jeffress Jr., Mrs. Mary Louise
Jeffress McLean and Mrs. Sarah J. Jolly
(each 11.49%); other ownership remains
igme. No consideration involved. Ann. Jan.

WADE Wadesboro, N. C.—Seeks assign-
ment of license from Robert Phillip Lyon
and Risden A, Lyon (each 50%), d/b as
R. P. Lyon and Son, to Carolina Advertis-
ing Ine, wholly owned by R. A. Lyon. No
ggancxal consideration involved. Ann. Jan.

WONE-AM-FM Dayton—Seeks assignment
of license from WONE Inc. to Ohio Broad-
casting Co., licensee of WHBC-AM-FM
Canton, Ohio, and owner of WPDQ Jackson-
ville, Fla.; both WONE Inc. and Ohio
Broadcasting are wholly owned subsidiaries
of The Brush-Moore Newspapers Inc., Can-
ton; Brush-Moore is owned by Thomas §.
Brush, New York (23.73%) and others. No
financijal consideration involved. Eugene
Carr is president of Ohio Broadcasting Co.
Ann. Jan. 27,

WSHC Collierville, Tenn.—Seeks assign-
ment of CP from George Klein, E, W.
Fitzgerald, Parker C. Henderson and Pierce
Thomas, d/b as Collierville Broadcasting
Co,, to G & G Broadcasting Co., owned by
Willam F. Garrett (50%) and John W.
1Giesleekg (‘5”0%3)‘. I‘(I;o ﬂntatm;lal coniside:ation
nvolved. . F. Garre s president an
J. W. Giesecke secretary of IEJCEN ]!‘est'us‘3
St, Louis, Mo. Ann. Jan. 28,

KWBC Navasota, Tex.—Seeks transfer of
control of licensee corporation, Whitten
Broadcasting Co., from J. G. and R. H.
Whitten (each 50%) to R. H, Whitten (100%).
I}To financial consideration involved. Ann.
an.

WGEZ Beloit, Wis.—Seeks assignment of

license from Howard Miller Enterprises and
Consultants Inc., wholly owned by Howard
Miller, to G and J Broadcasting Inc., owned
by Raymond W. Grandle (75%) and Tanis
B. Jester (25%). Consideration $145,000.
Raymond W. Grandle is regional sales
representative of WFRV-TV Green Bay,
Wis. Tanis B. Jester is Milwaukee house-
wife.. Ann, Jan. 28.

Hearing cases

INITIAL DECISIONS
[ ] Hearinf Examiner Sol Schildhause is-
sued initial decision looking toward grant-
ing application of WGUN Inc. for mod. of
license of WGUN Decatur, Ga., to change
designation of station and studio location
to Atlanta, Action Jan. 28.

® Hearing Examiner Annie Neal Hunt-
ting issued initial decision looking toward

anting applications of Rochester Area
%{iucaﬂonal 'I;elevltslon IAssoxf:latio}x':a Iné:. 1:land
Rochester Telecasters Inc. for shared-time
operation on channel 13 in_Rochester, N. V.

ompeting applications of Flower City Tele-
vision Corp., Genesee Valley Television
Inc., Star Television Inc, Community
Broadcasting Inc., Heritage Radio and Tele-
vision Broadcasting Inc., Main Broadcast
Inc., The Federal Broadcasting System Inc.,
Citizens Television Corp. and Rochester
Broadcasting Corp. would be denied (last-
named for default), (On July 3, 1962, com-
mission authorized interim service on chan-
nel by competing applicants jointly operat-
ing WOKR(TV) until choice is made for
regular service and regular service begins.)
Similar operations are WYNS(TV) Syracuse,

, Y., and WZZM-TV Grand Rapids, Mich.
Action Jan. 28.

OTHER ACTIONS

m By order, commission dismissed agpli-
cation of KATV Inc. for mod. of CP to
chanfe trans. location of KATV(TV) (ch.
7y Little Rock, Ark., from about 14 miles
northwest of Pine Bluff to about 50 miles
northwest of that city and 12 miles west of
Little Rock, and increase ant. height to
1,862 feet; terminated proceeding. Dismissal
is without ¥reJudice to applicant's filin
new application when ready to proceed.
Action Jan. 29.

® By memorandum opinion and_order,
commission Eranted apfahcations by Pacifica
Foundation for (1) license renewals of
{FM) SKPFB(FM) Berkeley,
Calif., and WBAI(FM) New York and (2)
initiai license for *KPFK (FM) Los Angeles
and (3) transfer of control of Pacifica from
executive membership to board of directors.
Commissioner Lee Issued concurring state-
ment. Action Jan. 22,

Routine roundup

ACTIONS BY REVIEW BOARD

o Granted joint petition by The Superior
Broadcasting Corp. and Cleveland Telecast-
ing Corp. to extend time to Feb. 3 to re-
spond to United Artists Broadcasting Inc,
motions to enlarge Issues with respect to
Superior and eveland applications in
Cleveland TV channel 65 proceeding. Action
Jan. 29.

® Scheduled oral argument for Feb. 25 in

roceeding on AM application of Blue Ridge
K/[ountain Broadcasting Co. Inc., Ellijay, Ga.
Action Jan. 29,

® Granted }I)etltion by Northern Indiana
Broadcasters Inc. to extend time to Jan. 31
to file oppositions to Broadcast Bureau's
motion to reopen record in proceedin%ﬁon
Northern's application for new AM in Mis-
hawaksa, Ind. Actlon Jan. 27.

= By memorandum opinion and order in
proceeding on application of Lake-Valley
Broadcasters Inc, for new AM in Crystal
Lake, Ill, granted appeal by Broadcast
Bureau and reversed examiner’s Nov, 27,
1963 ruling which granted Lake-Valley's
petition for leave to amend application to
make engineering changes. Member Nelson
abstained from voting. Action Jan. 24.

®m Granted motion by United Artists
Broadcasting Inc., to extend time to Feb. 3
to respond to Cleveland Telecasting Corp.
motion to delete, modify and enlarge issues
in the Cleveland TV channel 65 proceeding.
Action Jan. 24.

o In consolidated proceeding on AM ap-
plications of Southern Radio & Television
Co., Lehigh Acres, and Robert Hecksher
( ) Fort Myers, both Florida, granted
Southern's petition to extend time to Feb. 3
to file oppositions to Broadcast Bureau's
motion to reopen record and for enlarge-
ment of issues. Action Jan. 24,
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B Granted petition by Esquire Inc. to ex-
tend time to Jan. 31 to file exceptions to
initial decision in proceeding cn AM apgli-
cation of North Atlanta Broadcasting Co.,
North Atlanta, Ga. Action Jan. 23.

B Scheduled oral argument for Feb. 25 in

proceeding on AM applications of The

Greenwich Broadcasting Corp., Greenwich,

WPD Inc., DanbuTrg. lIford Broadcasting

Co., Milford, and e Berkshire Broadcast-
S_ng Cg_;‘p., Stratford, all Connecticut, Action
an. 23,

¥ Members Nelson, Pincock and Slone
adopted decision %ﬂntlng. in part, applica-
tion of People’s Broadcasting Co. to in-
crease daytime power of WPBC, 980 ke, D,
from 1 to 5 kw, and move trans. and
studio location from Minneapolis to Rich-
field, Minn., conditioned that Xresunrise
operation is precluded pendin nal deci-
sion, but denled portion of application seek-
ing authority to operate nig ttime, with 5
DA-1. July 1963, initlal decision
looked toward granting application in full.
Action Jan. 22,

B By memorandum opinion and order in
proceeding on applications of Cleveland
Broadcasting Inc. and Communlty Telecast-
ers of Cleveland Inc. for new TV’s on chan-
nel 19 in Cleveland, (1) denied Com-
munity’s late filed petition to enlarge issues;
(2) dismissed Community's motion to strike
Cleveland's reply to Broadcast Bureau's
comments on petition to enlarge issues; and
(3) on own motion, enlarged issues to de-
termine (a) location of proposed Grade A
and Grade B contours of applicants in pro-
ceeding; (b) on comparative basis, areas
and populations of res%ective Grade A and
Grade B contours which may reasonably be
expected to receive actual service from ap-
plicants’ proposed operations; and (c) in
event proof under issues (a) and (b) shall
establish that either applicant will brin,
actual service to areas and populations no
served by competitor, to determine number
of services, if any, presently available to
such areas and populations, Action Jan. 22,

m Granted petition by Broadcast Bureau
to extend time to Jan. 29 to respond to
Peach Bowl Broadcasters Inc. (KUBA)
Yuba City, Calif., petition for reconsidera-
tion in proceeding on AM application of
International Radio Inc, (KGST) Fresno,
Calif, Action Jan. 22.

ACTIONS ON MOTIONS
By Chief Hearing Examiner
James D, Cunningham

® Granted joint petition by assignor and
assignee to extent of dismissing, but with
prejudice, “?_E%lication for assignment of l-
cense of Y New Britain, Conn., from
The Central Connecticut Broadcasting Co.
to Connecticut-New York Broadcasters Inc,;
cancelled hearing and terminated proceed-
ing. Action Jan. 24.

m_Ordered that Examiner Basil P. Cooper,
in lieu of Isadore A, Honig, will serve as
presiding officer in proceeding on ca:pplica-
tions _of Ultravision Broadcasting Co. and
WEBR Inc. for new TV stations on channel
29 in Buffalo, in which prehearing confer-
ence is scheduled for Feb. 4, and continued
21\g€il‘Ch 16 hearing to March 31. Action Jan.

8 Designated Examiner Isadore A. Honig
to preside at hearing In proceeding on ap-
lications of Community Broadcasting Serv-
ce Inc. and Mortimer and Vivian Eliza
Hendrickson for new FM stations in Vine-
land, N. J.; scheduled prehearing confer-
ence for Feb. 20 and hearing for March 18.
Actlon Jan. 21,

By Hearing Examiner Basil P. Cooper

u Granted motion by The Noble Broad-
casting Corp. to continue Jan. 30 prehear-
ing conference to Feb. 13 in proceeding on
application for renewal of license of D
Boston. Action Jan. 28,

m In proceeding on applications of Ultra-
vision Broadcasting Co. and WEBR Inc, for
new TV’s on channel 29 in Buffale, sched-
uled certain procedural dates and prehear-
ing conference for Feb. 5. Action Jan. 24.

By Hearing Examiner Isadore A. Honig

® On own motion, scheduled second fur-
ther prehearing conference for Jan. 27 in
proceeding on application of Verne M.
Miller for new AM in Crystal Bay, Nev,
to reconsider rescheduling of procedura
dates, and continued Jan. 27 date for notifi-
cations and rebuttal eXxchange and Feb, 4
hearing to dates to be determined at fur-
ther prehearing conference, or thereafter,
and relieved parties from any obligation te
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comply with two last-mentioned procedural
dates. Action Jan. 23.

By Hearing Examiner H. Gifford Irion

N Cancelled dates previously established
for exchange of exhibits by aﬁplicant and
respondent and for further prehearing con-
ference in proceeding on application of
Iowa State University of Science and Tech-
nology for SSA to operate WOI Ames, Jowa
(640 ke, 5 kw, D), additional hours from 8
am. to local sunrise CST with 1 kw; or-
dered further prehearing conference to be
held five days after release of commission’'s
crder consolidating WOI's a&plication for
mod. of license for hearin proceeding,
and, unless otherwise ordered, applicant
and respondent to exchange written ex-
hibits within fifteen days after release of
order of consolidation. Action Jan. 27.

By Hearing Examiner David I. Kraushaar

m On own motion, in proceeding on ap-
plication of Raul Santiage Roman for new
in Vega Baja, P. R, ordered record to
remain in open status pending resolution of
petition by broadcast bureau for enlarge-
ment of issues and further order; and or-
dered proi:osed findings to be filed by April
g and reply briefs by April 17. Action Jan.
4.

® On own motion, reopened record in
groceedin on AM application of ul
antiago man, Vega Baja, P. R, and

ETV fund grant

Following grant for matching
federal funds for educational tele-
vision has been annhounced by De-
partment of Health, Education
and Welfare:

» Los Angeles — Community
Television of Southern Califor-
nia; for $468,790 to help estab-
lish channel 28 Los Angeles; total
project cost $1,041,756.

scheduled hearing conference for Jan. 24.
Action Jan. 21.

By Hearing Examiner Forest L. McClenning

m Granted motion by Abacoa Radio Corp.
(WMIA), Arecibo, P. R., to correct tran-
script in proceeding on AM application and
that of Ponce Broadcasting Corp., Cayey,
P. R, and corrected transcript as proposed
gnd ré;rade certain other corrections. Action
an. 27.

By Hearing Examiner Sol Schildhause

m Rescheduled Jan. 31 hearing for Feb. 28
in proceeding on applications of WEAT-TV
Inc. and Scripps-Howatd Broadcasting Co.
to change trans. locations of WEAT-TV (ch.
12) and WPTV (ch. 5), respectively, both
West Palm Beach, Fla. Action Jan. 27.

m Granted request by Ottawa Broadcast-
ing Corp. (WJBL), Holland, Mich., to con-
tinue certain procedural dates and com-
mencement of hearing from Feb, 25 to April
3._4 inzgroceeding on AM application. Action

an. 27.

® In proceeding on applications of United

Artists Broadcas Inc. Cleveland Tele-
casting Corp. and The Superior Broadcast-
ing Corp.,, for new TV’s on channel 65,

Cleveland, granted request by Broadca
Bureau to extend time to Feb. 3 to file re-
sponse to Jan, 13 petition by Cleveland

elecasting for leave to amend application.
Action Jan, 21.

By Hearing Examiner Herbert Sharfman

# Issued memorandum of ruling made at
Jan. 9 hearing granting petition by Beamon
Advertising Inc. for leave to amend 'Ja_.pplica-
tion for new in Daingerfield, Tex., to
show 85-foot change In location of ant.
towers and availability of additional funds
.tIO finance acquisition of ant. site. Action

an.

® Granted request by Broadcast Bureau
to schedule further hearing for Feb. 3,
limited to specified matters, in proceeding

on AM applications of Coastal Broadcasters
Inc. Herndon, Va., et al. Action Jan. 22.

By Hearing Examiner Elizabeth C. Smith

. B Granted petition b{ Moberly Broadcast-
ing Co. (KNCM), Moberly, Mo, for leave
to amend AM application to refiect change
in call letters to KWIX. Action Jan. 22.

BROADCAST ACTIONS
by Broadcast Bureau
Actions of Jan. 28

KIFM(FM) Bakersfield, Calif.—Granted li-
cense for FM and specify type trans.

KSCJ Sioux City, Iowa—Granted CP to in-
stall aux. ant. system at main ant.-trans.
location to be used with auxiliary trans. in
case of emergency only; condition.

WIHS-TV Boston—Granted mod. of CP
to change ERP to 245 kw vis., and 123
kw aur. (both DA); trans. location and type
ant., make changes in ant. system, and in-
crease ant. height to 740 feet.

¥ The following stations were granted ex-
tensions of completion dates as shown:
WIHS-TV Boston, to July 28; Cam-
den, Ark., to June 1.

Actions of Jan. 27

Greylock Broadcasting Co., WBEC Inc.,
both Pittsfield, Mass.—Designated for con-
solidated hearing applications for new FM
stations on 105.5 me—Greylock, with 3 kw,
ant. helght minus 202 feet; WBEC, with 631
w, ant, helght 586 feet. Action Jan. 27.

KGUD-FM Santa Barbara, Calif.—Granted
gi%{\ on subcarrier frequency of 67 kc; con-

on,

WLNG Sag Harbor, N. Y.—Granted license
for AM and specify type trans. i

WDCX(FM) Buffalo, N. Y.—Granted CP

WA Giecndets T

reenfield, Ind.—Grante
to add vertical polarized ant. d cp

American Homes Stations Inc., Orlando
Fla.-—Rescinded action of Jan. which
granted CP for new class C FM. (Compet-
Ing application was timely filed.)

¥ The following stations were granted ex-
tensions of completion dates as shown:
KPFA(FM) (alternate main trans.) Ber-
keley, Calif, to Aug. 7; WLOB (auxiliary
trans.), Portland, Me., to March 1,

Actions of Jan: 24

KDOL Mojave, Calif.—Grant
license of AM. anted renewal of

W Granted renewal of licenses of follow-
ing TV translator stations: K78BC, Blue
Mountain Television Assn., Elgin, LaGrande,
Union ,and Baker, Ore.; KI7AQ, K79AK,
Citizen’s T. V. Inc. Milton-Freewater, Ore.;
K70BM, K74BE, K79AI, Columbia Gorge TV
Inc. Hood River, Ore.; KT2AG, KT77AC, John
Day Valley Television Inc. John Day, Ore.;
K70AW, K76AE, K80AK, Grande Ronde
Television Assn. Inc. Grande, Ore.;
K171AS, K14AG, Radio Center, Newport and
Otter Rock, Ore.; K71AJ, K75AK, KB81AD,
North Sherman Television Co-o Wasco,
Ore.; K74BU, North Tillamook T. V. Trans-
lator Inc. ockawa% and vieinity, Ore.;
K76AI, Powers T, V. Translator Inc. Powers,
Ore.; K7T1AP, K75AJ, KTBAQ, Seaside Video
Club, Seaside, Ore.; K71AL, KT9AE, K76AM,
Tillamook TV Translator Inc. Tillimook,
Ore.; K71A0, K7TAW, K81AF, Wallowa Val-
]eg TV Assn. Inc, Wallowa Valley, Ore.;
KO03BZ, Rogue River Translator Assn.,
Rogue River, Ore.; K02DB, Scottsburg Com-
munity Television Assn,, Scottsburg, Ore.;
KO07DS, Toketee Falls Improvement Club,
Toketee TFalls, Ore.; K0§BQ. Ukiah TV
Assn,, Ukiah, Ore,; KO5BT, Picture Gorge
T, V.,_Kimberly, Ore.; K04CE, Valley Fa
T. V. Inc, Valley Falls, Ore.; K71AZ, fiu.u...
Community Television Assn. Inc. Gold
Beach, Ore.; K70AN, K72AC, KT4AE, K76AC,
Idaho Power Co, Oxbow FPower Plant
Camp, Oregon-Idaho, and Brownlee Power
Plant Camp, Ore.; K73AR, K7TAK, K80BA,
Mid-Columbia Community TV Corp., The
%gf\i Oéei'x andTGcl)ldendale. Wash.; K70AI,

, Ochoco Telecasters Inc., Prineville,
and Redmond, Ore.

WFLM(FM) Fort Lauderdale, Fla.—
Granted CP to install new ant, and trans.,
increase ERP to 82 kw, and make changes
in ant. system (increase height).

® Granted renewal of licenses for follow-
g}i: WAXE Vero Beach, WHIY Orlando,
AK Lakeland, WSOL Tampa, WTNT
Tallahassee, WYND Sarasota, WYOU Tampa,
Sarasots. WNEMImND) Nose Baiap Dol
aTr 480’ aples, cala.
WQXT Falm Beach, WTRR Sanford, WHEW
Riviera Beach, WTCX (FM) St. Petersburg,

WDAE, WDAE-FM ‘Tampa, WORT New
Continued on page 91
85



CIES advertising require display space.

e All other classifications, 30¢ per word—§4.00 minimum.

e No charge for blind box number. Send teplies to Broadcasting, 1735 DeSales St., N.W., Washington, D. C. 20036.
ArpLICANTS: If transcriptions or bulk packages submitted, $1.00 charge for mailin
etc., sent to box numbers are sent at owner's risk. BROADCASTING expressly Tepudiates any liability or responsibility for their custody or return.

CLASSIFIED ADVERTISEMENTS

(Payable in advance. Checks and money orders only.) (FINAL DEADLINE—Monday preceding publication date.)
e SITUATIONS WANTED 20¢ per word=—$2.00 minimum e HELP WANTED 25¢ per word—§.
e DISPLAY ads $20.00 per inch—STATIONS FOR SALE, WANTED TO BUY STATIONS & EMPLOYMENT AGEN-

2.00 minimum.

{Forward remittance separately, please), All transcriptions, photos

RADIO—Help Wanted

RADIO—Help Wanted

RADIO—Help Wanted

Management

Sales—(Cont’d)

Announcers—(Cont’d)

Substantial expanding 3 station radio group
middle Atlantic states seeks exceptional one
man sales—station manager for $200M gross
outlet in top medium market. We want a
young aggressive go-getter, accustomed
street selling, not desk sitter. May now be
manager or sales manager of smaller sta-
tion and ready to move ahead. Must have
a hard sell, strong local sales background
and top sales record. Age 28 to 40 with
minimum several years of time sales ex-
perience. Excellent spot with solid future.
$9 to $10M with strong incentive. Resume,
photo, earnings history to Box A-T4,
BROADCASTING.

Sales manager to work with Negro pro-
gramed station, not a chain operation. Sta-
tion rated No. 2 general, No. 1 Negro by
wide margin. Doubled 62 gross in '63. Ex-
perience in Negro programed operation not
essential. Station located in Georgia metro-
politan market. Excellent starting salary
plus commissions. Our salesmen know of
this ad. Reason for ad is that we plan to
expand to other markets in future. BoX
A-124, BROADCASTING.

Ohioc daytimer needs station manager who
knows all phases of small radio station.
First phone ticket desirable but not es-
sential, Box A-220, BROADCASTING.

General manager for AM station in pleasant
35,000 Midwestern community. Submit de-
tailed experience, education and personal
information. An excellent opportunity. Box
B-46, BROADCASTING.

Station manager for new small market
facility. Send tape, full information, recent
photo and salary requirements first letter.
Box B-62, BROADCASTING.

Attention assistant manager in medium sta-
tion or small market manager who Is ready
to step up. Need station manager and an
assistant manager. KVOU, Uvalde, Tex. First
license helpful but not absolutely necessary.

Executive salesman, management experi-
ence radio-TV., Fulltime travel, territory
residence required. Immediate openings;
New England, N, Y., Pa., Southeast. Send
resume, pix, personal interview arranged.
Salary, commission earnings unlimited. Bess
Gilmore, Community Club Awards, Inc.,
Westport, Conn.

Sales

Had enough “pie in the sky'' promises, man-
agement competition? You can live well,
make money, a8 one of two salesmen at
WAZY, Lafayette, Indiana. Good guarantee,
good commissions, good solid 60,000 market,
good station, large active list, professional
owner-management. Immediate.

Are You a professional salesman who can
produce in excess of $4000 per month? In
exchange Carolina 5 kw daytimer will pay
qualified person up to $1200 per month.
Box B-55, BROADCASTING.

Salesman who can do some announcing.
Good opportunity for announcer wishing to
break into sales. Network affiliate In single
station market in Illinois. Box B-Ml,
BROADCASTING.

Experienced, aggressive salesman, 24 hour

independent good popular music format.

Splendid living, superb market. Permanent

position. Salary plus commission. Excellent

;;l;g;c;ggumty. WJINO, West Palm Beach,
rida.

Opening for salesman or salesman-an-
nouncer, Will frain if qualified. Jim Rivers,
WMJIM, Cordele, Ga.

Broadcasting Reps. Calling on agencies,
Sell animated and live action filmed
commercials, radio spots—institutional films.
Network calibre—commission exceptional.
Contact W, C. Palmer, 1949 Yank Court,
Golden (Denver) Colorado.

Annonncers

One man for basketball, football play-by-
play, news, production, light board shift.
Box P-300, BROADCASTING.

News announcer for Negro oriented sta-
tion. Must have interest and ability to
collect and rewrite news., Some dj expeti-
ence. Opportunity for dedicated man. Send
tape and resume. Zenas Sears, WAOK radio
station, 110 Edgewood Avenue, Atlanta, Ga.

WEAW-AM-FM, Evanston, Illincis (Chicago
suburb), now accepting applications for
combo-announcers with 1st class ticket.
Send resume and tape.

Midwest opening for experienced versatile,
radio & TV announcer for general staff
duties with basic knowledge of good music.
Send complete resume, tape, photo, WGEM,
Quiney, Ill. or phone Manager or Program
Director .222-6840.

Better jobs passing you by? Formula pro-
gram man, top 15 market will critique
hour air checks, wrongs and rights, $10.00.
Confidential, tapes returned. Box A-1186,
BROADCASTING.

East coast, near Baltimore, experienced an-
nouncer with first phone. Full resume and
tape. Box A-121, BROADCASTING.

Beginning 4j with 1st phone, Midwest. Fast
paced top 40 format. No maintenance. Box
A-171, BROADCASTING.

Immediate opening for experienced morning
man. Good pay and opportunity in Penn-
sylvanla station of long standing. Send tape.
references, experience and salary expected
in first correspondence. Box A-179, BROAD-
CASTING.

We are looking for competent newsman.
We are a medium size market with top
ratings. The man we want must be able
to handle mobile news work as well as
writing and airing news. Excellent op-

portuni for a bright, well versed news-
man. Starting salary $6,000. Box A-211,
BROADCASTING.

Announcer. Live, swinging personality, top
40 operation. WHSL, Wilmington, N. C.

Combo man to act as chief engineer. Pri-
mar concern engineering. Announcing
abilit appreciated. Immediate opening.
WITY, Box 142, Danville, IIl.

Announcer-program director for “rock” for-
mat. Prefer young man, seeking permanent
job and advancement with chain. Must be
able to prepare and tgpe logs. Contact
Hudson Millar, WKUL, Cullman, Ala.

Immediate opening—capable of running
tight board with popular format and happy
sound. Send resume, tape, photo and refer-
ences to Frank Wilson, WMBG, P.O.B. 5229,
Richmond, Va.

Negro disc Jockey to do r & r show. Must
be experienced and no screamer, Willing to
work late night if necessary. First
ticket preferred but not essential. Must be
able to read well. You will be working for
one of Georgla’s leading Negro oriented
stations. Salary commensurate with experi-
ence. Send fape and resume to WOKS
radio, P. O. Box 1888, Columbus, Georgia.

Are you a young radio announcer with a
mature voice, some commercial experience,
and a desire to join a good medium market
station? Then lets get together. We're
loaded with employee benefits, the markets
a good one, and the staff is broadcasting
minded. Send tape, resume and salary range
to Box A-213, BROADCASTING.

An exceptional opportunity for an excep-
tional dj. Top 50,000 watt station in large
Midwest market. Furnish aircheck with ap-
plication. Box B-22, BROADCASTING.

Morning man with bright sound and news
background. Immediate opening with Mid-
west regional. Box B-27, BROADCASTING.

Personality dj for night trick. No. 1 station,
medium market. New York State. Box B-54.
BROADCASTING.

Virginia daytime independent has immediate
opening for airman now. Only experienced
people with ability need apply. Send tape,
resume to Box B-82, BROADCASTING.

DJ for middle of road independent. Send
tape KARI, P. O. Box 455, Abilene, Kansas.

Wanted: Bright morning man, experienced
in production. No comedians. Mail tape, re-
sume and expected salary to KJEM, Okla-
homa City, Oklahoma.

Announcer with first phone, no mainten-
ance. WAMD, Aberdeen, Md.

Announcer wanted for general staff duties.
Please furnish complete details and refer-
ences first_letter, also photo to Ed Damron,
manager, WSSC, Sumter, S. C.

Announcer, first phone, mature voice, ex-
perience with good music programing, con-
tact Oscar Baker, WPTW, Piqua, Ohio, 1-
513-733-3513.

Anncuncer with first class license excellent
opportunity for man light on experience—
ABC network. Write: Joe Leonard, WWIZ,
6th & Broadway, Lorain, Ohijo.

Technical

Wanted , . . a rare combination, A fully
qualified chief engineer capable of com-
plete maintenance of daytime directional.
Must also have pleasing air voice, as you
will be working a board shift. An excellent
?Pportunlty with a good sala for the
ght man, Please send complele resume,
with 71 ips tape, picture, work history,
educational background, references. Box
A-208, BROADCASTING.

Experienced engineer—first class ticket, AM
& FM Southern New England station—
operates remote control—no announcing.
Write Box A-223, BROADCASTING.

First class man for temporary job at small
AM in southern N. J. Box B-38, BROAD-
CASTING.
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RADIO—Help Wanted

Technical—(Cont’d)

Immediate position open for Chief engineer
radio_stations WQMR/WGAY-FM, Washing-
ton, D. C. 1st class ticket manditory. Only
aggressive, qualified engineer capable of as-
suming responsibility need apply. References
and background wﬂi be thoroughly checked.
Address application to Ted Dort, Station
Manager, WQMR, Washington 16, D, C.

Production—Programing, Others

Intelligent beginner for diverse duties. Con-
tinuity, production, news, board shift,
traffic. Midwest, modern format. Box A-172,
BROADCASTING,

Newsman—emphasis on air work to join
five man staff in Midwest. Send complete
resume and picture to Box B-1, BROAD-
CASTING.

Need program manager for fast paced, top
rated top 40. Must have outstanding pro-
graming, showmanship, production and pro-
motion ablility with knowledge of gimmicks
and audience getters. Good Southern mar-~
ket with approximately half a million
pPopulation. Box B-44, BROADCASTING.

Need experienced announcer for good music
station. Full details first letter. KCCO radio,
Lawton, Oklahoma.

News director for gathering and broadcast-
ing news. Good salary. Write KTOE, Man-
kota, Minn.

Continuity director imaginative and crea-
tive person to run continuity department at
Wichita number one station. Send resume
and sample to Rex Hall, KWBB, P.0.B.
486, Wichita, Kansas.

Immediate opening for man capable of
gathering, writing, delivering local news.
Must have first ticket. Contact Bill Corrick,
l(;.enira] Manager, KWRV, McCook, Ne-
raska.

Needed immediately for TV traffic. Experi-
enced male or preferably female for good
permanent position. Fringe benefits and
paid vacation, Station is NBC-ABC VHF
affiliate, Contact: Mr. Joe Bonansinga,
ggfoEM-AM-TV. Quincy, Ill. Phone 217-222-

Newscaster. For one of New England’s most
news-minded radio-TV operations. Salary
commensurate with experience and ability.
Resume, news writing samples, tape to
Durham Caldwell, News Director, WHYN,
Springfield, Mass.

News. Expanding local news department,
powerful, authoritative delivery, rewrite
exp., tape, resume to Dick Levitan, WMEX,
Boston 15, Massachusetts.

Negro or white production and program
manager with first ticket. Must be able to
write and cut production spots, edit tape
and do simple maintenance on nondirec-
tional system. Station located in Georgia
metropolitan market. Station rated No. 2
general, No. 1 Negro by 8 to 1. Salary
commensurate with experience. Write
WOKS radio, P. O. Box 1998, Columbus,
Georgia.

Young newsman for Midwest aggressive
news operation. Local news gathering, writ-
ing and reporting for radio & TV. Send
tape, resume and photo to Sam Hall, WTRC,
Elkhart, Ind.

RADIO—Situations Wanted

RADIO-—-Situations Wanted

Management

Announcers—(Cont’d)

$15,000 a year buys a real pro. Thirty years
experience, all phases. Currently sales man-
ager in top 12 market with top-rated sta-
tion. Impressive background & ability. Ag-
igll:recgslve. Write Box A-193, BROADCAST-

Experienceéd radio station manager wishes
to operate a station in Southern California.
Over 20 years experience, strong on all
phases. For information write Box A-198,
BROADCASTING.

General manager. Successful career in engi-
neering, programing and sales. General
manager ten years present location. Ex-
perienced planning, construction and ad-
ministration. Desire opportunity in larger
market or association with station group.
Box A-203, BROADCASTING.

Management plus ownership Dparticipation
desired by responsible, successful California
broadcaster. Box A-273, BROADCASTING.

Attention new grants—general manager
with proven record wants permanency—well
qualified—best references . . ., Box A-261,
BROADCASTING.

Sales manager, not a salesman, but an or-
ganizer offering fresh logical and successful
approach to sales and collections, Do not
believe in trade-deals or use of trade jargon,
think realistically in terms of collections
rather than in billings. Start at $750.00 work-
ing toward $1,000. Prefer Southwest. Avail-
able March. Box B-2!, BROADCASTING.

Young aggressive executive left comfortable
corporation to assume managerial duties at
run-down, unprofitable daytimer. Changed
operation is now efficient, smooth, profit-
able in highly competitive medium-major
market situation. Ready for bigger opport-
unity in executive capacity. Personal back-
gound includes sales, promotion, program-

g. Family man, college grad., active in
community. Personal interview will confirm
qualifications. Box B-30, BROADCASTING.

Manager for sale: highly skilled in audience
accumulation, sales servicing, volume buijld-
ing, staff training. Have never worked for
a station that hasn't shown substantial
growth. No soft cushion job will be con-
sidered. I've a long history of rebuilding the
sick ones. For my story send yours to Box
B-63, BROADCASTING.

Selling manager, small and large station ex-
perience, available immediately. Masters de-
gree. Family man. Creative selling, economy
minded. Box B-70, BROADCASTING.

Broadecasting executive—14 years experience
in media, marketing, sales service & finance
with major radio & TV stations, ad agency,
and station rep. Presently employed but
seeks job with more challenge. 36, B.S.
graduate school, married, will relocate. Box
B-75, BROADCASTING.

Southeast or West Coast. Management or
sales management. Strong sales. Strong ad-
ministrative. Strong programing. Impeccable
references. Available immediately. W. A.
Hoftyser, Apt. 2, 23 Latham Village Lane,
Latham, N. Y. 785-6031.

Sales

WVEKO Columbus: Negro appeal station
needs news, production man immediately.
Send tape, picture and biography, air mail
to Eddie Castleberry, Program Director, Sta-
tlon WVKQO, Columbus 21, Ohio.

Production manager—Personality with mel-
low bass voice for Denver 10,000 watt top
forty station. $750.00 to start. Send tape and
resume to Ron Curtis, P.OB. 1, Arvada,
Colorado.

Real opportunities for announcers, salesmen,

operation directors . . . with the Stuart
radio stations. Send resume and tape right
away to: Orv Koch, Box 391, Lincoln,
Nebraska.

Avallable immediately: Husband as man-
ager-sales manager, wife for copy, sales,
women features., 21 years combined experi-
ence. Box B-71, BROADCASTING.

Announcers

5 years experience. DJ announcer, mature
voice, family man, desire East Coast. Box
A-192, BROADCASTING.

Experienced, mature man desires permanent
position in Florida. 10 years experience—
all phases. News and sports a specialty. Box
A-195, BROADCASTING.

Negro 1st phone. Swinging dj—all shows.
Good selling voice. Married, will relocate.
gxig help station. Box A-217, BROADCAST-

Experienced dj/announcer—bright sound.
Top_ 40—middle of road. Tight board. Fast
production-news. Married—want permanent
position. Will relocate. Tape and resume on
request. Box A-218, BROADCASTING.

Sports announcer, single, 2 years at AFRS-
N. Y. Experienced in play-by-play, inter-
views, news. College graduate. Prefer East.
Top references from N. Y. area. Box A-219,
BROADCASTING.

Ex-McLendon dj now available. No, 1 even-
ing traffic man in market of 21& million,
Six years experience. Excellent references.
Will relocate to major market top 40 as
staff announcer, or to medium market as
?Il&%;gram director. Box A-232, BROADCAST-

16 years experie;lce. Announcin, ._selling.
first class license. Steady, reliable, refer-
ences. Box A-247, BROADCASTING.

Announcer—Washington, D. C. area—Ist
Phone—experienced—family man. Box B-4,
BROADCASTING.

Deejay, news, copywriting, some sales, pro-
duction., Eight years experience. Family
man, draft free. Prefer West or Southwest.
Tight board, but no screamer. Box B-8,
BROADCASTING.,

First phone a.nnour.mer-dj. Experienced all

Phases. Prefer Illinois, Indiana. -
BROADCASTING. R

Announcer, six months experience, desires
staff position with sound station. 25 years,
married. Box B-10, BROADCASTING.

Bright personality, 3 years experience. Air
salesman, family, will settle, dependable,
newsman. Box B-18, BROADCASTING.

Listen to my tape then judge for yourself,
Experience and ability—all phases. Prefer
sports, would like to work into TV iater.

Permanent position only. Box B-19, BR -
CASTING., v BROAD

Beginning announcer, speech trained de-
sires first position. Some ecollege, third
Phone. Box B-23, BROADCASTING.,

Top 40 musie director, adept at picking hits.
Looking for step-up in radio. Married, 23,
Box B-29, BROADCASTING.

Young reliable announcer available, dj,
news, control board. All offers considere&.
Box B-32, BROADCASTING.

Ohio stations: I have 6% years experience
?FI% top references. Box B-33, BROADCAST-

Midwest or East, would you have a nite or
all-nite top 40 slot for young, experienced,
non-scream, strong news dj/announcer who
loves tight board and knows pop music?
Box B-37, BROADCASTING.

Announcer, 29, married, to work for adult,
good musie station. Sober, can give excellent
character and credit references. 13 years ex-
perience. Will consider any offer in the
Southeast, but prefer Georgia. Tape and
picture furnished. Presently employed. Box
B-39, BROADCASTING,

Meeny Miny Mo, great sounding show. Idea
girl extroidnaire, beyond compare. Box B-40,
BROADCASTING.

Colored dj. Graduate training in all phases
of aadio‘ Available. Box B-45, BROADCAST-
ING.

First phone anner. young, energetic an-
nouncer, two years experience in broadcast-
ing, including copy, traffic and pd, seeks
combo slot in Georgia or Fla. Strong on
production, know format radio. Also first
phone, no maintenance. Available February
8. Tapes and resume on request. Box B-50,
BROADCASTING.
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RADIO—Situations Wanted

Announcers—(Cont’d)

Technical

Announcer, 1 year experience reading news,
3 years experience preparing stock market
broadcast. Seeks opportunity in this vein
also play-by-play sports. Age 38. Tape and
resume. Box B-52, BROADCASTING.

Mature announcer. Desires stable adult pro-
graming. Presently in major competative
market. Box B-56, BROADCASTING.

Announcer—reliable, permanent, 13 Years
experience—no screamer. Southeast, 1st
phone soon. Box B-59, BROADCASTING.

Young announcer seeking position with one
year AM-FM experience. Will send tape im-
mediately upon request. Want Southeast
U.S. it possible. Box B-61, BROADCAST-
ING.

Gal dj, announcer, hard worker, news,
weather, women's pro_%r , N.YC. area.
Box B-66, BROADCASTING.

Summer baseball-Mature, authoritative
style. Good background. Live and recrea-
tion. Box B-69, BROADCASTING.

DJ/announcer, bright personality, authorita-
tive news, dependable, Eersonable not &
prima-donha. Box B-T6, BROADCASTING.

Chief engineer. Experienced in station de-
sign-construction-operation. Directional an-
tenna systems—power to 50 kw. Single—
Now in Washington—Will relocate. Box A-
194, BROADCASTING.

Now ready to move up to $550 per month.
Am now working as chief engineer of a
small AM-FM station. Have phone,
hard working and competent, with good
references. For details write Box A-205,
BROADCASTING.

First phone engineer, 13 years experience
AM-FM directional. Chief 3 years. Construc-
tion, maintenance, production. Box A-209,
BROADCASTING.

First phone maintenance, construction,
engineer with announcing experience de-
sires job with future. Box B-3, BROAD-
CASTING.,

Engineer—radio—Washington, D.C. area—1st
phone—experienced—family man. Box B-5,
BROADCASTING.

1st phone, marine experience radio. Desire
rm. position transmitter or studio opera-

ions. Western states or will consider any

location. Box B-20, BROADCASTING.

Bright personality, tight board, personable,
dependable, not a floater or prima donna.
Box B-71, BROADCASTING.

Announcer/dj. Bright personality, experi-
ence type board. Authoritative newscaster.
Family man. Want to settle, not a floater
or prima donna. Box B-78, BROADCAST-

ING.

Bright, happy sounding disc-jockey an-
nouncer, authoritative newscaster. Experi-
enced, responsible young man. Desires to
settle. Box B-79, BROADCASTING.

First phone, experience AM-FM. Available
immediately. Graduate of Grantham Scheol,
Washington. Seeking work in New York
City, Cleveland, Ohio or Washington, D. C.
Box B-24. BROADCASTING.

Engineer. Have ticket. Seeks experience.
Willing to relocate. Had announcing train-

. Will answer all replies. Box B-48.
BROADCASTING.

13 yrs. first phone—studio eng., 3 combo—
remotes, 3 years chief, Last 5 years 2 way-~
radio. Box B-13, BROADCASTING.

Announcer, dj 1st phone, presently work-
ing, college grad.. age 31. Mature voice,
warm _ personable delivery, authoritative
news. Diverse music background. Four years
experience A.F.RS. Prefer middle-of-road
station and/or TV in or near metropolitan
area. Some experience, copy and produc-
tion. Available immediately. Tape, photo,
resume on request. Box B-80, BROADCAST-
ING.

Announcer of nine years experience ready
to join your staff. Can deliver strong news,
exciting play-by-play, capable dj, with light
sales background. Will consider all offers.
Robert Paul, 6200 E. South St., Lakewood,
Calit, or call 213-867-7785.

Announcing/engineering opportunity wanted,
college graduate (English), first phone, ref-
erences. Will Smith, 1003 Bluegrass, Louis-
ville, Phone 502-363-5048.

First phone engineer available, radio or TV.
One year technical school, two years radio
control room operator, five years '‘mixed
electronics’'—contact Gary McClendon, 210
Rose Road, Albertville, Ala. 878-1221.

Experienced chief engineer~-announcer wants

job immediately. Good references. $90 week.

g-‘hone 302 OLympia 2-9308, mornings only.
:30-11.

Expetienced chief engineer available im-
mediately. Ronald Pesha, 1930 E. 33 Place,
Tulsa, Oklahoma. RlIverside 2-7490.

Production, Programing & Others

Sharpen your continuity with new, improved
writer. For free samples write Box A-257,
BROADCASTING.

Attention East coast area. Have announcing

experience and first phone. Mature and good

voice. Florida or Carolina's preferred. Leo

Berry, phone 583-3151, Box 203, Bonham,
ex.

Dependable college graduate, 28, with R/TV
news-ditector, sports, staff experience, for
three years and presently employed large
corporation advertising-public relations.
Prefer broadcasting. Desire position offering
play-by-play opportunity, career possibility.
$150 range. Available February. Contact:
Don Scott, 211 Rushmore Lane, Route 4, Los
Gatos, Calif.

Not just an echo collector, but a real an-
nouncer. Recently left Midwest radio sta-
tion after two years of all around broadcast
expetrience. Moved up to Northwestern TV
market. Found automation causes pro-
crastination. Result: worthless feeling. Will
some stable Southeastern radio and tele-
vision operation put me on a steady air
shift! W Alex Kuhm, 510 $. Montana
St., Apt. 10, Butte, Mont.

News director—Thorough experience all
news areas, Writer, reporter. Major.market
radio, background. No personal problems.
Box B-2, BROADCASTING.

5 years radio, “all phases” med. market,
East coast. Starting $105. Box B-8, BROAD-
CASTING.

News director: Two years of highly varied
experience from racial to vice-president,
presenting direct, accurate news, Best offer
—references. Box B-9, BROADCASTING.

Newsman—middle of the road music an-
nouncer—engineer, seeking news of music-
news position. Recently completed 2 years

the newsroom of a 50 kw—ré&r major in
one of top 15 markets (part of one of the
top national chains), Experienced in all
phases of newsroom operation and beat
work. Currently filling better music jock
slot at net affiliate In same market, Tape,
picture, & complete resume available. Send
compliete details first letter, including salary
range. Box B-18, BROADCASTING.

Production—Programing, Qthers
Continued

Production engineer-manager in major mar-
ket (top 10) performs magic with sound.
Combines creativity with thorough knowl-
edge of production. Well versed in every
phase of radio including programing. Box
B-34, BROADCASTING.

Outstanding play by play, program director,
air personality, first phone, looking for stable
sports-minded operation. Seven years ex-
perience, family man, prefer Southwest. Box
B-57, BROADCASTING.

Program director for Midwest major mar-
ket. Fully experience, top rated morning
man, production that sells, good co-ordina-
tor. Will send tape, BW & interview a must.
Box B-67, BROADCASTING.

Newscaster-announcer/interviewer. Seeking
permanent position with future in profes-
sional operation. 2 years varled broadcast-
ing experience, B.A. degree in radio speech.
Contact George Kertmenian, 108 E. Coulter
Avenue, Collingswood, N, J. Evenings 609-
UL 8-1609.

TELEVISION—Help Wanted

Management

TV commercial manager wanted. Pay com-
mensurate with ability. Write Box B-28,
Broadcasting, enclosing resume and starting
pay expected. Box B-23, BROADCASTING.

Sales

Progressive Florida VHF needs an outstand-
ing_time_ salesman. Apply to_ Jim Tighe,
WJHP-TV, Box 2349, Panama City, Florida.

Announcers

TV announcer—on camera—commercial and
weather show. Switching experience help-
ful. Great opportunity in the fastest grow-
ing area. Beautiful intermountain, West. Box
B-31, BROADCASTING.

Technical

Florida Gulf Coast AM-FM-TV needs main-
tenance man. Must be experienced. Please
submit letter. Box A-143, BROADCASTING.

Immediate employment. Two first class~first
phone engineers: no switchers, good qualified
technicians and trouble shooters. Salary
good—fringe benefits, no drifters or drink-
ers, Lots of hard work needed now! Write:
Manager, WCCA-TV, Columbia, South Caro-
lina. If 1 like what you have to offer, you
can start as soon as you can get here. Box
B-25, BROADCASTING.

Wanted: 1st phone engineer. Experienced in
transmitter, VTR & studio maintenance,
Address replies: Chief Engineer, WITVM-TV,
Columbus, Ga.

Production—Programing, Others

University in Northwest with accredited
journalism and broadcasting degree pro-
grams is seeking an instructor or assistant
professor to teach broadcast news and
photography courses starting Fall, 1964. A
minimum of a master's degree and satis-
factory professional experience required.
]Sﬁ?;.d resume to Box A-224, BROADCAST-

TV newsman. Qualified to dig for, develop,
write, news and documentaries and on-air
presentation. TVsradio experience desirable
but not essential. Age 28-40. Medium-sized
progressive Midwest city. Salary open. Box
B-26, BROADCASTING.
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Production—Programing, Others
Continued

Needed immediately for TV trafic. Experi-
enced male or preferably female, for good
permanent position. Fringe henefits and
paid vacation. Stations is NBC-ABC VHF
affiliate. Contact Mr. Joe Bonansinga,
WGEM-AM-TV, Quincy, I1l. Phone 217-222-
6340.

Experienced fulltime male copywriter by
March 1 for the second market in Illinois.
Send resume, sample copy and salary re-
quirements to program director, WQAD-TV,
Moline, Illinois.

TELEVISION—-Situations Wanted

Management

Responsible individuai seeks position on the
executive staff of progressive media or pub-
lic relations organization, where sound
training and broad practical experlence in
time sales, media co-grdination and public
relations techniques will be thoroughly chal-
lenged for mutual and cog:orate growth.
Box A-267, BROADCASTING.

Sales

Eleven years radio sales, management wants
opportunity in TV college graduate, family

man. Locate anywhere. Box B-72, BROAD-
CASTING.

TELEVISION—Situations Wanted

Production Programing & Others
Continued

First phone control room and production
experience desires non-maintenance posi-
tioh. Box B-42, BROADCASTING.

My Unecle’s not a producer. I don't know
anyone who has connections. But I'm still
looking for someone who has a position
in the TV industry for a creative, cultured
young lady, 24, BA English, writing ability,
typing, fast longhand, abundant sense of
humor. Box B-11, BROADCASTING.

WANTED TO BUY
Equipment

Good used equiptnent to automate daytimer.
Reply with details to Box A-126, BROAD-
CASTING.

Wanted: FM exciter 10-50 watts adapatable
to stereo, WMRI-FM, No. 47396—Marion,
Indiana, Blair Weicht.

Wanted: 100 and 1000 watt FM transmitter
for educational purposes. Ronald Veigl,
Physics Dept., St. Bernard, Ala.

Wanted: Sound on film 16mm camera.
Auricon preferred, will consider any type.
Must have 400 ft. capacity or larger. Lense
and tripod not necessary but will consider.
News department, XQTV, Fort Dodge, Iowa.

College radio station needs console, tape
decks, 10 w transmitter. Wouid like gift,
we'll pay shipping. Manager, WDOM, Pro-
vidence 18, Rhode Island.

Andrew’ V FM antenna for high end band.
Need 4. 6, or 8 bay. WTRN, 'I‘y_rone. Pa.

FOR SALE—Equipment—(Cont'd)

For sale 5 kw RCA transmitter type No.
RCA 5 DX. $1,500.00 FOB San Juan. Com-~
pletely operational. Contact Carpenter, ra-
dio station WUNO, Box Q, Hatorey, Puerto
Rico.

Ampex_ 350-U, 7}%-15. $900.00, Ampex 350-C,
71%-15 $950.00. Good condition. Wrife Chief
Engineer, Back To The Bible Studios, Lin-
coln, Neb.

250 ft. self-supporting galvanized tower. Ex-
cellent condition. Make offer. FEastside
Bret%dcasting. 114 Cakeside, Seattle, Wash-
ington.

Tape recorders—Ampex model 601, new.
Choice of speeds, half or full track: 50.00.
Stereo model-—$575.00. Contact Mr. D. J.
Cook at Shrader Sound, Inc., 2803 M St.
N.W., Washington, D, C, Phone 202-965-1300.

Rek-0-Kut M-5 tathe with 16 inch T.T.,
RCA Cutter head, console and 3 leadscrews
—$250 plus shipping. Also, 2 M-5 overhead
mechanisms only—best offer. Austin Custom
Records, P.O.B. 166, Austin, Texas.

Multiplex receivers, $5 each. Rel & Strom-
berg, crystal controlled oscillator, SCA
adapter 67 ke, 10 watt amplifier, fine for
multiplex without stereo. Complete with
tubes, and in working condition when
shleed. but no warranty. Order 1 to 100
units. Add $1 per set for crating. Cash,
F.CB. San Antonio. Chief Engineer, KEEZ-
FM, Tower Life Building, San Antonio.

Westinghouse 3 kw FM transmitter, 400 feet
133~ transmission line, frequency & modula-
tion monitor. Box B-36, BROADCASTING.

TV announcer . ., Help! Box A-233, BROAD-
CASTING,

TV announcer, thoroughly experienced seeks
move. Box B-15, BROADCASTING.

Technical

Engineer or stage-man. Have ticket. Seeks
experience. Willing to relocate. Had tele-
vision training. Will answer all replies. Box
B-58, BROADCASTING.

Production minded 1st phone audio engineer
caught in personnel cutback. Now in Michi-
gan. Box B-80, BROADCASTING.

Experienced transmitter-maintenance man.
Supervisory experience. Excellent refer-
ences. Available now. Box B-64, BROAD-
CASTING.

Break needed, experienced first phone engi-
neer, married, seeks permanent position in
N. Y. State or vicinity. Desires to cease
traveling. Box B-81, BROADCASTING.

Production Programing & QOthers

Operations manager of top thirty markets
eastern station desires simﬁar osition with
station in mid-west or west. time ad-
ministrator thoroughly versed in all areas of
progmmjiiS sales and production. Box A-
141, BROADCASTING.

Director-producer, 5 years experience, com~
mercial & ETV. Box A-150, BROADCAST-
ING.

News director—TV/AM. Reporter, writer,
newscaster, department supervision. High
caliber person and performance. Minimum
$£800. Box A-268, BROADCASTING.

To TV managers: Seasoned public affairs
producer-writer looking for creative elbow
room to build award-winning community
affairs programing. 7 years major CBS-TV
affiliate. 2 years university facutly. Public
affairs awards: Sylvania, American Bar
Assn., Freedoms Foundation. Box B-85,
BROADCASTING.

Veteran newsman—33—news director for 1
man, fast paced operation. Twelve Yyears
gathering-editing news-air work TV and
radio. In depth reporting. Desires position
as news director or newsman in first rate
news station-TV or radic. Box B-35,
BROADCASTING.

Will buy or trade used tape and disc re-
cording equipment — Amxex. Concentone,
Magnecord, Presto, etc. Audio equipment
for sale. Bg?mi?n tudio, 10 B Pennsylvania,

Tuckahoe,

FOR SALE

Equipment
Two (2) Stancil-Hoffman minitape M-8
portable tape recorders,

with battery
chargers and carrying case. Less than two
months old. Write Box L-170, BROAD-
CASTING.

Three (3) Blaw-Knox 200 ft. self-supporting
towers galv. in excellent condition. P. O. B.
575. Vidalia, Georgia.

UHF 1 kw continental transmitter, modified
for color, presently tuned for Channel 18.
Offering does not include the fliter-plexer.
Transmitier in excellent condition—$9,500.00,
Contact J. W. Robertson, Chief Engineer,
WLEX-TV, Lexington,. Kentucky.
Television/radio transmitters, cameras, mi-
crowave, tubes, audio, monitors. Electrofind,
440 Columbus Ave., N.Y.C.

Xmission Line; Teflon insulated, 1%~ rigid,
d all hard-

515 Ohm flanged with bullets an

ware, New—unused, 2¢ foot length for
$40.00. Quantity discounts. Stock list avail-
able. Sierra-Western Electric, 1401 Middle

Harbor Road, Oakland 20, California, Tem-
Dlebar 2-3527.

One complete Schafer 1200 series automation
system. Consists of control pane! with re-
mote start and stop, make-up unit with
remote control (play back optional), three
Ampex playback units and two 100 record
Seeburg units. Operation is by silent sense
or cue dots. The equipbment is four years
old and is In excellent working order.
KDTH, Dubuque; Iowa.

Thermometer, remote electrical: used by
over 100 stations, enables announcer to
read the correct outside temperatures from
mike position. Installed in less than an
hour. Send for brochure, Electro~-Temp, Co.,
Box 6111, San Diego 6, Calif.

10 kw FM Western Electric 506-B2, Best
offer. Transmitter, 1100 8th Ave.,, West,
Birmingham, Alabama.

A wide variety of demonstration lenses—
C-mount, S-mount, and zoom. Specify size,
speed, and mount (and make if preferred).
Box A-181, BROADCASTING.

Commereial crystals and new or replace-
ment crystals for RCA, Gates, W, E, Bliley
and J-K holders, regrinding, repair, ecte.
BC-604 crystals, also AM monitor gervice.
Nationwide unsolicited testimonials praise
our products and fast service. Eidson Elec-
tronic Company, Box 96, Temple, Texas.

One Ampex 354 stereo console , . . $1000.00.
Harry Eidleman, KCFM, S$t. Louis, Mo.

Magnecord PT6-A with rack-mount am-
plifier, full track, good condition. $225.00.
Box B-43, BROADCASTING.

TV mobile unit, 1947, RCA, runs good, some
rust. Inexpensive. Contact J. E. Rusk, KSD-
TV, 8t. Louis, Mo.

Magnecord 816X background music playback
with pre-amp $350, orig. cost $800 (1962)
used 6 mo. 4-147 reels KCLA. P.0.B. 752,
Pine Bluff, Ark.

BUSINESS OPPORTUNITY

“Ladies days” make cash in advance for
your statlon and build audiences! Send $5.00
for detafls to: Les Willlams, WYTI, Rocky
Mount, Virginia. 24151

MISCELLANEOUS
30,000 Professional Comedg Lines! Topical
laugh service fea eejay comment,

introductions. Free catalog. Orben Comedy
Books, Atlantic Beach, N. Y.

Need help? 1000 Su]i)er dooper hooper
scooper one liners exclusive in your mar-
ket. Free sample. Lyn Publications, 2221,
Steiner St.. San Francisco.

“Broadcast Comedy” a free booklet avail-
able to disc jockeys doing light comedy.
Write, Including call letters—Show-Biz
Comedy Service (D;pt. BC) 685 Parkway
Court, Brooklyn, N. Y. 11235

Valuable new book for progressive radio
program directors. Ovwver 125 outstanding
contests, comedy, promos, games and ideas.
Complete copy and Instructions. Rush $5.9.5.
for ‘“‘Professional Pro ing Volume I.
Satisfaction guaranteed! Professional Pro-
graming Publications, 1720 Southwest 93rd
Place, Miami. Florida. 33165.
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MISCELLANEQOUS—(Cont'd)

INSTRUCTIONS—(Cont’d)

RADIO—Help Wanted

168 hours—A complete summary of the week
in review, accenting the major stories of the
past 168 hours. A perfect 15 minute program,
spaced with actualities, and the sounds of
the news—Air Mail Speclal Delivery for
weekend broadcasting. Top audience re-
sponse—added depth and prestige—amaz-
ingly low cost. Write Box N-125, BROAD-
CASTING.

Customized news-weather-sports intros/
extras for your special clients. $10 with your
copy. Satisfaction or recut. Six Twenty Nine
Productions, Pensacola, Florida.

Anyone having any information concerning
Eugene Napier—29, 59, Social Security No.
276-32-7933 please immediately contact. Box
B-53, BROADCASTING.

INSTRUCTIONS

FCC first phone license preparation by
correspondence or In regident classes.
Grantham Schools aré located in Los
Angeles, Seattle, Kansas

ington. For free 44-page brochure write:
Dept. 4-K, Grantham Schools, 3123 Gillham
Road, Kansas City, Missourl.

Elkins training now in New Orleans for FCC
First Class License in 6 weeks. Nationally
known for top quality theory and labora-
tory uctions. Radio School, 333
Saint Charles, New Orleans, Louisiana.

Be prepared. First class FCC license in
six weeks Top quality theory and labora-
to training. Radjo License School
of Atlanta 1139 Spring St., N.W., Atlanta,
Georgia.

FCC first phone license in six weeks.
Guaranteed instruction in theory and
laboratory methods by master teachers.
G.1. approved. Request free brochure,
Elkins Radio License School, 2603 Inwood
Road, Dallas, Texas.

Elkins Radio License School of Chica
Six weeks quality instruction m ]nbor
methods and theory lea
First Class License. 14
Chicago 4, Illinols.

l'.‘lt'E

J ackson St.,

Announcing, programing, console operation.

Twelve weeks intensive, practical train-

ing. Finest, most modern equipment avail-
able. G. I. approved. Elkins School o!

groadcasting. Inwood Road, Dallas 35
'exas.

San Francisco’s Chris Borden School con-
tinues top placement record. Proven Ist
phone and “ modem" sound. Illustrated bro-
chure, 259 Geary S

Save time! Save money! Come to beautiful,
warm and sunny Florida and get your FCC
first class license in just five (8) weeks!
Full resident tuition only 329500. Ldcense
or complete refund. Free 191 lacement. Radio
En ineering Institute of Florida, Inc., 135
neapple Ave., Sarasota, Florida.

Announcing, programing, first phone, all
phases electronics. Thorough, intensive
practical training. Methods and results
Froved many times. Free Placement serv-

Allied Technical Schools, 207 Madi-
son, Memphis, Tennessee.

Bince 19468. Original course for FCC first

phone operator license in six weeks. Over

420 hours instruction and over 200 hours
ded discussion at school.

required. Enrolling now for classes

March 11, May 13. For information, refer-

Special accelerated first phone preparaﬁon
available at Los Angeles Division of
Grantham Schools. New begin
March 16, May 18 and July 20. Lab train-
ing and advanced electronics available after
first phone course, to those who wish to con-
tinue, For free brochure, write: Dept.
4-B, Grantham Schools, 1505 N, Western
Ave., Los Angeles, Callf. 90027

Traln now in N.Y.C. for FCC first phone
license. Proven methods, proven results.
Day and evening classes, Placement assist-
Announcer Training Studios, 25§ W.

ance,
43rd, N. Y. OX 5-9245.

Intensive thirteen week course in announc-
ing, control boa.rd operatlon. production,
news and co| . All new and most
modern eq pment Graduates
enter first Jjobs with confidence. P.
Hughes, Director, Broadcasting Institute of
America, Inc., P.O.B. 53321, New Orleans 50.
Louisiana.

America’s pioneer. 1st in broadcasting since
1934 National Academy ot Broadcasting 814
. NW, Washington 1, D. C.

Pittsburgh, FCC first class '‘success-proven"
accelerated course now in Pittsburgh. Day
or evening. Free placement. For brochure,
write American Electronics School, 415
Snzxéthﬂeld St., Pittsburgh 22, Pa. Phone 281-
5423,

Help Wanted—Sales
00 )1 1 T )

Radio Program Sales Opportunity

&

If you are single, aggressive, with a
sales personality, and have your own
car, here is the opportunity to earn
outstanding income. Salary, plus
commission, plus travel expenses.
Hard work, Big opportunity. Give
complete resume in first letter—and
include current photo.

Box B-47, BROADCASTING
1O O T O
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Production—Programing, Others
TYTTIYTTITIITTTITITITITITTTITY

WANTED!
NEWS DIRECTOR

50 kw, No. 1 Pulse and Hooper
rated WNOE, needs dedicated,
working news-director, capable to
supervise department of hard hit-
ting, aggressive newsmen. Send
tape, resume and salary require-
ments to Cleve J. Brien, 529 Bien-
ville §t., New Orleans, La.

1111111712111 11¢
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NEED HELP?
LOOKING FOR A JOB?
SOMETHING TO BUY OR SELL?

For Best Results
You Can’t Top A
CLASSIFIED AD

-
eon%es mg.a gimwaﬂonsﬁ w;-jlte lévil}iam B. n .
gden o peration: aT:4 neering -
School, 1150 West Olive Ave., Burbank BROADCASTING .
Califo THE BUSINESSWEEKLY OF TELEVISION AND RADIO '
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Production—Programing, Others
Continued

r--------------u----------ﬁ

MAJOR RADIO
STATION

. has two great opportunities for the
right men.

First looking for top air newsman who is
a reporter, writer and tape editor.
Must have good volce and dehvery—-
and be ready for "a shot at the top."”
Five figure Salary to start.

Second opening for news editor and
writer. Off-the-air man to cover hard
news stories and write air material.
Qualified applicants ready for advance-
ment send resume and tape in confi-
dencs to:

Box A-214, BROADCASTING
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PRODUCTION MANAGER

Supervise program department, pro-
gram development. High quality
non-commercial, religious-education-
al, AM-FM 5 KW independent day-
timer. Lutheran Church owned.
Cuttural, good musie, public service,
civic interest and news format. (P.M.
not responsible for religious fea-
tures). Salary open, immediate.
Men with capacity required. Reply
by letter fully with audition tape to
Emerson Russell, General Manager,
KFUOQ Radio, 801 DeMun, St. Louis,
Missouri 63105.

ANNOUNCER-PRODUCER

Handle complete program projects
on assignment. Fulltime. Ample
initiative and creativity lee-way.
Reports to Production Manager.
Must have clean, top voice. Salary
open. Reply by letter fully with au-
dition tape to Emerson Russell, Gen-
eral Manager, KFUO Radio, 801
DeMun, St. Louis, Missouri 63105.

FOREIGN ASSIGNMENTS

International consulting firm desires
acquaintance with broadcasting spe-
cialists qualified in any or all aspects
of Radio and TV—commercial or
educational, management, program-
ing or technical—and interested in
short or long-term assignments
abroad. Write describing qualifica-
tions including languages to:

Box B-41, BROADCASTING

Situations Wanted
Production—Programing, Others

B Tt i B g )

e )
PROGRAM MANAGER
As Program Manager of a major market .
50 KW I’'m accustomed to demanding &
getting best work from personnel. If you .
need similar program management, your

market size is less important than your
desire to have quality, diversified pro-
graming.

Box B-51, BROADCASTING
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[EMERSON COLLEGE

FOR SALE—Stations

Accredited liberal arts col-
lege. Specialization in ra-
dio, hTVr :hent;eh arts,
speech, spesch and hearing
therapy. B.A., B.S, M4 | RADIO
M.S. degrees. Day, evening,
summer sessions. Broad-
casting, announcing, writ
ing, radio and TV produc- Tv
tion. Electronic production
studio, theaire, FM radio
station, speech and hearing
clinie, Qutstanding oppor-
tunities for achieving pro-
fessional competence in
acting, directing, and script
writing for radio and TV.
Coed. 84th year. For cata-
log write; Director of
Admissions.

EMERSON COLLEGE

SPEECH
THEATRE

Midwest
Daytimer
Excellent
Facilities
And Record
Details to qualified principals.

Box B-13, BROADCASTING

B B B d . B BB
CE o oo

303 Berkeley St., Boston 16

WANTED TO BUY—Stations

UNUSUAL
OPPORTUNITY

SKW/1KW AT JACKSON, MISSISSIPPI
—METROPOLITAN POPULATION
225,000. IDEAL MARKET FOR COUN-

TRY & WESTERN OR TOP 40 OPERA.
TION. EQUIPMENT, BUILDINGS EX.
CELLENT CONDITION. PRICED FOR
QUICK CASH SALE.

JOHN MCLENDON—Box 197

JACKSON, MISS.—601-948-1617

WANTED
small market
AM or FM

replies confidential
Box B-17, BROADCASTING

pr—

et N et
{ FOR SALE

TO SETTLE ESTATE

{ California | KW daytimer in heavily

populated Growth area. Average

( monthly gross over $8,000. Priced at

élli.DOO on excellent terms. Less for

ash.

{ ~Box B-14, BROADCASTING _

FOR SALE—Stations

WANT TO BUY AM STATION
market from 150,000 to 2 million.
Will pay cash. Multiple market
operators having disposed of one
property now seek others. P.O. Box
1291, Colorado Springs, Colorado.

FULL TIME
HIGH POWER
Florida Station. 1963 gross
approx. $200,000, Principals only
financially qualified to handle
$425,000 deal with 29% down.
Box A-139, BROADCASTING |I

Group just sold one of its properties
for cash. . . . WILL BUY FOR CASH
AM Station within 200 miles of
Cleveland, Ohio. Forward all de-
tails.

Box B-12, BROADCASTING

FOR SALE

Central Minnesota radio station.
Good power—good dial pesition
~—highly profitable for many
years! Manager desires a larger
market. Write

Box A-234, BROADCASTING

WANTED
Station within 300 miles of New
York. To $500,000. Profit-maker.
Any interesting situation consid-
ered.

Box B-68, BROADCASTING

Te buy or sell Radio and/or TV proper-
ties contact:

PATT McDONALD CO.
P. 0. BOX 9266 - GL 3-8080
AUSTIN 56, TEXAS

STATIONS FOR SALE ——

CALIFORNIA. Exclusive. Priced at $150,000.

Terms.
SOUTHWEST. Exclusive. Priced at $90,000.
Terms.
NEW ENGLAND. Exclusive. Priced at $85,-
000. Terms.

JACK L. STOLL & ASSOCS.

6381 Hollyweod Blvd.
Los Angeles 28, Californic

TYTTYITTITITTIITIIIT I TTTTT L]
AM. STATION

We are interested in adding an-
other property east of the Missis-
sippi. The market situation must

sidered evaluation and kept most
confidential.

ITTTTTITYTTITT

Box B-49 BROADCASTING

Fla. single daytime $ 30M terms
Me. single power 125M 50

S.E. suburban daytime 65M 3T™M
Pa. metro fulltime 350M 75M
Fla. metro fulltime 2490M 29%

b_uying and selling, check with

CHAPMAN COMPANY inc
2045 PEACHTREE RD.. ATLANTA. GA. 30309

2
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Continued from page 85

Smyrna Beach, WSPB Sarasota, WTOT
Marianna, WMJIR(FM) Fort Lauderdale,
WFFG Marathon, WNOG Naples, WONS
Tallahassee, WROD Daytona Beach, WFLM
(FM) Fort Lauderdale, WPEX-FM Pensa-
cola, WNUE Fort Walton Beach, WSKP
Miami, all Florida; WPRM-FM San Juan,
P. R.; WAZE Clearwater, WGBS-FM Miaml,
WSUN-TV St. Petersburg, all Florida.

K72AA, KI5BD Weed Heights, Nev.—
Granted assignment of license and CP and
license of UHF TV translator stations to
Anaconda Alloys Corp,, wholly owned sub-
sidiary of assignor.

Actions of Jan. 23

WLIN(FM) Detroit—Granted license and
specify main studio location.

WMID Atlantic City—Granted mod. of CP
to change studio location and remote con-
trol point.

WINF-FM Manchester, Conn.—Granted ex-
tension of completion date to April 20.

Actions of Jan, 22

Moftat County, Savery and Baggs, both
Wyoming and Blue River Valley, and Gore
Pass, and Maybell and rural atea, both
Colorado—Granted CP's for new TV
translator’'s on channels 5, 3 and 10, to re-
broadcast programs of KFBC-TV (ch. 5)
Cheyenne, Wyo.,, and KBTV(TV) (ch. 9)
Denver.

WAQE-AM-FM Towson, Md., and Balti-
more, respectively—Granted renewal of li-
censes.

KS2XGA, KS2XGD Lafayette, Ind.—
Granted CP's to change type ant. (main
trans. and alternate main trans.) of experi-
mental airborne TV stations.

K09Fw Willits, Calif.—Granted extension
of completion date to Feb. 18, for VHF TV
translator.

*WJSP-TV Columbus, Ga.—Granted exten-
sion of completion date to May 1.

KLOO Corvallis, Ore.—Granted renewal
of license.

*KPFK(FM) Los Angeles, Calif.—Granted
license covering change in ERP.

WBAI(FM) New York, N. Y.—Granted li-
cense covering decrease in ERP, increase
in ant. height, change In ant.-trans. and
studio location, type trans. and type ant,
and changes in ant. system.

KPFA(FM) Berkeley, Calif,—~Granted li-
cense covering change in ERP and ant.
system.

Fine

= Commission notified Continental Broad-
casting Inc. that it has incurred apparent
liability of $1,000 for willful or repeated
violations of rules by WNJR Newark for
failure to file with commission copies of
contract relating to sale of broadcast time
o time broker. Station has 30 days to con-
test or pay forfeiture. Action Jan. 22.

Rulemakings

PROPOSED

® By third notice of further proposed
rulemaking, commission proposed revised
program service statement for AM and FM
broadcast applicants, and scheduled oral
proceeding in matter before commission en
bane on April 23. Commissioner Hyde is-
sued concurring statement. Action Jan. 22.

PETITIONS FOR RULEMAKING FILED

® Robert A, Jones, La Grange and Bruce
Micek, Park Ridge, both —Requests
amendment of rules to amend table of as-
signments as follows: Middleton, Wis.: add
channel 292A, Wisconsin Rapids, Wis.: de-
lete 293, add 300: Marshfield, Wis.: delete
300, add 293. Received Jan. 14.

B Leo Korlishin, Edwardsville. Pa.—Re-
quests rulemaking looking toward allocation
of Channel 276A to Kingston, Pa. Received
Jan. 16.

B KJCK Junction City, Kan.—Requests
rulemakin looking toward following
changes: Junction City; add channel 233;
Grand Island, Neb.: delete 233, add 268;
Superion, Neb.: delete 265A, add 280A. Re-
ceived Jan. 20.

PETITION FOR RULEMAKING AMENDED

B WAKO Lawrenceville, Ill.—Requesis
amendment of rules so ag to Propose allo-
cation of channel 276 at Lawrenceville. Re-
ceived Jan. 21.
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(Next month: Britain’s changing role, the California
educational system and a special report on life in Ausiralia.)

This month Humble bl‘ings y0u During the first nine months of 1964, Humble Oil &

Refining Company is presenting 26 one-hour documentary

H H il » programs in cooperation with the NBC Television
the MISSISSIppI RIVGI‘... Network. These reports will examine in detail the many ways
and Paris of life around the world, and the factors of geography,
. g :\\\ politics and sociology that affect this life. They will bring
faShlonS §21 ¢ '_ the opportunity for greater understanding of our

shrinking world into the living rooms of America.

This is the largest offering of nighttime news specials

by a single sponsor in the history of network television,
To Humble, it is another opportunity to fulfill the
responsibility of leadership.

HUMBLE OIL & REFINING COMPANY. .. AMERICA'S LEADING ENERGY COMPANY
82 BROADCASTING, February 3, 1964



f reverse logic can be applied to the

maxim that idle hands are the Devil’s
tools, then Roy H. Park is one of the
purest men beneath the firmament.

A relentiessly energetic businessman,
his every step from the North Carolina
farm of his birth to his present promin-
ence has been marked by a stubborn
will to succeed and a sure instinct for
dealing with his fellow man.

His voice still has traces of the accent
he acquired as a boy, and though he
long ago moved to Ithaca, N, Y., he
still feels strong ties to his home state.
He is characterized as “all mind” by an
associate, who adds, “Roy has only been
in broadcasting a couple of years, but
he’s a real pro. He knows as much as
men who’ve been in the business for 20
years. He's very incisive and analytical.
In many ways he’s the personification
of the American businessman.”

Down On The Farm = After working
his way through college by writing for
the Associated Press and running the
school newspaper, Mr. Park, the ink on
his degree in marketing scarcely dry,
answered a Raleigh newspaper ad for a
public relations man. The prospective
employer was identified solely by a box
number and the ad specifically asked
for applications via the mails only, but
Mr. Park, typically, loaded the dice of
chance with more than a little personal
initiative.

He replied to the ad the morning he
saw it, then perched in the Post Office
with his eyes attentively fixed on the
designated box. When, early that even-
ing, a man walked in and emptied the
contents of the box, Mr. Park strolled
over, introduced himself, pointed out
what he considered the most important
letter among those reposing in the hand
of the slightly bewildered stranger and
asked to be given first consideration.

The boldness of Mr. Park’s approach
worked, and after a series of interviews
he was hired at $100 a month as direc-
tor of public relations for the North
Carolina Cotton Growers Cooperative
Association. At the same time he served
as director of public relations and sales
promotion for the Farmers Cooperative
Exchange. He held these jobs 11 years.

Brave New World = In 1939 he
bought Cooperative Digest and Farm
Power, an agricuitural trade magazine,
and two years later he struck out wholly
on his own, transplanting his roots from
the southeastern state to Ithaca.

Mr. Pack bought a cooperative farm
advertising agency in Ithaca—Agricul-
tural Advertising and Research Inc.—
and pushed this new enterprise with
his customery zeal, relying largely on
heavy radio advertising.

Mr. Park gradually eased out of the
agency field as he became more and
more absorbed by a new business pas-
sion—marketing foods. The Cooperative
Grange League Federation, which his

BROADCASTING, February 3, 1964

If you don’t
succeed you're
just not trying

agency represented, had been toying
with the idea of processing its products.
Mr. Park was enthusiastic about the
prospects, but he recognized that to
compete in the marketplace they would
need a strong brand name.

Tick-Tock Topic » It was decided to
ask Duncan Hines for permission to
use his name on their labels. No other
single name, they agreed, was so
identified with good food. But Mr.
Hines gave a flat no.

Mr. Park did not succeed in business
without really trying. Confronted with
Duncan Hines’s refusal, Mr. Park again
exhibited a flair for just the right touch.
Discovering that Mr. Hines was deeply
interested in antique clocks and watches,
Mr, Park boned up on the subject. At

WEEK’S PROFILE

Roy Mampten Park—broadcaster, pro.
moter, marketer; b. Dobson, N. C., Sept.
15, 1910; North Carolina State College,
BS, 1931; president, Roy H. Park Broad-
casting Inc, (WGTC, WNCT-FM-TV Green-
ville, 30% of WECTITY] Wilmington, all
North Carolina); president, Roy H. Park
Broadcasting of Tennessee, applicant to
buy WDEF-AM-TV Chattanooga, and ap-
plicant for new FM in that city; editor
and publisher of Cooperative Digest and
Farm Power, Ithaca, N. Y., trade maga-
zine; president, Agricultural Advertising
and Research Inc., Ithaca; president, Roy
H. Park Inc., Ithaca publishing and
printing firm; president, State & Aurora
Inc., Ithaca real estate and investment
firm; president, Upstate Small Business
Investment Inc., lthaca; consultant to
Procter & (Gamble; president, I[thaca
Chamber of Commerce; m. Dorothy Good-
win Dent, Oct. 3, 1936; children—Roy
Jr., 25, Adelaide Hinton, 21. member—
Phi Kappa Phi, Alpha Phi Gamma; VP,
Duncan Hines Foundation, Chicago phil-
anthropic society.

one of the conferences between the
two the conversation, strangely enough,
turned to old timepieces.

But as delighted as Mr. Hines was
to discover a kindred soul, he still main-
tained that he had never endorsed a
particular brand and he never would.
Mr. Park insisted that endorsement was
not what was sought. “We want to name
something in your honor,” he said, “as
a sort of tribute.” Again it was just the
right touch.

A few weeks later Hines-Park Foods
Inc. was a corporate fact. He was presi-
dent of the burgeoning business until he
sold it to Procter & Gamble through a
merger contract in 1956. He is still a
consultant to P&G.

Never Too Late = Mr. Park a few
years ago started a new career. Deter-
mined as a youngster to eventually ac-
quire a newspaper chain, he became
attracted to broadcasting through radio’s
success in developing the Hines-Park
line. He and Mr. Hines in 1952 had
started a daily five-minute series on
Mutual Broadcasting System extolling
various eateries around the country.

In 1962 Mr. Park planted his feet
firmly in broadcasting with the purchase
of wetc and wNCT-FM-Tv Greenville in
his native North Carolina.

Mr. Park plans eventually to buy a
full quota of VHF television stations
and expects to pick up some U’s and
more radio stations along the way. He
believes that broadcasting has its great-
est growth yet before it, and although
broadcast properties “are high-priced
today, I feel that in another five or ten
years we will look back longingly at
today's prices—that is, if we are trying
to acquire properties.”

Other Interests = Vitally interested
in people and their probiems, Mr. Park
in recent years has devoted about one-
third of his time to civic activities. Be-
sides being president of the Ithaca
Chamber of Commerce, he has been
active in groups promoting education
and fighting juvenile delinquency.

Yet with all this activity Mr. Park
still has time for hobbies, and hobbies
that require more than casual applica-
tion. His introduction to the mysteries
of unusual timepieces has aiready been
related, but what was an expedient pur-
suit has turned into an abiding interest.
He now has more than 20 rare watches,
owns several rare automobiles, among
them a 1929 J Duesenberg roadster, is
a deep-sea fisherman and raises pea-
cocks and pigeons.

Mr. Park credits the people with
whom he has worked for helping him
over many rough spots and speeding
his success. Mr. Park says of himself:
“My best quality, to my mind, is that
I am a good loser.”

His recent business experiences sug-
gest that it is a quality happily gone to
waste.
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EDITORIALS

Where it stops nobody knows

ITNESSES have given their solemn word that when

bids for the 1964-65 television rights to National Foot-
ball League games were opened 10 days ago, the most
astonished man in the room was NFL Commissioner Pete
Rozelle.

No wonder. The top bid, by CBS-TV, was $28.2 million
—more than three times what the same rights brought in
1962-63. And the ABC and NBC bids were both in the
twenties.

Now NBC, already committed for more than $13
million for college football rights for the next two seasons,
has added the American Football League on a five-year con-
tract pegged at $36 million.

It is hard not to believe that football prices are getting
out of bounds. But some network officials were saying the
same thing less than a year ago, when prices were merely
astronomical, and their own bids now refute that sort of
talk as hopelessly out of date.

There is no doubt that football is one of the hottest audi-
ence attractions currently offered on television. It is there-
fore one of the hottest advertiser attractions, too, as witness
NBC’s success in selling the college games within two days
after it got the rights. And network revenue from football
does not stop with the games themselves. The prestige of
football attracts other advertisers, and the practicalities of
the dollar-volume discount invite football sponsors to in-
crease their nonfootball business at lower end prices.

We must assume, then, that the networks knew what they
were doing in their bidding. As President Jim Aubrey said
of CBS-TV’s $28.2 million contract, the network is “not in
business to lose money.” We can’t resist thinking, however,
that perhaps the networks didn’t go quite far enough.

The three football contracts add up to more than $77 mil-
lion. At going prices, that sum would buy maybe eight or
ten pro teams outright, which the network owners could
play against one another, quit haggling about rights and get
the gate receipts to boot.

We jest—but not much, Next fall will see feature-length
movies made primarily for television, not for theaters. So
the idea of TV-owned football may not be as ridiculous or
remote as it sounds. Meanwhile, the prices of televised
football compel one to speculate that the most valuable man
on the field in seasons from now on may be the one who
stops play for the insertion of the commercials.

A mission in Milwaukee

HE possibility of enlightening discoveries about the com-
mercial effectiveness of television is promised by a re-
search project that is being fashioned by wrMJ-Tv Milwau-
kee and its parent, the Journal Co., which publishes the
Milwaukee Journal and the Milwaukee Sentinel.

A total of $1 million has been budgeted for a three-year
project to be called the Milwaukee Advertising Laboratory.
Matched panels of consumers will be created so that their
reactions to differing stimuli may be compared. WTMJ-TV
will use an electronic switch, activated by an inaudible
broadcast signal, to black out some commercials in selected
panel homes. With all these controls, the laboratory will be
in a position to develop a great store of knowledge.

In the narrowest commercial application, the laboratory
ought to be an ideal testing ground for individual cam-
paigns, and if it served no other purpose it would be emi-
nently useful.

We must hope, however, that its work goes into broader
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fields in an effort to provide some guidance to the general
advancement of television. In conditions of the kind prom-
ised by the Milwaukee project it ought to be possible to find
out whether contemporary television practices are worth
preserving or in need of change.

It ought to be possible to find out whether the placement
and number of commercials that are now the standards for
the television system are the most effective that can be de-
vised or whether modifications are indicated.

It ought to be possible to discover how- many commer-
cials may be broadcast in a sequence before effectiveness
declines, or to learn how thick a mixture of commercials,
promotional spots, billboards and credit crawls the audience
will tolerate.

Above all, it must be hoped that the Milwaukee project
will set standards for research that can be adapted to other
communities and so provide the stimulus for an expansion
of knowledge to replace the suppositions on which all too
many fundamental decisions in television are made today.
If that comes about, the Journal Co. will be owed a great
debt by the whole television business.

Chance for a new beginning?

T was a Pyrrhic victory for LeRoy Collins in Sarasota,

Fla., last week. Although he retained the presidency
of the National Association of Broadcasters in resisting an
ouster, he failed to achieve a clearcut vote of confidence.
Of the 43 members present, 18, or 41%, did not support
his stewardship.

Much depends on what Governor Collins says and does
in the weeks ahead.

Practically every board member recognizes the former
Florida governor as a man of ability and national stature.
The disagreement has been over his disposition in the three
years he has served to venture into controversial areas, par-
ticularly in his public speeches, not germane to the affairs
of broadcasting and without prior board consultation.

Governor Collins now has a clear understanding of the
attitudes of his board—and of the association’s membership,
as reflected in polls conducted by several board members,

His contract as NAB head has two years to go. If he uses
his demonstrated talents as he should, his tenure can yet be
successful for both his membership and himself.

Drawn for BROADCASTING by Sid Hix
“Now there’s a piggyback commercial that 1 find objec-
tionable!”

BROADCASTING, February 3, 1964



The Mark of
the Finest in
TV Tape Recorders
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The TR-22, with its excellence of design and
brilliance of performance, attracts attention
wherever it's in operation. Fully transistor:
ized, it does away with problems of power,
heat and space, reduces maintenance. It
provides highest standards of quality and
reliability. Any studio can benefit from this
symbol of the finest in TV Tape.

The Mast Trusted Name
in Television




Foreground Radio

WJIR radio.

The kind of radio people celebrate over, write fan letters
about, take their hats off to.

The kind of radio that helps Ohio farmers know when to
sell their hogs; tells Detroit commuters how their stocks
are faring; keeps Canadians in touch with U.S. opinion;
teaches Indiana-ites how to tell a French horn from a fog
horn.

And gently guides all the above into supermarkets, dealer-

ships and department stores throughout America's fifth

largest market, 109 surrounding counties and Southern

Ontario.

Foreground Radio: created by adults to entertain and

inform adults who earn and spend adult salaries.

Foreground Radio: a prerequisite of

Foreground Commercials—the kind WJ R
750 0 51000 WATTS

people really pay attention to.
Henry I. Christal represents us. DETROIT



