MAY 31, 1954 35¢c PER COPY

¥ BEBg 20004 41y T‘reuxeu]
(C'G':;-'I’O“) 07 &€i1dy aSfa
UoUEAs SULTL Ly oy

Uetioag syeIaSC ArelqrT
A118sertur TV gysn

Quarter-HqurJ$|rsts“Mon ~Fr| Averages
PULSE‘(\JQW;\Feb‘) 195&) 0 ﬁ HOOPER (April, 1954)

mornings  KPRC, il SKPRCTV 16

Station B fé};‘( §’-‘§Stuhon B 4
Station C re, 4 ;J Station C 0
Stahon D 0.

KPRC 24 : KPRC-TV 12
ufie rnoons Station B 0  Station B 12

Station C 0 Station C 0
Station D Q0 _ StationD 0

. KPRC 22 KPRC-TV 24
evenlngs Station B 0 § Station B 0

Station C 0 ¥ StationC 0
Station D 2 é Station D 0

JACK HARRIS, Vice President and General Manager ¢ Nationally Represented by EDWARD PETRY & CO,



ERIE and WICU

Summer host to the nation
on beautiful Lake Erie . . .
Pennsylvania’s growing

Third City . . . WICU-TV
. does a dual job—it puts your
e message on the air and then

follows through with sub-
stantial merchandising.
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FOR ADVERTISERS l.}‘f;,ﬁ.! .
100% merchandising . . . ;
Winner of Billbaard's 15t Prize for Sales

and YViewer Promation in markets from

500,000 to 1,000 000 population,
95% evening sets in use

B0% afternoon sets in use

70% morning sets in use

Sally Stauffer,
WICU Dancing Star

98.6% set saturation in Erie
County . . . 93% set saturation in
the Tri-State Market . . . WICU-
TV, Channel 12, is the only me-
dium completely selling and serv-

ing this superior market. CHANNEL 12 -« NBC - » ABC - - DUMONT

Assured of aimost 100% of viewer tune-in hecause WICU-TV is the
ONLY VHF in this tremendous Tri-State market.

WICU-TV —Erie, Pa. WHOO—Orlando, Flerida
Edward Petry & Co,, Inc. Forjoe
WIKK-AM —Erie, Pa. WMAC-TV —Massillon, Ohio

H.-R. Co. Edward Petry & Co,, Inc.

ol ’
WTOD—Toledo, Ohio The Erie Dispatch—Erie, Pa.
‘/%MM INC. Forjoe Reynolds-Fitzgerold
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First again...! with RCA's new high power equipment...
WBRE-TY radiates 225,000 watts over Northeastern Penn-
sylvania... higher than any other station as reported by FCC*
and in the Fall WBRE-TV will be the highest powered station
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The Home Town Tolks...

Know
a Good
BUY

More local advertisers spent more money on

WDEL-TV in March 1954 than in any

previous month in the station's five-

year history! All goes

wn E L Tv to prove that the home
&

town folks know a

Wilmington, Delaware

STEINMAN STATION good buy when they

see one. With good

CH ANNEL reason, they are there when the profits roll in!

To get results from your advertising dollars,

do as the home folks do—buy WDEL-TV.
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REPRESENTED BY

MEEKER TV, INC.

New York Los Angeles
Chicago San Francisco
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HEAT IS ON for appointment of Phillip
Willkie, son of late Wendell Willkie, to
FCC. If named he presumably would be-
come chairman (see early story page 29).

* * K

INCIPIENT MOVEMENT for complete
separation of radio and television functions
of NARTB because of their “incompati-
bility” was talked up during Chicago
NARTB convention last week. Some in-
dependent radio operators, not identified
with tv, sought to agitate groundswell for
separate organization, contending both
cannot live in same house. There also
was complaint against purported ‘‘over-
loading” of agenda with tv.

* kX %

AT LEAST onec major network has given
serious study to possibility of making
change from traditional network structure
to provide program service to stations for
pay, as news services provide news to
clients. Study indicates difficult financial
obstacles would be encountered, and net-
work offi¢ials are bearish about chances

it would work.
* Kk K

QUIETLY and behind scenes, FCC is
making new channel allocations study in
vhf range to determine what might be
done long range to alleviate shortages.
Industrial users, like steel companies and
other heavy fabricating operations, are
seeking more spectrum space and are
eyeing 88-108 mc band, now assigned to
fm but also being talked up for possible
diversion 10 vhf tv where three additional
channels could fit (between present chan-
nels 4 and 5). Latier prospect looks bleak.

* Kk Kk
FREQUENCY study has reached another

area in hope of opening new tv space.
Movement of present aircraft beacon-

closed circuit

marker service from 75 mc area is being
scrutinized, but involved might be heavy
government outlay to replace existing
equipment used practically world-wide
before any shift could be made. Moreover,
no move could be made until 1963. How
10 get government, notably military, to
relinquish spectrum space now being held
in “reserve” for emergency use also is
being studied, with William A. Porter,
President’s Telecommunications chief, fig-
uring prominently in these studies.

* * X

SECOND major research project is being
considered by radio stations represented
by Henry [. Christal Co.—sponsors of
now-celebrated Alfred Politz study, “The
Importance of Radio in Television Areas
Today.” New one would be confined to
areas which Christal stations serve, while
first Politz research included markets not
covered by them.

* kK

PORTENTS of major network (CBS-
NBC) opposition to DuMont plan for
equalization of network tv affiliates through
fixed quotas of vhf and uhf stations to
affiliate with each in first 100 markets were
seen at NARTB convention in Chicago
last week [BeT, May 24, page 117]. Old
line networks would like to see boost in
muitiply-owned stations from present lim-
itation of five, but it’s evident they prefer
1o align affiliates on catch-as-catch-can
basis. ABC, however, supports basic
DuMont plan.

* K K

NBC Station Relations executives during
NARTB convention in Chicago quietly
huddled with individual radio affiliates
regarding revision of contracts based on

cancellation notices given them as con-
tracts reached expiration. New provision,
NBC executives explained, simply results
in shift from converted hours on option
time to clock hours and entails no actual
rate decline. But some of affiliates insist
that change does result in depreciation of
time values.

*x Kk o

ATTITUDE of FCC on station transfers
was heard firsthand by full house of
NARTB delegates at Thursday forenoon
panel in which six of seven Commissioners
participated (story page 63). It boiled
down to conclusion that cases are consid-
ered on individual merits but several mem-
bers expressed concern over what should
or should not be regarded as “trafficking,”
particularly in light of limitations of law
and of rough experience of past years with
Avco proceeding, allowing open competi-
tive bidding.
* ok Kk

PERHAPS most successful session of con-
vention was Thursday’s roundtable with
FCC. But some folks are wagering it
won’t happen again at future conventions.
Several members of FCC feel that quasi-
judicial body should not hold what amounts
to public “Commission meeting” on ques-
tion-answer basis. They point out no
other independent agency does it although
there may be nothing improper about
procedure.
* K K

TV BROADCASTERS carrying Army-
McCarthy hearings are reporting prepon-
derantly that polls they have made support
continuing hearings to bitter end. Average
appears to be better than 90% in favor
of carrying on.

"he wee’( ,-n br,'e f » Power stations permitted to test remote control 61

¥ Advertisers tell radio to take offensive ..... . 62

> Summary of action at the NARTB convention. . 27 » pyon;ock wants all tv in uhf; Sterling dissents.. 63
> Who'll be FCC chairman? Question heats up.. 29 > ypofree agency closes, owing 600 stations.... 68
» CBS Radio cuts nighttime prices ........... 30 » Arthur Pryor Jr., BBDO veteran, dies . ... .. 68
> Mutual proposes to expand spot selling ...... 32 » Sen. Potter backs uhf tax aid . ............. 77
> Television Advertising Bureau opens shop.... 36 » Bad faith charged in Milwaukee ch. 6 case.... 79
» Multiplexing: shot in arm for fm? ......... 38 P Will House vote dry for radio-tv? .......... 80
P Fellows calls for industry unity ............ 44 * Facts Forum Inc. headed for House probe. ... 81
> Paley urges better news and information shows 45 » Two new vhf stations start operation ........ 86
> Radio is the basic medium, Hyde says ...... 50 * Telestatus: tv stations, sets, target dates ...... 117
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KTHS HELPS

ARKANSAS -
FARM BUREAU

to GROW'
ano GROW!I

‘ - Marvin Vinas KTHS Farm Service Director, intorviews John
. Scott, State FFA winner in 1953 Dairy Efficiency Contest.

N3

»

\1
g On June 2, 1953, the Arkansas Farm
Bureau Federation and its affiliated serv- 1951 — 49,019
3 ice agencies started sponsoring the first 1952 — 50,016 -— Growth, 1.9%
radio advertising campaign in its history, 1953 — 55,718 — Growth, 10.2%
aimed primarily at securing new members.
1
3 Stthn KTHS sasgeleded, Engh mornmg-. In commendmg KTHS for its part in the
at 6:05 a. m ‘our Farm Service Dlrector, Bureau’s growth Mr. Waldo Frazier,
Marvin Vines, brings reliable market and Exec. Sec'ty. of the Federation, writes:
weather repOI'tS to thousands of farm “We feel that this and other services of your Farm Service
families in every omne of Arkansas’ 75 Deportment are making great contributions to the progress
B of agriculture in the whole State.”’
Thanks, Mr. Frazier. We knew it would be
Now notice how Farm Bureau membership this way, when our 50,000-watt, CBS
grew in 1953, with just six months of powerhouse was “turned loose” to do a

KTHS sponsorship: job for you.




at deadline

Motion to Dismiss Lamb
Protest Filed by Commission

MOTION to dismiss protest by broadcaster-
publisher Edward Lamb filed by FCC with U. S.
District Court for D. C., Commission reported
Friday, contending Mr. Lamb had failed to ex-
haust administrative remedies before Commis-
sion and, if in court at all, should have filed
in U. S. Court of Appeals. Mr. Lamb’s suit pro-
tested FCC delay and procedure in hearing in-
dicated on license renewal of WICU (TV) Erie,
Pa., including charges Mr. Lamb failed to dis-
close alleged Red ties, which he denies [BeT,
May 17).

Uhf Groups React to NARTB
Plan to Testify at Hearings

DECISION of NARTB to participate in uhf
tv hearings, due to be resumed Thursday before
Senate Communications Subcommittee (story
page 77), drew reactions Friday from Uhf In-
dustry Coordinating Committee and Uhf Tele-
vision Assn.

Uhf Coordinating Committee Temporary
Chairman Harold H. Thoms, WISE (TV) Ashe-
ville, N, C., wired NARTB President Harold
E. Fellows asking for meeting Wednesday eve-
ning in Washington. “We are sure NARTB
would wish to achieve the kind of solution of
uhf problems which assures a system of free
enterprise and adequate nationwide competitive
television service to the American public,” Mr.
Thoms said. “This is similarly the objective
of the Uhf Industry Coordinating Committee.”

Counsel William A. Roberts of Uhf Tv Assn.
issued following statement:

There can be no doubt now of the intention of
the “fat cats” to use their enormous power and
resources to prevent any salvation for uhf tele-
vision. Of course NARTB is the national organ-
ization of all broadcasters and will continue to
be, but for the present time the Uhf Tv Assn. is
the single purpose group which will persist in
preserving uhf operation for the publie, the ad-
vertisers and the whf broadcasters. All who
agree with that idea should act now to cooperate
with it.

Four Segments Sold
On ‘Bob Crosby Show’

SALE of four quarter-hour segments of CBS-
TV's Bob Crosby Show (Mon.Fri., 3:30-4
p.m. EDT) reported Friday, raising to eight
number of 15 minute segments of program that
have been scld, New sponsors are: General
Mills Inc., Minneapolis, through BBDO, N. Y.,
for Monday, 3:45-4 p.m. EDT, period, starting
June 7; Teoni Co., Chicago, through Weiss &
Geller, Chicago, for Tuesday, 3:30-3:45 p.m.
EDT spot, starting June 15; C. A. Swanson &
Sons, Omaha, through Tatham-Laird, Chicago,
for Friday, 3:30-3:45 p.m. EDT, starting Aug.
6, and S. O. S. Co,, Chicago, through McCann-
Erickson, San Francisco, for alternate Thurs-
day, 3:30-3:45 p.m. EDT, starting July 8.
Englander Co., Chicago, current sponsor, will
shift time period as alternate sponsor with
S. 0. S, starting July 15.

BROADCASTING ® TELECASTING

NOSE COUNT

FINAL calculation Friday showed total
paid registration at NARTB convention
last week was 1,697, of which 1,165 was
for management conference and 532 (a
record) for engineering. Non-paid regis-
trations of NARTB staff (32) and news
representatives (80) brought total regis-
tered at convention to 1,809. NARTB
executives estimated another 1,500 at-
tended some parts of convention without
registering.

WTSK (TV) Knoxville Sold

SALE of WTSK (TV) Knoxville (uhf ch. 26)
to South Central Broadcasting Co. (WIKY-AM-
FM Evansville, Ind.) for estimated $300,000 an-
nounced late last week. No change in personnel
contemplated but equipment to be added. Sale
announced by W. R. Tuley, president, Tele-
vision Service of Knoxville, and John A, Engel-
brecht, South Central president. Mr. Tuley at-
tributed sale to “pressure of other business in-
terests in the midwest.” Harold E. Rothrock is
station manager and Guy Smith sales manager.

Automotive Commercials
Get Tv's Highest Ratings

AUTOMOTIVE tv commercials get highest
rating from viewers, drug product commer-
cials lowest, according to study made by
Schwerin Research Corp. among 452 persons
in Greater New York area. Asked to rate com-
mercials for 11 product categories as good, fair
or poor, viewers produced these ratings:

Percent of Audience
Roting Commercials:

Good Fair Paor
Automobiles 62 32 ]
Television Sets 54 35 10
Household Applionces 49 a5 16
Beer 44 40 16
Food Products 41 43 16
Cigarettes 40 29 N
Seap Products 39 42 19
Coffeas 37 42 21
Toothpastes 33 42 25
Gasolines 3 48 2N
Drug Products 23 446 n
Average, all Products Types 41 40 19

SLIGHT ERROR

U. S. NAVY promised to apologize Fri-
day to televiewers in Henderson, Ky.,
who earlier in the week found a straight
VD film for enlisted men being shown
right in their living rooms. Unexplained
mixup occurred when two “general in-
terest” films were spliced together and
sent to ch. 50 WEHT (TV) Henderson,
Ky., as concluding program of 13-week
This Is Your Navy series. Unpre-
viewed, station ran film as usual in 7:15
p.m. time segment, cut it off air after five
minutes of VD portion had been telecast.
Film ran unnoticed because announcer
was away from desk setting up next pro-
gram, it was reported.

o BUSINESS BRIEFLY

INSECTICIDE CAMPAIGN e Penola Oil Co.,
N. Y., Flit (insecticide), planning six-week radio-
tv spot announcement campaign, effective JTune
14, in seven tv markets (Columbus, Ohio; Okla-
homa City; St. Louis; Kansas City; Los Angeles;
Denver; Hutchinson, Tex.) and several radio
markets. McCann-Brickson, N. Y., is agency.

DOW CHEMICAL TO BUY ¢ Dow Chemical
Co., Midland, Mich., reported set to sign for
sponsorship of The Medic series on NBC-TV
three of four Mondays, 9-9:30 p.m. EST,
starting in fall. Agency: MacManus, John &
Adams, N. Y.

NASH CONSIDERS ® Nash cars, Detroit,
through Geyer Inc., N. Y., considering network
half-hour evening show for fall sponsorship.

INSTANT TEA DRIVE ¢ Seeman Brothers,
N. Y., White Rose Redi-Tea (instant tea), plan-
ning eight-week radio and television campaign
starting early in June in New York, New Haven,
Hartford and Washington. Cecil & Presbrey,
N. Y., is agency.

PHILADELPHIA SPOTS e General Foods,
N. Y., for Maxwell House instant coffee,
through Benton & Bowles, N. Y., starting four
week saturation spot announcement tv campaign
on all three Philadelphia stations.

FLUFFO EXPANDS € Procter & Gamble’s
newest shortening, Fluffo, will expand with ra-
dio-television spot announcement campaign in
Cincinnati-Dayton-Columbus district including
Lima, Zanesville and Portsmouth, effective
June 7 ’til forbid. Biow Co., N. Y., is agency.

GM Buys Havoc Program

GENERAL MILLS Inc.,, Minneapolis, through
Dancer-Fitzgerald-Sample, N. Y., has purchased
new television program starring Jume Havoc,
preduced by Desilu Productions, Hollywood.
Half-hour situation comedy will start produc-
tion in mid-July. It will be presented in October
but network and time have not been set.

Five More ‘Home’ Sponsors

SIGNING of five more sponsors for total of
107 participations on NBC-TV’s Home (Mon.-
Fri.,, 7-9 am. EDT) announced Friday. They
are: Speidel Corp., Providence, through Sulli-
van, Stauffer, Colwell & Bayles, N. Y., 52
participations; Glidden Co., Cleveland, through
Meldrum & Fewsmith, Cleveland, 26; E. T
du Pont de Nemours & Co., Wilmington,
through BBDO, N. Y., 13; Wesson Oil &
Snowdrift Co., New Orleans, through Fitzgerald
Advertising Agency, New Orleans, 10; Cudahy
Packing Co., Omaha, through Young & Rubi-
cam, N. Y., six.

WBKB Seeks Cooking Show

WBKB (TV) Chicago reportedly pitching for
purchase of Creative Cookery package now on
NBC o&c WNBQ (TV) same city, with view
of feeding it to ABC network. Program
packaged by Personality Features Inc., and
was on limited NBC network some time ago.
NBC outlet has 30 days to exercise first re-
fusal rights.

May 31, 1954 o Page 7
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WSPD-TV Zarm Hour

Sells a rural market ranking 4th in TV set scutufuiilﬁn*

The FARM HOUR is an early afternoon program
geared directly to the WSPD-TV rural audience.
The show consists of national and state news as
it affects the farmer; d‘aily market and weather
reports in our area; interviews, relative to farm-
ing, featuring specialists in agriculture; and re-
laxing music.

Jim Nessle as emcee is a natural. He livesona 56
acre farm which gives him first hand experience
.with the problems of his audience. Through
group meetings with county agriculture agents,
Jim keeps abreast of information needed by the
farm population. This enables him to keep a
well planned, custom-tailored show.

As local authority, Jim handles hundreds of letters
from listeners, who request information on almost
every phase of agriculture,

Lola Smith, veteran organist with WSPD, sup-
plies music at intervals throughout the show giv-
Jim Nessle ing additional pleasure and personality to the
format.

*Telenews Productions Survey, April, 1954

The Farm Hour is a top show with top saturation.
It can sell your product in the Toledo

area—2 top test market.

wsp - . . F-- AM.Tv '
k2 TOLEDO, OHI10

Represented Nationally
Storer Broadcasling Compeny by K AT Z

TOM HARKER, NAT SALES DIR. }18 E 57th STREEL NEw YORK
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"11th Station Asks to ‘Suspend’;
Deletions Now Total 84

CITING pressure of “consistent losses” since
commencement of operation last October, c¢h. 18
WECT (TV) Elmira, N. Y., asked FCC for
authority to suspend operation for 120 days to
reorganize, NBC affiliate, WECT is 11th station
in suspension still holding its permit (2 vhf, 9
uhf). Elmira also is served by ch. 24 WTVE
(TV), airing ABC, CBS and DuMont.

Commission Friday also announced return of
one vhf and three uhf permits for deletion, in-
cluding ch. 29, WIP-TV Philadelphia (story
page 88) and ch. 9 KTRE-TV Lufkin, Tex.
Others were ch. 34 WIVX (TV) Goldsboro,
N. C,, and ch. 21 WCRS-TV Greenwood, S. C.

Post-thaw deletions now total 84 (70 uhf, 14
vhf).

Lufkin's only tv permittee cited inability to
get network affiliation as economic reason for
not completing construction of vhf facility.
Greenwood uhf outlet also said it could not
get affiliation and noted vhf already covers
area.

CBS Radio Summer Theme

“SUMMERTIME, and the listening is easy” is
basic theme of CBS Radio Network summer
program promotion campaign which started
Friday when promotion-exploitation kits were
mailed to affiliates, giving them ads, exploita-
tion suggestions, on-the-air announcements and
special material for disc jockey and women’s
programs.

NBC-TV Sponsors Renew

RENEWALS by eight sponsors of seven top
NBC-TV shows announced by network Friday:
American Tobacco Co., through BBDO, N,
Y., and S. C. Johnson & Son, through Needham,
Louis & Brorby, Chicago, renewed for 52 weeks
-starting July S as alternate-week sponsors of
Rokert Montgomery Presents, Mon., 9:30-
10:30 p.m.; Armstrong Cork Co., through
BBDO, renewed Armstrong Circle Theatre,
Tue., 9:30-10 p.m., for 39 weeks starting Aug.
31; Sunbeam Corp., through Perrin-Paus Co.,
Chicago, renewed Ethel and Albert, Sat., 7:30-8
p.m., for 39 weeks starting Sept. 4; General
Foods Corp., through Benton & Bowles, N. Y.,
renewed Roy Rogers Show, Sum., 6:30-7 p.m,,
for 52 weeks starting July 4; Procter & Gamble
Co., through Benton & Bowles, renewed Loretta
Young Show, Sun., 10-10:30 p.m., for 44 weeks
beginning Aug. 29; Reynolds Metals Co.,
through Russel M. Seeds Co., Chicago, renewed
Mr. Peepers, Sun., 7:30-8 p.m., for 3% weeks
(three of four Sundays), beginning Sept., 12;
Scott Paper Co., through J. Walter Thompson
Co., N. Y., renewed My Little Margie, Wed.,
8:30-9 p.m., for 52 weeks, beginning Sept. 1.

NBC Sales on ‘Today’

THOMAS J. LIPTON INC., Hoboken (Frostee
dessert mix), through Ruthrauff & Ryan, N. Y.,
has purchased 13 participations on NBC-TV’s
Today (Mon.-Fri,, 7-9 a.m. EDT), starting
May 20, ending July 8. Wembly Inc.,, New
Orleans (ties), through Fitzgerald Adv., New
Orleans, has ordered 13 participations on Today
for 13 weeks, starting June 29,

BROADCASTING ® TELECASTING
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MUTVAL PLUG

IT WASN'T by design or inclination,
but ABC-TV and DuMont carried "a
plug” for Mutual during coverage of
McCarthy-Army hearings Friday. Before
afternoon session began, Senate subcom-
mittee chairman Karl Mundt told hearing
{and tv viewers) that Mutual commenta-
tor Fulton Lewis jr. had telephoned him
to say that network had received 149,895
messages from listeners replying to Mr.
Lewis' poll on hearings. Sen. Mundt
said he was “gratified” to learn of interest
in hearings and that large majority felt
sessions were “a good thing for the
country.” Mutual spokesman told BeT
77.3% of messages expressed those sen-
timents and 71.9% felt hearings should
be continued “without limitation” on
radio and tv.

Crosley Sponsors Stern

CROSLEY Electronics division of Avco Mfg.
Co. will sponsor 15-minute programs with Bill
Stern immediately before and after ABC Ra-
dio’s broadcast of world heavyweight champion-
ship bout between Rocky Marciano and Ezzard
Charles June 17, 10 p.m. to conclusion,
Agency: BBDO, N. Y. Fight, whose broadcast
is sponsored by Gillette Safety Razor Co., will
not be telecast for home reception, It will be
carried by Theatre Network Television to €5
theatres in about 50 cities coast-to-coast.

Spot Radio Promotion

HOW ADVERTISERS use spot radio cam-
paigns to introduce new products, solidify
strong markets and bolster weak ones, test new
marketing strategies, get or'improye distribution
and gain more impact in major markets is told
in new presentation, “How to Localize Your
Sales Appeal,” issued Friday by CBS Radio
Spot Sales promotion department for distribu-
tion to advertisers and agencies.

WFBM-TV to Full Power

WFBM-TV Indianapolis goes to full 100 kw
effective radiated power from new 1,019 ft.
tower Friday, Harry M. Bitner, president of
ch. 6 station, reported Friday.

UPCOMING

June 1: National Assn. of Tv & Radio
Farm Directors, national soles clinic,
Sheraton Hotel, Chicago.

June 3-4: Senate Communications Sub-
committee resumes hearings on uhf,
multiple ownership.

June 3-5: National Assn. of Tv & Radio
Farm Directors, summer meeting,
Hotel Fontenelle, Omaha, Neb.

June 4: Mike & Screen Awards, Radio-
Newsreel-Ty Working Press Assn. of
New York, Waldorf-Astoria.

For other Upcomings see page 123.

PEOPLE

JOHN MAHON, comptroller of George F.
Foley Inc., N. Y. radiotv packagers, has
joined Guild Films Co., N. Y., as comptroller,
succeeding EDWARD GROSSMAN, recently
named director of newly-organized Guild Radio
Division. NORMAN BLACKBURN, recently
head of own tv production company in Holly-
wood and previously national program director
for NBC-TV, appointed to Guild’s production
department as executive director.

H. H. DOBBERTEEN, vice president in charge
of media, Foote, Cone & Belding, N. Y., for
past few years, resigned effective June 15.
Future plans will be announced shortly.

ROBERT P. UHL, BBDO New York account
executive on Du Pont account, and
LAURENCE O. PRATT, BBDO Boston ac-
count supervisor for Polaroid, Liberty Mutual
Insurance and Southern New England Tele-
phone Co. accounts, elected vice presidents of

agency. '

VINCENT DARIO, estimator, Cecil & Pres-
brey, N. Y., to Hicks & Griest, N. Y., as time-
buyer.

CHARLES E. DENNY JR. from ABCTV
Pacific Division network sales to Boston sales
staff of Television Programs of America.

DOUGLAS EDWARDS, newscaster and co-
producer of Douglas Edwards and the News
five evenings weekly on CBS-TV, named a
director of National Foundation for Muscular
Dystrophy. e

HARRY W. WITT, in charge of western opera-
tions, Calkins & Holden, Carlock, McClinton
& Smith, Los Angeles office, and PHILIP
WHITE, in charge of midwest work, Chicago

office, named vice presidents of agency.

RCA Prize Winners

WINNERS of penthouse party purse announced
by RCA Recorded Program Services at NARTB
convention banquet Thursday night. They
were: first prize, Lin Mason, WCKY Cincin-
nati, RCA air conditioner; second prize, Leo
Wilson, WHOP Hopkinsville, Ky.,, RCA tape
recorder; third prize, Ira Crisp, Lenoir City,
Tenn., RCA hi-fi record player.

Paul Diamond Dies

PAUL DIAMOND, 38, eastern division man-
ager of Unity Television Corp., New York,
died suddenly Thursday midnight while taking
part in NARTB convention. Mr. Diamond suf-
fered heart attack while chatting with friends
in Palmer House suite. Funeral arrangements
had not been made Friday.

McGowan Productions Formed

ESTABLISHMENT of McGowan Productions
Inc., Hollywood, to produce and package films
for television announced by Dorrell McGowan
and Stuart McGowan, producer and director of
Death Valley Days television series since 1952.
Brothers have leased studio and office space at
Kling Studios on La Brea Ave. in Los Angeles.
They will continue to produce and direct Death
Valley Days for Pacific Coast Borax Co,,
through McCann-Erickson, with Mrs. Dorothy

B. McCann supervising producer for agency. .

May 31, 1954 e Page 9



RADIO STATION

Wail

HUNTINGTOMN, WEST VIRGINIA
SERVING 3 STATES
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WSAZ

EXCLUSIVE!

INDIANAPOLIS
500 MILE
MOTOR
SPEEDWAY
RACE

* *
TRI-SSTATE
LISTENERS

KNOW THEY

GET THE BEST
PROGRAMS

AZ

Call C. T. GARTEN
or THE KATZ AGENCY

=,000 WATTS DAY
1.000 WATTS NIGHT
930 KC

WaAZ,

l'ELE'v'lZEiCI"~ AFFILIATE
WSAZ-TV
Represenled by THE KATZ AGENCY
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KCMC =TV Channel 6

ARKANSAS

rrrrrrr

LOUISIANA

/7 MAXIMUM POWER STATION

between MEMPHIS and DALLAS
Serving the $ BILLION $

TEXARKANA - SHREVEPORT

market in 4 states

[/ 85% unduplicated TV coverage

For the full story on this great market and the.one station that serves if,
contact VENARD, RINTOUL & McCONNELL, Inc., representatives today

x i ' fsaé Kc MC-TV Channel 6

GEN. MGR., WALTER M. WINDSCR
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means...

WBZ-W BZA—Boston, Springfield—51,000 Watts
K'Y W —Philadelphia—50,000 Watts

KD KA —Pittsburgh—50,000 Watts

WO W O —Ft. Wayne—50,000 Watts
KEX—Portland, Oregon—50,000 Watts

WBZ-TV—Boston—Channel 4

WPTZ (TV)—Philadelphia—Channel 3

WRBC means sales ... WBC means audience ... WBC means audi-
ence-action . . . because WBC stations dominate their areas. Contact
Eldon Campbell, National Sales Manager for rates and availabilities.

Phone Plaza 1-2700

WESTINGHOUSE BROADCASTING CO,, INC.
Exclusive National Representatives: Free & Peters, Inc.

444 Madison Avenue, New York 22, N. Y.
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690 KC

COFFEYVILLE. KANSAS

The 10 county
Coffeyville trade
territory is «
major market of
271.300 people.
50% larger than
Wichita or Tulsa.
Check your sales
potential in the
Southeast Kan-
sas—Northeast
Oklahoma mar-
ket and you will
be truly amazed.
KGGF has served
this hometown
area for 24 years.
With 10 KW on
690 KC, KGGF
delivers a pri-
mary coverage
of 87 counties in
Kansas, Okla-
homa, Missouri
and Arkansas,
with a popula-
tion of 2,750.000.
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IN REVIEW

BANK ON THE STARS

Network: NBC-TV

Time: Saturday, 8-8:30 pm. EDT

M.C.: Bill Cullen

Producer: Masterson, Reddy & Nelson
Production Cost: Under $10,000 per week

SO MUCH of the appeal of a comedy-quiz
show rests with the talent of the m.c. In Bill
Cullen, Bank on the Stars is blessed with one
of the most ingratiating m.c.s in television,
whose wit is barbed but somehow never stings.

The program centers around asking con-
testants to view clips from a motion picture
and answer questions on what they have seen.
This is by no means novel. But in the segment
under consideration on May 22, the producers
chose wisely three highly dramatic scenes from
front-ranking new releases. 1t was a pleasant
departure from filmed tv shows using antiquated
clips, and is to be hoped that Masterson, Reddy
& Nelson, who are producing the new series,
will continue to use high-quality filmed se-
quences.

The ever-growing enthusiasts of the busy Mr.
Cullen should find in Bank on the Stars a half-
hour of good-natured fun. The opportunity for
a “preview” of upcoming Hollywood attractions
may even send some viewers scurrying to the
motion picture theatres. The program, which
will continue through July 10, should find lots
of friends among the tv quiz fans.

* e *

INDUSTRY ON PARADE

Produced By: Arthur Lodge Productions
Inc, for National Assn. of Manufacturers

Writer: Arthur Lodge

Assignment Editors: Johnny Johnstone,
Robert A, Young Jr., both of NAM

Narrators: Peter Roberts, Bob Wilson,
Radclifil Hall

Stations: Currently carried on 215 tv sta-
tions in U. §. and in nine foreign coun-
tries through U. S. Information Agency

THOSE tv stations now in operation that are
not carrying Industry on Parade will find an
informative and flexible source of programming
in this series, produced for television distribution
by the National Assn. of Manufacturers. The
series, carried in over 215 markets nationally,
records the progress of American industry by
filming a weekly show, for telecast in a 15-
minute time period, picturing the activity of
both the little and big businesses that con-
stitute the economic structure of the nation.
Through cooperation with the U. S. informa-
tion Agency, {ndustry on Parade is shown in
nine foreign countries as well,

NAM is wise in selecting a variety of sub-
jects for presentation in each separate film. A
good cross section of subject matter chosen by
NAM for inclusion in the series is shown in a
recent reel released by NAM. This particular
film takes viewers on a visit to a New York
skyscraper where they watch the men who rivet
1ogether its beams and girders; next to a Ken-
tucky farm where country hams are cured for
the tables of American epicures; then on a
tour of a floer manufacturing plant in Mem-
phis where new processes have brought the

purchase of hardwood floors within the average
owner’s reach, and finally a trip to a photo
service plant where some of the one and a half
billion snapshots Americans take every year
were followed through each stage of developing
and printing.

In each instance narration points out how
our standard of living is continually on the
upgrade as manufacturers discover new tech-
niques and methods of production which im-
prove the products that consumers will ulti-
mately buy. To tell such a story effectively
NAM has gone to the farm, the small factory or
the giant corporation to give viewers an ac-
curate documented look at the skills of the
businesses which NAM represents.

In production of Industry on Parade. camera
crews are sent out on-location to film each
business enterprise that is included in the series.
Arthur Lodge Productions film and score each
weekly reel which is supplemented with de-
scriptive narration on the industry being shown.
Collectively speaking, the films are we!l edited
and well-produced. Narration is clear and
brief. Music, used as a background on each
reel, gives the film a certain pace and color
desirable in shows of this type.

* #* *

BOOKS

RIDER’S SPECIALIZED HOME & PORT-
ABLE RADIO MANUAL, Volume 6, pub-
lished by John F. Rider Publisher Inc., 480
Canal St, New York 13. 96 pp. Paper
bound. $1.65.

ONE of a series of 11 manuals covering 49
makes of home and portable radios, Volume
6 presents factory-prepared service information
on Motorola, Olympic and Packard Bell mod-
els. Illustrated.

TV MANUFACTURERS’ RECEIVER TROU-
BLE CURES, edited by Milton S. Snitzer.
John F. Rider Publisher Inc., 480 Canal St.,
New York 13. 120 pp. $1.80.

ANSWERS to tv receiver troubles of 12 manu-
facturers are presented in this technical volume
written for the serviceman. The manufzcturers
present cures to troubles that seem peculiar to
their own sets. Admittedly there are certain
“bugs” in each model receiver that is not cor-
rected on the assembly line. This volume in-
tends to give answers to those “bugs.” New
ideas on circuitry that will aid in improving
reception of sets already on the market is given.

Advance Schedule
Of Network Color Shows

CBS-TV
The New Revue every Friday, 5:30-
6 p.m. (sustaining).

NBC-TV

May 24-June 2: Bride & Groom, 12
noon-12:15 pm. EDT (Andrew Jergens
through Robert W. Orr & Assoc.)

[Note: This schedule will be corrected to
press time of each issue of B.T]

r—
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ent your commercial

d

ow—with RCA’s new Special Effects Equipment—you can-
have these 12 attention-getting effects right at your fingertips.
You push the button for the effect you want. You swing the
“control stick” (rotatable 360°) and put the selected effect in the
picture wherever you want it. It’s simple, inexpensive—requires
no complicated equipment or extra cameras.

RCA’s Special Effects Equipment consists of just two' separate
units; (1) a TG-15A control panel (shown below) and generator,
(2) and a TA-15A amplifier. The Special Effects Panel can be
inserted in any RCA Console housing. The other units can be
mounted in your video racks. Installation couldn’t be easier.

For quick delivery, order your RCA Special Effects
Equipment direct from your RCA Broadcast Sales
Representative.

C RCA Special Effects Control Panel—with 12 push-
button selection and 360° rotatable stick control.

RADIO CORPORATION of AMERICA

ENGINEERING PRODUCTS DEPARYMENT CAMDEN.N.J.







IR’ and you sell a market!

of buying power.

WSB-TV. .
WBAL-TV.
WFAA-TV .
KOA-TV ..
WICU ...

KPRC-TV
KARK-TV
KABC-TV ..
KSTP-TV

WABC-TV

REPRESENTED BY

NEW YORK » CHICAGO +» LOS ANGELES -

WTAR-TV ...
KMTV ...
WTVH-TV.
WENS ...
WOAI-TV
KFMB-TV
KGO-TV .
KOTV ..
KEDD ..

WSM-TV ...

Did you realize that late evening movies on TV are viewed regularly
in as many as 67% of all TV homes in a market? That in the daytime, feature
film will capture and entertain as high as 52%?

In any one of these rich markets, that’s a lot of people—and a lot

You can buy participations, one minute, 15 minutes or more in
these programs at low cost. Through them, your message gets maximum
market penetration and commercial value.

Atlanta
Baltimore

Denver

Erie

Houston

Little Rock

Los Angeles
M’p’I’s-St. Paul
Nashville

New York

Edward Petry & Co., Inc.

DETROIT + ST. LOUIS - SAN FRANCISCO + DALLAS

. « Norfolk

Omaha

Peoria
Pittsburgh
San Antonio
San Diego
San Francisco

. « Tulsa

. . Wichita



DO YOU LIKE?

We've Got
‘em All!

CBS NBC ABC
DUMONT

Yes, for over a year,
WAFB-TV has furnished
the only TV programing
to the rich BATON ROUGE
TRADE AREA. This rich
petroc-chemical market
responds to your sales
messages over WAFB-TV
becouse the viewers are
among the highest paid
workers in the country,
with ample free time to
spend their money as you
tell them ta! To cover
almost a half million
patential customers, buy
the only TV station in the
copital of Louisiana . . .

WAFB-TV

Channel 28

Baton Rouge, La.
TOM E. GIBBENS

Vice President & General Manager,

Repressnted nationally by

|
t
‘ ADAM J. YOUNG, Ii.
!
|
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our respects

to JOHN FORD MEAGHER

AFTER NARTB's board decided last winter
that radio members of the association should
have their own vice president, matching the
tv vice presidency, one name kept recurring to
Prestdent Hal Fellows as he scanned the na-
tion’s radio executive ranks.

The name, as the membership now knows,
was that of John Ford Meagher, general man-
ager of KYSM-AM-FM Mankato, Minn. Few
persons could bring to this important new job
more enthusiasm, conviction and preparation.

For more than a decade Mr. Meagher had
been taking an active part in state and national
association affairs, aided by thorough ground-
work in small-station management and a quiet,
genial personality that thousands of broad-
casters have come to know and respect.

The Meagher radio career started in 1938
when the young man was in his seventh year
as a cement salesman for a manufacturing
firm owned by an uncle. He was in Kansas
City when word came that some old friends,
who had been successful in their respective
fields, were embarking on the mad venture of
building a 100-watt radio station in his native
town. KYSM took the air with John F. Meagher
as sales manager.

At KYSM he quickly learned several im-
portant lessons. First, he found that there is
no such thing as an unimportant radio station
in the mind of an individual who tunes to it.

Next he discovered that the small station is
important to the industry as a whole, observ-
ing that most broadcasters have developed in
this atmosphere the skills and techniques that
have carried America’s broadcast service to
world leadership.

The little station in Minnesota found it had
a lot to learn about the business, Mr. Meagher
recalls., It found an answer in the old NAB,
predecessor to NARTB. The membership was
so valuable, he continues, that he has never
been able to fathom why every station operator
doesn’t recognize not only the technical as-
sistance provided by a strong trade association
but more importantly the need of unity in an
industry built on non-permanent government
franchises and competing with strong adver-
tising media, besides being constantly exposed
to public and private attacks from all angles.

Back in the mid-40’s his leadership qualities
were recognized at NAB headquarters and he
was named to the former Small Market Stations
Committee. That was followed shortly by his
election to the board as District 11 director,
a post he filled for the maximum two consecu-
tive terms and which he again occupies until
becoming NARTB radio vice president June 15.

As a member of the Standards of Practice
Committee and the board finance committee—
he has been chairman of both at various times
—he has learned the details of NARTB opera-
tions from both inside and outside viewpoints.
Recently he led the standards committee in

revising that document and just last week re-
ported to the Chicago convention.

The familiar Meagher grin, a puckish sort
of thing that catches on quickly, will help him
in his new work. He is a patient listener, in
meetings and in smaller groups, often heading
off a thick scene with a quiet quip that brings
the problem down to honest values.

Convinced of the advantages of national
organization, Mr, Meagher aided in forming
the South Dakota state group in 1948 and one
year later helped form the Minnesota associa-
tion, becoming its first president and serving
another term in 1952,

As a highly mobile vice president, Mr.
Meagher plans to keep in close touch with the
40-0dd state associations. He feels these groups
can offer strong support to NARTB’s effort to
maintain America’s pre-eminence in broad-
casting. Too, he will bring the headquarters
message to every state and reach as many
communities as fast transportation will permit.
Fm gets a break in this new association func-
tion, since KYSM-FM was one of the first 20
to get a postwar grant and :has been putting
out a 47 kw signal 18% hours a day.

Mr. Meagher is anxious to get started at
his new job. He exudes eagerness to join
President Fellows, whom he considers a top-
flight businessman and organizer.

“Johnny” Meagher—-that's the only way he’s
known in the industry—was born in Mankato
Jan. 15, 1910. Following a half-century family
tradition he went to Notre Dame, specializing in
English literature and “low-grade football.”
In high school he had attained fame as a winner
in the National Forensic League.

He married the former Eleanor Ackerman,
who appears to be facing quiet weeks as an
airline-railway widow. Their two children are
away much of the time since Anne, 20, is
employed at KSTP St. Paul and John E., 19,
is a student at—of course—Notre Dame.

The list of Mr. Meagher’s industry activities
is as long as his list of Mankato civic roles.
He has been on the BAB board; has been a
member of BMI flying squadrons, taking part in
clinics; has taken part in news clinics at U.
of Minnesota and Northwestern Radio Institute.

His official connections in Mankato: past
president of the Rotary; past exalted ruler and
present trustee of the Elks; director of the Na-
tional Citizens Bank; director of the Salvation
Army; vice-chairman of Mankato Charter Com-
mittee, and vice president of the Blue Earth
Country Safety Council.

He has outgrown or become too old for
most of his favorite hobbies, but maintains a
participating interest in gin rummy and alumnus
zeal for Notre Dame football.
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...and give this
girl a big hand!

Scandia Sales, Jan. 1954,
Up 68% over Jan. 1953

Hazel Markel, a long-time star on WWDC, rings
the bell again. Last year we were proud that
Scandia Cosmetics did more than $5,000 worth of
business in the one month of January, using only
the “Hazel Markel Show’” with only one outlet—
Julius Garfinckel & Company.

This year, using Hazel again, Scandia sales hit
$8,448—a 68% increase.

Says Jackson Lee O’Leary, President of Scandia
Cosmetic Corporation:

“*Our account has been continuously supported by
Hazel Markel . . . our sales have grown month by
month and far beyond any volume either we or
Julius Garfinckel & Company could have hoped
for. Whoever says there is a general let down in
business evidently has not had the benefit of the
sales force of Radio Station WWDC.”

WWDC can help your sales in the Washington
market, too. Let your John Blair man give you
the whole story.

In Washington, D.C.it’s wwnc

REPRESENTED NATIONALLY BY JOHN BLAIR & COMPANY
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| ...how many TV homes in the
‘nation’s 9th biggest TV market and WIN A PRIZE

(See rules below)

é
T

You pay for only 399,400 television homes~—but you get

1,083,900 when you buy WSTV-TVI* That makes a bonus of 684,500
homes—pure gravy that costs you nothing. 33 Miles
from
How can this be? WSTV-TV offers you rates based only on the prosperous ﬁ Tower
Steubenville-Wheeling market. But WSTV-TV beams a clear, primary signal 4 r
right into Pittsburgh—giving you the 9th largest market on a silver platter! PLUS 1
Canton, Youngstown, and many other industrial cities, too. i
'J
NOW! FULL {| POWER
(230,500 Watts) i‘i
from our
WSTV-TV's ’
. ! | K
-t BIGGER than San Francisco — 879,303 sets M°““ta“"T°lf - Tower
TV homes is- (2041 ft. || &

above sea level) .'

Ask your Avery-Knodel man for full information—and
\ help yourself to the biggest bonus in TV!

“TW STEUBENVILLE-WHEELING — anorwer ﬁVERY - KNODEL




”NO GUESSWORK  ahout the number of

TV homes covered hy

FIRST PRIZE!
Crosley "'Super V"' TV Set

48 Miles
from
, Tower

You can win one of these
hig prizes FREE (and easy!!!)

Here's all you do. Lock at the picture. Here are some
clues. It's an aerial view of one of the nation’s biggest
steel producing areas. (According to aleading television Contest Dept.— STATION WSTV-TV Steubenville, Ohio
magazine’s Annual Data Book for 1954 it was the ninth . ]

. My guessisthatthereare. TV homes in
largest TV area in the couniry.) Just guess how many TV ihe rEien's Gik Biggest TV metkal=ewary. Homs o
homes it covers and fill out the coupen on this page. bonus for sponsors on WSTV-TV!
Contest closes July 10, 1954, Nearest correct answers will

50 Miles
from Tower

TWELVE ADDITIONAL PRIZES
Beautiful G.E. Clock Radios

NAME
be judged the winners. IN GASE OF TIES, EARLIEST POST-
MARK DECIDES THE WINNERS. TITLE
COMPANY __
REPRESENTED STATION ADDRESS

CITY ZONE STATR



No, Boss,

just mild hysteria . . .

| Dig these: results on KDUB-Ti.?.,"-_.'}.__
Lubbock, Texas.

'
e

BIG market job, _
small market costl

Trexas
LTHIEH

! En Docran Thaax Awny

v IEWER

OTieEn Texas TV

AFFILIATED: CBS & DUMONT TV NETWORKS
REPRESENTED BY AVERY-KNODEL, INC.
W. D. ROGERS, PRES. & GEN. MGR.

GEORGE COLLIE, NAT’L. SALES MGR.
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OPEN MIKE

Something to Crow About

EDITOR:

As early as April 1937, Life magazine saw
fit to feature the rooster as its first bird cover.

WIAR-TV has been using the Rhode Island
red rooster as its identification symbol since its
increase in power to 225 kw on May 3, 1953.
WIAR-TV's rooster has become synonymous
with channel 10 . . .

Thus, we feel that we have capitalized upon
the sight of a familiar bird and adapted the
most widely known part of the species for
WIAR-TV promotional purposes.

Jay Hoffer
Promotion Manager
WIAR-TV Providence, R. I.

WA LlamemE fero 4

Life’s first cover bird

Still Has Stock Interest

EDITOR:

... In a number of recent issues of BeT
where the ownership of Maricopa Broadcasters
is listed my name has been omitted . . .

. . . I have been besieged with inquiries as
to whether I have sold my stock or interest,
which of course, [ haven’t. I am still a 5%
owner, and secretary-treasurer of the corpora-
tion . ..

Charies H. Garland
General Manager
KOOL-TV Phoenix, Ariz.

The 300th to Be Interconnected
EDITOR:

I note (in May 17 B®T) that you have
WNKY-TV listed as a non-interconnected tv
station. This is not the case.

AT&T furnished initial tv service to us
Saturday, May 15, through use of co-ax cable
from New York to the telephone company
office here in Kingston, and especially built
175-foot tower for micro-wave link from the
telephone company to our transmitter site.

We have just learned that we are the 300th
interconnected station. The telephone com-
pany is giving us a big spread because of this,
on the press association wires and in our local
papers. I believe that CBS will also bill-board
the fact on some of its shows.

Bob Sabin

Mgr. of Tv Operations

WKNY-TV Kingston, N. Y.
IEDITOR’'S NOTE: Mr. Sabin's letter evidently
passed the May 24 issue B-T In the mails, In that

issue AT&T reported WHEKNY-TV's interconnec-
tion as the 300th station.]

A Vhf Supporter Speaks

EDITOR:

In the hills and mountains of Pennsylvania
vhf provides excellent coverage. Uhf does not
and cannot fill the valleys.

Talk of putting all tv on vhf means half of
Pennsylvania’s sets will not have good tv.

Can't the technical men at the FCC straighten
them out?

Prof. Raymond M. Bell
Washington and Jefferson College
Washington, Pa.

Cover-to-Cover Reading
EDITOR:

. . . May I take this opportunity to express
my keen appreciation for your magazine.
Especially thoughtful and thought-provoking
are your weekly editorials. BROADCASTING ®
TELECASTING is read from cover to cover each
week by practically every member of our staff.

Arthur L. Higbee
Manager
KSUB Cedar City, Utah

His Joke Wore Out

EDITOR:

In a recent issue . . . there was a cartoon
about radio, and free publicity. It shows an
editor shouting at another man, “free publicity,
what do you think I'm running, a radio station.”

I've almost worn my copy out carrying it
around and would appreciate it if you would
send me two reprints of the cartoon which you
state are available on request . . .

F. H. Ford Sr.
KENT Shreveport, La.
JEDITOR'S NOTE: Coming up!]

Beauty and Brains

THE business abilities of broadcaster
Helen Maria Alvarez, 38.89% owner in
KFMB-AM-TV San Diego and stock-
holder in an application for ch. 10 at
Corpus Christi, Tex., as well as half-
owner of KOTV (TV) Tulsa before its
sale last month [BeT, April 14), are
described in the May 15 issue of the
newsletter, J. K. Lasser Reports on Taxes,
as follows:

BRAINY, BEAUTIFUL, AND RICH—
That's Maria Alvarez, a self-made mil-
lionairess, who recently sold her half
interest in KOTV, a Tulsa tv station, to
Jock Whitney.

A tax-favored route brought wealth to
the 31-year old beauty. She was success-
ful from the time she got into radio,
through the University of Tulsa, back in
1942. But there was a catch. Her radio
income was so high that it was heavily
taxed.

The then low pay tv offered a shot at
capital gain. She invested her brains and
$1,500 in a tv operation. Her station went
on the air in Qctober, 1949, three months
later, was operating in the black. By
1954, the only woman tv general manager
had lifted monthly gross income to
$200,000.

Result: $1,500 converted to $1,500,000
after taxes—her net on the $2-million
paid for her stock after capital gains.
That’s a $350,000 a year after-tax return.
To net the same from radio work, she
would have had to average close to $3-
million & year in pay.

Reprinted by permission of J. K. Lasser

Reports on Taxes, MIH' 15, 1954, issue, pub-
lll‘shed by Business Reports Inc., Roslyn,
. I,
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behind closed doors »

chopping on the schedule -
your medium, your market

are mentioned - a (uestion
is raised » the agency man

reaches for Standard Rate...

in a Serviee-Ad near your listing.

‘For the full story on the values 1,161 media get from their
Service-Ads, see Standard Rate’s own Service-Ad in the
front of all skDS monthly editions; or call a Standard Rate
Service-Salesman.

Note: According to a study of SRDS use made by National Analysts,
Inc., 83% of all account men interviewed have srDS available at
meetings in clients” offices.



CBS AND DuMONT
TELEVISION NETWORKS
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GERALD A. HOECK

on all accounts

UNLIKELY as its seems, Gerald A. Hoeck, at
33 a partner in the Wallace Mackay Co.,
Seattle advertising firm, got his first taste for
television on Iwo Jima in Werld War I1.

As intelligence officer with the Fourth Ma-
rine Division, Jerry Hoeck had seen combat on
Kwajalen, Saipan, Tinian and Iwo. As the war
drew to a close, he worked with Will Price,
formerly a Hollywood director and more re-
cently in tv, on the production of an official
Marine Corps film dealing with the capture and
interrogation of prisoners.

Follow-up on the film—which was shot in ac-
tual combat on the Pacific island—led to Wash-
ington, D. C., New York and Hollywood, and
to a growing taste for presenting sales ideas
visually. It’s not surprising that one of the
Mackay agency's most notable achievements
has been the remarkable television success story
of its client, Bardahl Mfg. Corp. [B®T, Jan. 18].

Born in Seattle Feb. 28, 1921, Jerry Hoeck
was educated at the U. of Washington there,
graduating in 1942 from the School of Journal-
ism. After a year at the Navy Japanese Lan-
guage School in Boulder, Colo. (where he
married Rosemary Elliott), he was commis-
sioned a second lieutenant in the Marine Corps.
Discharged in October 1945, as a first lieutenant
—he is now a captain in the Marine Corps Re-
serve—Mr. Hoeck returned to Seattle, where he
formed a public relations partnership with Wal-
lace J. Mackay, formerly public information
officer of the same Fourth Marine Division.

A few months later they joined Mr. Mackay’s
father in what was then known as the W. V,
Mackay Co., 20-year-old Seattle ad agency.
Effective Jan, 1, 1947, Mr. Hoeck, the younger
Mr. Mackay and Marlowe Hartung became
junior partners in the agency, with the elder
Mr. Mackay as senior partner. Five years later
to the day, the elder Mr. Mackay retired, and
the three young men became equal partners.

Bardahl, the agency’s biggest account, still
puts some 70% of its advertising budget into
the broadcast media, principally television, but
it is not the only video-conscious client in the
house. Buchan’s Bread, Seattle, used tv (and
radio) extensively last Spring to introduce a
new trade character, Bonnie Buchan. Arother
heavy broadcast user i Gold Shield Coffee
(Lang & Co., Seattle).

Mr. and Mrs. Hoeck have two children,
Heidi, 8, and Kimberly, 5. They live on Puget
Sound. Jerry’s hobbies are typical of the Pa-
cific Northwest: salt-water fishing and golf.
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It's No Draw...

There’s only one TV station that effectively covers
both the infield and outfield in the Omaha area, and
that’s KMTYV.

Take a look at this batting average of KMTV’s
homemaker, Bettie Tolson: On her weekday “Your
TV Home’” program, Bettie staged a 4-week contest
for recipes. A gas range was first prize. She men-
tioned the contest only thirteen times during the four
week period.

Results ? Judges were swamped with 5,500 entries.

SMART ADVERTISERS ALL AGREE: IN OMAHA, THE PLACE TO BE

TELEVISION CENTER

KimT

CHANNEL 3

MAY BROADCASTING CO,.

In Omaha

And, even more important to advertisers, entries
came from 405 towns and cities in five states—
Nebraska, Iowa, Kansas, Missouri, and South Da-
kota.*

Results like these aren’t surprising when you con-
sider KMTV’s maximum power of 100,000 watts, low
channel 3, and the flat terrain of the Missouri Valley
area. Three successive fringe area surveys further
point to KMTV’s coverage superiority. Let KMTV
go to work for you. Contact KMTV or Petry today.

IS CHANNEL 3

upon request.

cBs.Tv
ABC.TV
* DUMONT

OMAHA

¢ Represented by

LR S

Edward Petry & Co., Inc.

BROADCASTING ¢ TELECASTING
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*City names and number of entries from each provided
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Anoth:!r Reason Why

WPTF is

North Carolma’s
Number One

Salesman

Chief Engineer . . . . . Henry (Skipper) Hulick

Henry Hulick, Jr. is skipper of the 18 man crew which we
believe is the finest radio engineering staff in Dixie. He
has been with WPTF for 26 years. His staff has a total
combined radio experience of more than 350 years! Their
experience, plus unexcelled equipment, makes your sales
message sound as if you have presenting it personally
over the back fence to the more than two and one-half
million WPTF listeners. As Chief Engineer, Skipper
Hulick sees to it that your messages receive the hi-fi

® North Carolina rates more fiests

in recognized market surveys treatment that gives WPTF AM broadcasting the quality
than any other Southern state ' characteristics of WPTF FM broadcasting. Skipper and
Mote North Carolinians listen to his boys are the home run hitters on the team that make
WPTE than to any other station. WPTF the South’s Number One Salesman in the South’s

Number One State.

North Carolina’s
Number 1 Salesman
! NBC Aftiliate tor. RALEIGH-DURHAM and Eastern North Carolina
50,000 wans 680 ke

|
'| FREE & PETERS NoriONALIATIVE R H. MASON. General Manager, GUS YOUNGSTEADT, Sales Manager
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CBS RADIO WHITTLES RATES,
TVAB LAUNCHED IN CHICAGO

NARTB’s 32d annvual convention also witnesses industry activity as
vhf telecasters band to present their side in uhf hearings in Washing-
ton next Wednesday. Name of new FCC chairman was much-asked

question throughout week. Paley

IN ONE SENSE the Chicago convention of
NARTB last week was a repetition of the Chi-
cago convention three years ago; CBS Radio
announced a plan to reduce nighttime price.

In another sense the twe conventions were
wholly unalike.

Last week the CBS Radio announcement,
while received with serious interest by conven-
tion delegates, was by nc means the emotional
bomb of the somewhat similar CBS Radio an-
nouncement before the convention of 1951, Tn
that year, news of the first major radio net-
work rate reduction provoked a sense of crisis,
stimulated a mass meeting of affiliates of all
networks and became so great an issue that
scheduled events at the convention were
ignored. .

But last week, as the keynote speaker, Wil-
liam S. Paley, said, “In our turbulent industry
today (there is) no lack of problems.” In
addition to network rates (CBS) and network
spot sales plans (MBS and NBC), the conven-
tion and associated meetings had plenty to
talk about. Some of the hottest topics: the
future of uhf television, the formation of Tele-
vision Advertising Bureau, the uncertainty over
appointment of an FCC chairman.

The radio network rate issue arose Monday
when it became apparent, after a meeting
of CBS Radio affiliates and key executives of
the network, that agreement had been reached
to reduce nighttime charges. (For full details,
see story page 30.

Night and Day

Essence of the new plan is that nighttime
charges will be reduced to the level of morn-
ing CBS Radio rates by the device of discounts
to advertisers, that the network will set up
two evening station breaks of 70 seconds each
in which stations can sell minute spots, that
CBS Radio will not embark on the counterpart
of NBC Radic’s plan to sell spots on the net-
work.

NBC Radio affiliates at the convention under-
standably were concerned over the effects of
CBS action. The NBC Radio Affiliates Com-
mittee sought and obtained a meeting with
Sylvester L. Weaver Ir., president of NBC,
and Robert W, Sarnoff, executive vice president,
scheduled in New York this Wednesday at
which NBC’s plans will be discussed. There
was little doubt among affiliates that NBC Ra-
dio would have to make some move to become
competitive with CBS.

Meanwhile, Mutual affiliates met Monday
in Chicago to hear network plans for expan-
sion of Mutual’s “multi-message™ sales tech-
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keynotes the 1954 sessions.

nique. Although the affiliates took no vote on
the proposal, network officials said they were
confident of its acceptance by stations. (see
Mutual story, page 32.

What MBS wants to do, effective Oct. 1, is
to sell spots within a 30-minute morning pro-
gram and a 30-minute afterncon show. The first
spot in each segment would be carried by the
affiliate without compensation; on other spots
affiliates would be paid.

Sharp disagreement with network rate poli-

" cies was entered in the NARTB record by Al-

fred Stanford, publisher of Boats, former chief
of the Bureau of Advertising of the American

NARTB KEYNOTE Award for 1954 is pre-
sented to William S. Paley (1), CBS baerd
chairman, by Haroid E. Fellows, NARTB
president, at the convention’s op=nin~.
Mr. Paley delivered the keynote address.

Newspaper Publishers Assn., former top exec-
utive of Benton & Bowles.

In a speech to the convention Wednesday
Mr, Stanford said, “I think it's wicked to fall
back on cutting prices.”

Radio, he said, “was, is and will be the in-
separable companion of the American people.”
(Story, page 58.)

At a Thursday afternoon session arranged
by Broadcast Advertising Bureau, broadcasters
were advised by their own customers to quit
acting defensively and start “blowing your own
horns™ about the tremendous power of radio.
Some of radio’s biggest clients testified to the
performance of the medium. (Story, page 62.)

The future of uhf was also a subject of in-

BeT COVERAGE

News of NARTB convention and re-
lated events is presented, in day-by-
day sequence, on consecutive pages
beginning here. Late coverage ap-
pears in “At Decadline,” pages 7 and
9. Picture coverage of B®T’s annual
golf tournament is on page 96.

tense discussion and some action at Chicago last
week.

At the direction of its Television Board,
the NARTB last week asked to appear before
the Senate Communications Subcommitee at
uhf hearings to be resumed this week, and co-
incidentally a group of vhf telecasters, acting
independently, hired special counsel and
planned to seek an appearance at the hearings.
(Story, page 58.)

Harold E. Fellows asked the subcommittee
to allow him and A. Prose Walker, manager
of the NARTB Engineering Department, to
testify before other individual witnesses are
called.

The independent group, including such vet-
eran tv operators as Harold Hough, WBAP-TV
Fort Worth; P. A. Sugg, WKY-TV Oklahoma
City; Jack Harris, KPRC-TV Houston, and Vic-
tor A. Sholis, WHAS-TV Louisville, retained
Theodore W. Pierson as Washington counsel
and scheduled a Washington meeting today
(May 31) to discuss strategy.

TvAB |s Launched

One of the liveliest meetings in Chicago was
the organizational session of TvAB (Television
Advertising Bureau). TvAB was formally
launched without network (except o&o stations)
or NARTB participation. By the end of the
week, TvAB announced that a New York head-
quarters would be opened today (May 31),
that executives of some 100 stations had sighed
membership applications (some subject to ap-
proval by ownership), and that a first-year
budget of $500,000 is in sight. (Story, page
36.)

One of TvAB's first big jobs will be choosing
a paid director; another is expansion of mem-
bership. TvAB is conceived as a television
counterpart to radio’s Broadcast Advertising
Bureau; its promotional efforts will be con-
centrated on local and national spot.

The presence at the convention of six of
the seven FCC commissioners, including Acting
Chairman Rosel H. Hyde, stimulated interest at
Chicago in the question of the permanent ap-
pointment of an FCC chairman.

In the early part of the week, it was authori-
tatively reported that FCC Comr, John C. Doer-
fer was virtually set to be the chairman. The
report gained such currency that some informed
delegates privately congratulated him.

By Thursday, however, White House and Re-
publican Party sources were quoted as saying
that neither Mr. Doerfer nor Mr. Hyde was
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OPENING luncheon of NART

NARTB CONVYENTION

report of President Harold E. Fellows, with board members seated among head table

guests,

Top photo (I to r): Walter E. Wagstaff, KIDO Boise, {daho; William C. Grove,
KFBC Cheyenne, Wyo.; Michael R. Hanna, WHCU-FM Ithaca, N. Y.; H Quenton Cox,
KGW Portland, Ore.; W. D. Rogers Jr., KDUB-AM-TV Lubbock, Tex.; George Jennings,
radio-tv director, Chicago Board of Education.

Second from top: Ted Bergmann, DuMont; Clair R. McCollough, Steinmann Sta-
tions; Sylvester J. Weaver, NBC; Robert E. Kintner, ABC; President Fellows; Kenyon

Brown, KWFT Wichita Falls, Tex.

Third from top: William S. Paley, CBS; Carl Haverlin, BMI; Thomas F. O’'Neil, MBS;
Harold Essex, WSJS Winston-Salem, N. C.; Frank Stanton, CBS; Paul W. Morency,

WTIC Hartford.

Bottom: J. L. Van Volkenburg, CBS-TV; Martin Campbell, WFAA Dallas; Stanley R.
Pratt, WSOO Sault Ste. Marie, Mich.; Robert B. McConnell, WISH Indianapolis; 1.
Frank Jarman, WDNC Durham, N. C.; Lester L. Gould, WINC Jacksonville, N. C.

scheduled for the appointment. At week's end
the situation was up in the air. (For com-
plete report, see page 77.)

Mr. Hyde was the principal speaker at the
convention luncheon Wednesday. (Story, page
50.) He predicted that no more than 325
U. S. communities would have their own tv
service, unless the demand for facilities rises
above present levels.

Radio, he said, “is and will remain the basic
communications medium of the United States.”

Hyde Cites Radio Growth

In an address which also summarized the
work of the FCC in the year of his chairman-
ship, Mr. Hyde pointed out that aural broad-
casting had experienced steady growth which
“may have been obscured” by the interest de-
voted to the newer medium of television.

NARTB President Fellows, in an annual re-
port to the membership, urged broadcasters to
quit shooting at each other. (Story, page 44.)

“We are still prone, as radio and television
broadcasters, to fight each other for business”
he said, "which is perfectly all right, if we
remember that there are other forms of com-
petition.”

Mr. Fellows described what he regarded as
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the principles of the American System of broad-
casting.

As winner of the 1954 Keynote Award, Mr.
William S. Paley, chairman of the board of
CBS, admonished broadcasters to pay more
attention to news and public affairs, which he
called “the road to responsibility.” (Story page
48.)

Management, he said, should take more
interest in this field, should hire capable per-
sonnel to manage news and information pro-
grams and give such people adequate support.

The tremendous developments in radio and
television technology were in inescapable evi-
dence last week, both in the elaborate equip-
ment exhibits and in discussions at joint manage-
ment-engineering sessions and at meetings de-
signed principally for engineers.

More than 400 radio-tv engineers were reg-
istered for the convention. (For report on en-
gineering sessions, See page 61.)

Some $5.5 millions worth of electronic gear
was on display. Color transmitting equipment
drew particular attention, but black-and-white
tv and radio transmitting and control exhibits
were 1n profusion. ‘Business at the convention
was good. One exhibitor sold a 40 kw vhf trans-
mitter right off the floor. (Story page 67.)

Six FCC commisisoners were present at
an FCC roundtable Thursday morning, answer-
ing questions put by delegates. The session was
featured by a plea by Comr. Frieda B. Hennock
for transfer of all tv stations to the uhf band.
Comr. George E. Sterling challenged this as a
“direct attack™ on FCC and industry engineers.
{Story page 63.)

Here are other day-by-day developments at
formal sessions of the convention:

Monday:

At a luncheon for executives of state broad-
casters associations, Mr. Fellows announced a
plan to launch a new NARTB bulletin service
to provide news of state and territorial group
activities. (Seé¢ full story, page 31.)

At the television business session Monday
afternoon seven NARTB television directors
were elected, expanding the board to a total
membership of 15. Highlights of tv achieve-
ment during the past year were detailed in a
report submitted to the membership by Thad
Brown, NARTB vice president and general
counsel for television, and summarized by
Robert D. Swezey, WDSU-TV New Orleans,
chairman of the tv board. (Story, page 38.)

Sterling on Fm

Technical and economic factors in fm broad-
casting were explored at the fm session Monday
afternoon. FCC Comr. George E. Sterling
predicted that multiplexing may give fm “the
revitalization it needs.” (Story, page 38))

Tuesday:

Workshop sessions on television film and
labor relations were held in the afterncon.

In the film session, Harold See, KRON-TV
San Francisco, chairman of the NARTB Tele-
vision Film Committee, said a standard film con-
tract form should be ready for presentation to
members next fall. Members of the film com-
mittee served on a panel, explaining various
approaches to film use, handling and program-
ming. (Story, page 48.)

At the labor relations workshop, a Ilabor
expert for International Harvester Co. told
broadcasters to enter union negotiations well-
informed and prepared to take firm stands for
their rights. Other advice was presented by
panel members including labor relations spe-
cialists and broadcasters. (Story, page 44.)

Wednesday:

“The Sports Question” was discussed in a
general session Wednesday morning. Speakers
representing professional and college sports
stated fears that sports telecasts can shut off
attendance if allowed to go uncontrolled. An
advertising agency executive and a university
executive, however, warned against erecting
artificial barriers to radiotv sportscasting.
(Story on page 52.)

In an afternoon session on standards of
practice, the convention was told that operation
of the radio and television codes, with voluntary
enforcement, has greatly reduced public criti-
cism of radio and tv and has led to improved
program and commercial practices. (Story on
page 54.)

The rights of broadcasters to cover public
hearings on a par with newspapers were de-
bated at a “Freedom of Information” session
Wednesday afternoon. How far radio and tv
should go in demanding access to court pro-
ceedings was argued. (Story on page 54.)

At the annual radio pioneers dinner Wednes-
day night Arthur B. Church, KMBC-AM-TV
Kansas City was introduced as president of
the organization for 1954-55, succeeding Paul
W. Morency, WTIC-AM-FM Hartford, Conn.
Principal speaker was Syed Amjad Ali, ambas-
sador from Pakistan. (Story on page 54.)
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CONFUSION STILL REIGNS

ON CHOICE TO

HEAD FCC

Earlier last week, it was felt certain that Comr. Doerfer would be

named Commission chairman, but

one Republican source after con-

ference at ‘the highest level’ maintained that neither the Wisconsin
Commissioner nor Acting Chairman Hyde would be selected.

IT'S in again, out again on the FCC chairman-
ship.

Last week, highly authoritative reports had
President Eisenhower naming John C. Doerfer
“any day” to succeed Chairman Rosel H. Hyde.
But before the week was out one Republican
senator reported after conferences in person at
“the highest level” that Mr. Doerfer would not
be named, and that Mr. Hyde wouldn’t be re-
named either.

This sort of speculation has been going on
for weeks—before the one-year tenure of Mr.
Hyde ran out April 18. In Chicago, during the
NARTB convention, Mr. Doerfer found him-
self being congratulated, although as far as it
could be ascertained, he had not gotten either
official or unofficial word.

The only report that seemed to remain con-
stant was that the President wanted no hold-
over chairman heading agencies, and that while
it is recognized that Mr. Hyde has done a good
job it nevertheless was the plan to rotate.

This is not a situation peculiar to the FCC,
since there are two vacancies on the Federal
Reserve Board, and the chairmanship of Ten-
nessee Valley Authority was permitted to ex-
pire without a successor being named.

Mr. Doerfer Is Non-Plussed

Mr. Doerfer, who has been a commissioner
since April 15, 1953, is non-plussed, and Mr.
Hyde has heard nothing officially. Whatever
the outcome, he remains on the Commission
since his appointment runs until June 30, 1959.

One important personage attending the
NARTB convention was betting “100 to 1” that
Mr. Doerfer would be named. He based this
on the “absolute knowledge” that word had
gone down the line from White House and
Republican National Committee sources that
the shift had been decided upon, not because of
deepseated dissatisfaction over Mr. Hyde’s
stewardship, but because of policy.

The President, within the next few days, is
expected to re-nominate Mr. Doerfer for a

seven-year term from next June 30, when his .,
present appointment, which was to fill the un-_,:"

expired term of Robert F. Jones, expires. Mr.
Doerfer’s nomination is subject to Senate con-
firmation. The chairmanship is not, since,
under the statute, the President selects the
chairman from among the seven confirmed
members of the FCC.

But there was the report in GOP quarters
that when Mr. Doerfer’s nomination is sent to
the Senate, the President simultaneously will
announce his appointment as Chairman.

In some quarters this statement was dis-
counted on the ground that it would be a
political faux paux. While Mr. Doerfer is not,
by his own statement, & “McCarthy man” he
nevertheless would become more “‘controversial”
if named to the chairmanship in advance of con-
firmation as a commissioner, purely and simply
because he is a Wisconsin Republican.

The President has stated to inquirers that he
is convinceéd ‘that Mr. Doerfer'is not a Mc-
Carthy man, and that there is no “appeasement”
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of Sen. McCarthy involved in either the reap-
pointment or the chairmanship.

While there has been some speculation as
to what Mr. Hyde might do if he is replaced as
Chairman, the preponderant view is that he
will continue to serve on the FCC until he is
eligible for retirement. Now 54, Mr. Hyde will
have had 30 years of government service in
December. He is eligible to retire after 30
years of service with roughly half of his present
$15,000 annual pay, if he remains until 62.

1t is known that Mr. Hyde, an attorney and
former FCC general counsel, has had proffers
to enter private communications practice, but
it is understood he has refused to discuss them
because of his FCC status. If he should resign
to practice law, he would lose a considerable
portion of his retirement pay, but could draw
a reduced stipend.

Mr. Hyde’s one-year appointment as Chair-

CHAIRMAN HYDE
Will He Lose It?

man expired April 18. Because the President
made no move, either on his reappointment or
on a new appointment, the FCC members elect-
ed Mr. Hyde to continue as “acting” Chairman.
This was done under a new provision of the
law, incorporated in the “McFarland amend-
ments” of 1952 to ensure the functioning of the
FCC in the event the office of Chairman became
vacant.

The administration apparently has been dis-
satisfied with Mr. Hyde’s handling of patronage
matters, largely in the filling of vacancies by
Republicans and in the appointment of Repub-
licans to certain key jobs. Mr. Hyde, on the
other hand, has been blocked in making certain
replacements because of Civil Service and vet-
erans restrictions. GOP patronage dispensers
have been displeased not only with the FCC but
with other government agencies because of their
purported lethargy in forcing out New-Fair
Deal holdovers. ° : ‘

There has been heavy support for reappoint-

ment of Mr. Hyde from licensees and maiy
others high in the GOP councils. But Leonard
W. Hall, chairman of the Republican National
Committee, and Sherman Adams, assistant to
the President, have not been among his rugged
protagonists. Moreover, a number of GOP
members of Congress have opposed Mr. Hyde,
presumably because he has not followed their
bidding on various adversary matters before
the Commission.

By the same token, Mr. Doerfer has not
received blanket endorsement from influential
members of Congress either. Broadcasters for
the most part have not opposed Mr. Doerfer’s
reappointment for a new term, but they have
not supported him for the chairmanship in any
great numbers. -

Robert E. Lee, newest Commissioner, has
had considerable Congressional and GOP com-
mittee endorsement for the chairmanship. But
he has gone down the line in supporting Mr.
Hyde, contending he should be permitted to
complete the numerous projects he now has
under way. Moreover, Mr. Lee is represented
as feeling that the chairmanship should be in
the hands of one experienced in the field.

Similarly, the remaining Republican member,
George E. Sterling, has supported Mr. Hyde.
An engineer, he is represented as feeling that in

COMR. DOERFER
Will He Get I[1?

the months ahead the chairmanship shonld be
in the hands of a lawyer versed in the vagaries
of regulation and litigation.

Mr. Doerfer originally had been slated for ap-
pointment to the Federal Power Commission,
but is understood to have agreed to accept the
FCC commissionership with a tacit understand-
ing that he later would get the chairmanship of
that agency or of the Power Commission. He
likes the FCC after a year, and reportedly re-
jected a proffer for the Power Commission.

Mr. Doerfer, 49, came to the FCC from the
chairmanship of the Wisconsin Public Service
Commission, which deals with public utility
commeon carriers. He is an expert in that field
and is'an accountant as well as an attorney. In
his year on the FCC he has demonstrated
strength and eagerness to get the job done as

‘fast as possible. He deals abstractly with cases

and principles, rather than people, and has ad-
vocated a “looseness in the joints® by the Com-
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Mr. Acting Acting

WHILE fellow Commissioners partici-
pated in the NARTB cenvention in
Chicago ilast week, FCC Comr. E. M.
Webster stayed at home and kept the
wheels turning, including the Commis-
sion’s regular meeting on Wednesday.
All alone and composing a “board” as
“acting Chairman,” Comr. Webster
granted permits for five new am stations
and a new fm outlet. He also authorized
a half-dozen station sales, including the
$210,000 purchase of WCOP Boston by
the Boston Post. Details are in FCC
Rounbup, starting on page 106.

mission, rather than blind adherence to rigid
rules of established procedure.

Mr. Doerfer has shown impatience with key
members of the FCC staff. It is expected he
would effectuate a good many changes, notably
in the law and Broadcast Bureau operations.
His contacts at the White House are regarded
as good. He, rather than Mr. Hyde, has been
called on some matters that normally would be
cleared through the Chairman.

Broadcasters have not gone all out in sup-
port of Mr. Doerfer, not because of his an-
nounced philosophies or views, but because he
comes from the common carrier field. While
he has indoctrinated himself on broadcast mat-
ters, Mr. Doerfer has had no previous experi-
ence in this sensitive field. Broadcasters have
expressed concern lest he follow the practice
of some of his common carrier predecessors
who found it difficult to reorient their thinking
along non-common carrier lines.

No Realignment

If Mr. Doerfer became chairman, there would
be no realignment at the FCC level other than
in the direction of the commission’s activities.
Mr. Hyde simply would revert to commissioner-
ship status and presumably would be elected vice
chairman by his colleagues. The makeup of the
FCC would remain four Republicans (Doerfer,
Hyde, Sterling, Lee), two Democrats (Frieda
B. Hennock, Robert T. Bartley) and one Inde-
pendent (E. M. Webster).

If Mr. Doerfer moves to another agency,
Mr. Hyde probably still would not have re-
tained the chairmanship. There are at least
two newcomers under consideration. George C.
McConnaughey, Ohio Republican, former mem-
ber of the Ohio Public Service Commission
and now chairman of the Renegotiation Board,
had been consulted about the post. He is en-
dorsed by Sen. John W. Bricker (R-Chio),
chairman of the Senate Interstate & Foreign
Commerce Committee, in which communica-
tions legislation originates, and is regarded as a
GOP stalwart who knows how to get things
done.

He is a personal friend of former Ohio
Republican Congressman and FCC Comr.
Robert F. Jones, and through his Public Service
‘Commission work, is personally well-acquainted
with Mr. Doerfer. He is almost 58 and is re-
portedly of independent means.

The other Republican under consideration is
Lewis E. Berry Jr. of Michigan, deputy coun-
‘selar of the Dept. of the Army and a friend and
political associate of Sen. Charles E. Potter
‘(R-Mich.), chairman of the Senate Communica-
tions Subcommittee conducting the uhf hear-
‘ing, now in recess until Thursday.
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CBS RADIO CUTS NIGHTTIME RATES;
OTHER NETWORKS EXPECTED TO FOLLOW

Action will mean an approximate 17% reduction in nighttime costs,
and, in effect, gives the network a single rate. The affiliates get 70-
second nightfime station breaks in return.

A NEW ROUND of network radio rate cuts
was precipitated last week by CBS Radio, which
won genera! affiliate approval of a realignment
that will give the network substantially a single
rate for daytime and evening [B®*T, May 17].
In return, CBS Radio officials agreed to give
affiliates 70-second station breaks in the evening
hours, a concession which jeaders of the affili-
ates regarded as largely offsetting the reduction
in nighttime charges which they approved.
NBC officials conceded they will have to
"become competitive,” although the form of
their next move was still undetermined. The
problem will be discussed in a meeting set for
Wednesday in New York between members of
the NBC Radio Affiliates Committee and key
officials of the network. ABC Radio and Mu-
tual also were expected to bring their respective
charges into line with those of CBS Radio.
CBS Radio’s “rate” reduction will be accom-
plished not through changes in published rates
but by increasing evening discounts. The result
will be that evening time charges will be ap-
proximately the same as those for premium
(morning) daytime hours. This amounts to a

CBS RADIO officials as they awaited affiliates’ reaction to a proposal, offered Monday,

15 to 20% reduction in nighttime costs-—a
reduction that was estimated unofficially to
average out to about 17%.

The evening station-break increase to 70
seconds, as compared to the present 30, was
viewed by affiliates as a substantial gain. To-
day's trend in spot radio buying, they noted, is
toward 60-second announcements—as a result
of which, in the past, with only 30 seconds
available for station breaks, affiliates have lost
potential spot business to independent outlets.

Affiliates anticipated little difficulty on the
part of CBS Radio in persuading evening adver-
tisers to shorten their programs by the 40 sec-
onds necessary to provide 70-second station
breaks. Since the advertisers' rates are being
reduced by 15 to 20%, they felt, the advertisers
should not strenuously object to a 40-second
shortening of their programs.

CBS Radio also agreed not to undertake the
sale of one-minute commercials such as NBC
Radio has launched—another point CBS Radio
affiliates regarded as strongly in their favor.
The network will continue its “Power Plan,”

that the network’s evening rates be cut back to equivalent of prime daytime rates are
(l to r) J. Kelly Smith, administrative vice president; Ole Morby, West Coast manager
of station relations; Edward DeGray, station relations director; William A. Schudt
Jr., station relations vice president; President Adrian Murphy, and Edward Hall, sales

service manager.

SOME of the leaders of the CBS Radio affiliates, all members of the Affiliates Board,

are shawn with Netwark President Adrian Murphy immediately after last Manday's
meeting in Chicaga. L to r: seated, Jahn Patt, WIR Detroit; Mr. Murphy; Kenyon
Brawn, KWFT Wichita Falls, Affiliates Board chairman; standing, Arncld F. Schoen
Jr., WPRO Providence; George D. Coleman, WGBI Scranton; Jahn E. Fetzer, WJEF
Grand Rapids - WKZO Kalamazoo; Charles H. Crutchfield, WBT Charlatte; W. H.
Summerville, WWL New Crleans, and C. T. Lucy, WRVA Richmond.
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in which, a la NBC’s “Tandem Plan,” three
advertisers per program are offered participa-
tions in a series that encompasses three half-
hours per week. CBS Radio may change this
to five quarter-hours per week, but the agree-
ment provides that the plan will not be ex-
tended without prior consultation with the
affiliates.

The CBS Radio plan is dependent on in-
dividual negotiation; before it can become oper-
ative, affiliates representing 85% of the rate
card must sign. Network authorities, however,
appeared confident they would have no trouble.

Date for any such reduction in nighttime
costs was uncertain. Timing, officials said, will
be left to the network. But it cannot come be-
fore Aug. 25, since the network a year ago
gave a I2-month commitment not to disturb
network rates, Officials thought the change
probably would come between Aug. 25 and the
end of the year.

Concessions Made

In moving to accept the reduction in evening
rates, CBS Radio affiliates won concessions not
only relating to non-sale of participations by
the network but also committing CBS Radio to
lead a cooperative advertising campaign in
which the stations and the network will both
participate in the promotion of CBS radio
programs next fall, and to underwrite a “quali-
tative” study of radio listening, both inside and
outside the home.

CBS Radio officials also agreed to continue
to explore the possibilities of granting affiliates’
requests that daytime rates be increased. They
insisted, however, that the time for such in-
creases has not yet come.

Almost concurrently with the CBS Radio
affiliates meeting, delegates to the NARTB con-
vention were told by Alfred Stanford, publisher
of Boats, formerly of the American Newspaper
Publishers Assn.’s Bureau of Advertising, also
formerly associated with Benton & Bowles,
that he considered it “wicked” for radio to “fall
back on cutting prices’ (story page 58).

The CBS Radio affiliates meeting was held
Monday morning, followed by a session of the
affiliates board with network officials that after-
noon and again Tuesday. Then Kenyon Brown,
KWFT Wichita Falls, chairman of the affiliates
board, and CBS Radio President Adrian Mur-
phy issued the following joint statement:

“The CBS Radio Network and its affiliated
stations in a meeting in Chicago today united
in a concerted effort to strengthen the tradi-
tional CBS Radio Network policy of selling
advertiser network facilities on a time-unit
basis for their own programs rather than as
spot announcements in unrelated programs. It
was the unanimous conviction of the CBS Radio
affiliates present at the meeting held in Chicago,
May 24, as well as the CBS Radio Network,
that such a policy would best assure the con-
tinued dominance of CBS programming, and
at the same time allow the advertiser maximum
value in identifying the product or service
advertised with the program sponsored.

Resist Spot Plans

“The CBS affiliates deplored the widespread
activities of some networks in accentuating the
sale of other than the customary time and
program units. They also commended CBS
for its progressive efforts in maintaining the
structure, dignity, and audience appeal of net-
work radio and for resisting temptation to
expand network competition for spot broad-
casting through sale of participating announce-
ments.

“To stimulate still greater use of nighttime
hours for individually sponsored network pro-
grams, CBS will consider for the fall added in-
ducement to advertisers buying facilities for
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their programs by adjusting by discounts night-
time costs to approximately those of premium
daytime costs. Related to such a cost adjust-
ment, the program time of certain network
shows of 25 minutes or longer duration would
be reduced slightly to permit full one-minute
commercial or public service announcements
by the stations.

“The CBS Radio Network and its affiliates
also decided to inaugurate a jointly sponsored
fall advertising campaign to promote the pro-
grams of CBS Radio and its affiliates. They
will likewise institute a jointly sponsored quali-
tative research study of radio listening habits
throughout the United States and the impact
of radio listening on the sale and use of ad-
vertised products.”

Meanwhile, NBC President Sylvester L. (Pat)
Weaver Jr.,, Executive Vice President Robert
W, Sarnoff and other NBC top officials met
Wednesday morning with approximately a
dozen NBC Radio affiliates who had been hold-
outs against the network’s plan of selling one-
minute announcements in certain programs.
The affiliates were not asked at that time to
accept the participations plan, but participants
in the meeting said afterward they thought a
majority would do so later.

The Affiliates

The affiliates included Paul W. Morency,
WTIC Hartford; Hugh A. L, Halff and James
M. Gaines, WOAI San Antonio; Martin Camp-
bell, Alex Keese and James Moroney Ir.,
WFAA Dallas; P. A, (Buddy) Sugg, WKY
Oklahoma City; Payson Hall and Frank
Fogarty, WOW Omaha; D. L. (Tony) Provost
and Leslie H. Peard Jr., WBAL Baltimore;
Robert B. Hanna Jr., WGY Schenectady, and
Jack Harris, KPRC Houston. ’

Members of the CBS Radio affiliates board
on hand for the meetings included Chairman
Brown; Arnold F. Schoen Jr., WPRO Provi-
dence; George D, Coleman, WGBI Scranton;
C. T. Lucy, WRVA Richmond; Charles H.
Crutchfield, WBT Charlotte; W. H. Summer-
ville, WWL New Orleans; George B. Storer,
Storer Broadcasting Co.; John E. Fetzer, WIEF
Grand Rapids and WKZO Kalamazoo, and
John F. Patt, WIR Detroit. Absent were Hul-
bert Taft Jr., WKRC Cincinnati; Sal Haas,
KIRO Seattle, and Hugh Terry, KLZ Denver.

Petry Reviews Sales Methods

EDWARD PETRY, president of Edward Petry
& Co., station representatives, reviewed radio
sales techniques at a meeting of radio stations
represented by his firm, last Monday morning
at Chicago’s Palmer House.

Old-Timers’ Meet

ANNUAL BMI-NARTB “Old-Timers
Dinner,” a tradition of industry conven-
tions, was held Monday night during the
Chicago NARTB convention. Board
members and a group of veteran industry
figures were guests at the dinner held at
Sarah Siddon’s Walk, Ambassador East
Hotel.

Fellows Lauds Service
Of State Associations |

NARTB President Harold E. Fellows last week
paid tribute to presidents of the various state
and territorial broadcasters associations for con-
tributing “outstanding service” to industry at
the local level.

At the same time he announced a plan for
launching a new national bulletin service de-
signed to keep these groups apprised of ac-
tivities and developments among the various
organizations.

The occasion was a luncheon given for state
broadcasters last Monday by NARTB during
the 32nd annual convention. Mr. Fellows’ an-
nouncement of the proposal was amplified by
Ralph Hardy, NARTB vice president in charge
of government relations. Over half of the state
groups belonging to NARTB were represented.

“When it comes to a legislative hearing or a
public relations meeting . . . numbers are the
most important items in the presentation,” Mr.
Fellows said. He noted that “NARTB has
championed the cause of state associations and
will continue to do so.” He also observed
interest of the NARTB Board in cooperating
with state groups and NARTB’s attendance at
state meetings, and asked their cooperation.

Purpose of the new bulletin (Stateside) to be
issued at least monthly, would be to afford
broadcasters an interchange of information on
trends, usable news, working models -of clauses
in state legislation and means of working out
local problems. State presidents at the luncheon
expressed favor with the service, citing trends
and problems in their own states.

Mr. Hardy claimed that the industry “can't
get along with blinders on,” referring to needs
in the legislative and public relations fields:” He
said broadcasting’s interest should be kept be-
fore the public in a “favorable light.”

Mr. Hardy also cited various NARTB serv-
ices available to state broadcasters groups.

. -
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HIGHUGHTING NARTB's luncheon for presidents of state

g oy
broadcasters associations

last Monday was the interchange of views on NARTB's proposed new bulletin service -
for such groups. Seated at head of table are (I to r): John Meagher, new NARTB
radio vice president; Frank Crane, managing director, Southern California Broadcast-
ers Assn.; Ralph Hardy, NARTB vice president in charge of government relotions;
Calvin Smith, KFAC Los Angeles, representing California State Radic & Television
Broadcasters Assn., and lawrence H. Rogers, WSAZ-AM-TV Huntington, W. Va,,
president of the West Virginia Broadcasters Assn.
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MUTUAL TELLS AFFILIATES OF PLANS
FOR PARTICIPATIONS, MERCHANDISING

Network voices confidence its plans will be accepted after a meet-
ing at which proposals were made to the affiliates.

PLANS for the sale of additional “participa-
tions,” described as an expansion of the cur-
rent “multi-message” plan, and for affiliates’
organized participation in an expanded mer-
chandising project [BeT, May 17], were put to
the affiliates by MBS officials at a meeting last
Monday during the NARTB Convention.

Mutual officials said afterward they were
confident the plans would be accepted by the
affiliates. They did not ask for a vote at the
meeting.

The participations plan, which Mutual hopes
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The merchandising plan, which probably
would go into effect between Oct. 1 and Jan.
1, was described by Robert A. Schmid, ad-
ministrative vice president in charge of re-
search, advertising, promotion and publicity,
as a means of harnessing one of the network’s
“greatest” assets—its size, with 572 stations
coast to coast and with 325 of these located in
one-station markets.

Mutual affiliates, under this plan, would make
from 10 (in the case of smaller stations) to 50
(for largest outlets) calls per month on retailers

WAITING for the stort of the Mutuol affiliates’ session in Chicago are (I to r): seated,
Frank Koehler, WROV Rooncke, Vo.; Thomos F. O’'Neil, Mutuol president; standing,
Robert Carpenter, station relations director; J. E. Campeau, CKLW Windsor-Detroit;
Earl M. (Pete) Johnson, MBS administrative vice president in charge of station rela-
tions, production and engineering, and J. Glen Taylor, administrative vice president

in charge of policy for the network.

to put into effect Oct. !, permits the network
to sell “spots” within a 30-minute morning pro-
gram, a 30-minute afternoon program, and, in
the event the so-called series “A” and “B” pro-
gramming is discontinved after Dec. 31, also
within a 30-minute evening program.

Johnsen Explains

The first spot in each segment would be car-
ried by the affiliate without compensation; on
all others, compensation would be paid on a
basis in keeping with the network charge. For
instance, the affiliates were told by E. M. (Pete)
Johnson, administrative vice president in charge
of station relations, production and engineering,
that if a 30-minute drama were the participa-
tions program, the stations would receive no
compensation for the first participation sold by
Mutual, would be paid for 10 minutes for the
second, an additional 10 minutes for the third,
and another 10 minutes for the fourth.

Sale of the first participation by the network,
without compensation to the stations, “just
about gets us off the hook” for the cost of the
program, Mr. Johnson said. He also pointed
out that stations would be allowed to sell locally
any participations not sold by the network, sub-
ject to recapture by Mutual on 28 days’ notice.
Additionally, when Mutual has sold one strip,
it would be permitted to launch another 30-
minute participations program within the same
segment of the broadcast day.
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and local representatives of national advertisers,
seeking special in-store displays for the adver-
tisers. Mutual also would provide the tools
for additional promotion—decals stressing the
Mutual “plus value” theme, recorded announce-
ments {with provision for local cut-ins for ad-
vertisers), a general merchandising kit, etc.

The merchandising project was pre-tested on
several stations, including WBRK Pittsfieid,
Mass.,, and WROW Albany, N. Y, with “en-
thusiastic” response from. both agencies and
advertisers, network officials said.

Diebm Cites Necessity

Victor C. Diehm, WAZL Hazleton, Pa.,
chairman of the Mutual Affiliates Board, ex-
pressed the view that, from a competitive stand-
point, it was necessary that Mutual be allowed
to expand its sale of participations, and also
that “some sort of merchandising plan is neces-
sary.”

He voiced his personal opinion that with its
participations and merchandising proposals
Mutual “has come out with a plan that will not
only help Mutual get additional business but
will also help Mutual affiliates to get business.”

Thomas F. O’Neil, Mutual president, laid to
rest reports that General Tire & Rubber Co.,
controlling owner, was disposed to get rid of
the network. He told the affiliates that so long
as General Tire’s owned stations, its Don Lee
and Yankee regional networks, and the Mutual

organization all together continue to record a
profitable overall radio-tv report, General Tire
has no intention of disposing of Mutual.

Program plans were outlined by Herbert Rice,
programs vice president, who noted that MBS
morning programming already is strong and
is being made stronger; that the children’s block
will be strengthened, and that the strong Sun-
day mystery block, while curtailed for baseball
coverage during the summer, will be resumed
in strength in the fall. He pointed out that
Mutual had optioned the Sheriock Holmes se-
ries, with John Gielgud and Ralph Richardson,
for fall presentation.

J. Glen Taylor, administrative vice president
in charge of policy, laid the groundwork for
the detailed presentations on the participations
and merchandising plans.

‘Positive, Collective Thinking’

He said “positive, collective thinking” had
led ‘to sales enabling Mutual to keep its pro-
gramming wholly intact for the summer with-
out-the $300,000 to $3400,000 program costs that
Mutual itself would have had to lay out other-
wise. He cited the Florida Citrus Commission’s
purchase of five 25-minute periods a week for
52 weeks, Pan American Coffee Bureau’s sign-
ing for five participations a week in the “multi-
message” plan, and Bridgeport Brass Co.’s sum-
mer campaign using one participation a week
for 13 weeks.

Mr. Taylor also noted that Mutual's 20th
anniversary occurs in October, and said the net-
work will exploit the occasion fully in its sales
and programming operations.

He reported that Mutual’s gross sales for the
first quarter of 1954 were 5.1% ahead of those
for the same period last year, and that “our
summer stock looks better, and is better, than
ever before.”

Mr. Taylor listed Mutual’s advantages as in-
cluding “daytime coverage that jis second to
none,” the fact that “radic is our only busi-
ness,” a marked increase in Mutual’s audiences,
the promotion-mindedness of MBS affiliates.
the flexibility of the network, and advertisers’
sponsorship record showing that “we’re not a
hiatus network.”

Affiliate acceptance of the network’s partici-
pations plan, Mr. Taylor said, would make
Mutual competitive with other networks from
a sales standpoint, stabilize programming, make
it easy for advertisers to buy Mutual time, and
enable Mutual to deliver to advertisers “what
we say we can.”

CORRIDOR conversation engrosses (I to
r) E. J. McKellar, KVOX Moorhead, Minn.;
John Fulton, WQXI Atlanta, and Robert

A. Schmid, Mutual administrative vice
president in ¢harge of research, adver-
tising, promotion and publicity, at the
opening of the MBS offiliates’ meeting.
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The fabulous
Central Florida Citrus Belt
is covered by . . .
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Paul H. Raymer Co., Inc.







In Chicago it’s WBBM-TV ... after one short year
the top performer by every standard.

For WBBM-TV now packs the house with audiences

18% over the nearest competition. ., &87% greater

than the third ranking station. .. more than twice

as large as the fourth.

In quarter-hour wins WBBM-TV now towers over
its nearest competitor by 71%—with 203 top-rated

periods today compared to 123 a year ago.

And—where showmanship really shows—WBBM-TV
takes a bow with 10 of Chicago’s “top 15” programs
at night (compared to 9 a year ago) and 8 in the

daytime (compared to 4 a year ago).

KN For top billing in the nation’s second market, get

in the act with

Chicago’s Showmanship Television Station

Sources on request

CBS TELEVISION'S KEY STATION IN CHICAGO
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ADDRESSING TvAB’s Chicage session on behalf of small-medium market stations was

W. D. Rogers, KDUB-TV Lubbock, Tex. At his right (I to r): Norman A. Gittleson,
WJAR-TY Providence, R. |.; Neville Miller, legal counsel, and Richard A. Moare, KTTV

(TV) Los Angeles, temporary chairman.

TVAB OPENS SHOP IN

NEW YORK TODAY

WITH 100 OUTLETS AFTER NARTB MEET

Headquarters are being set up in New York’s New Weston Hotel
after rapid organization of TvAB at the Chicago convention sans
benefit of networks or NARTB. Richard Moore is temporary head.

TVAB (Television Advertising Bureau) opens
New York headquarters today Monday as a
local-national tv sales promotion agency with
about a third of the 375-odd stations as mem-
bers, according to Richard A. Moore, KTTV
(TV) Los Angeles, temporary chairman.

Headquarters are being set up in the New
Weston Hotel under direction of an executive
committee headed by Mr. Moore. The project
was first set up last April 22 and was launched
formally at the NARTB Chicago convention
without network (except o&o stations) or
NARTB participation.

“We're in business—faster than we expected,”
Mr. Moore told B®*T. “TvAB is a going con-
cern with around one-third of stations signed
and more coming in ¢very hour.”

More Stations Join TvAB

A half-day program in Chicago last Monday
morning brought in new members as TvAB's
organizers made spirited pleas showing the need
of a promotional agency to sell the new adver-
tising medium. Sparking the project are na-
tional representatives, with networks and
NARTB privately irked—networks because the
promotion is local-national spot and non-net.
work in scope; NARTB because it has been de-
veloping a media-wide project which still is in
the drafting stage.

TvAB moved swiftly and dramatically last
week at the convention. It claimed to be
around the one hundred mark in station signa-
tures, and is shooting toward a $500,000 first-
year budget. Many of its signers reserved the
right to obtain ownership approval. Many
non-signers are waiting to see what happens.
They want to see what sort of promotion will
be done and who will do it. They are interested
in looking over the board membership when
directors are elected.

Key personnel in TvAB, besides Mr. Moore,
are Richard P. Doherty, consultant, who now
fills that role on a permanent basis. He will
work on membership activity and organiza-
tional matters. Neville Miller, Washington
radio attorney who wrote TvAB's bylaws draft,
has been retained as legal consuttant. They wili
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be consultants to the TvAB board.

Three working committees will be named this
Seek. They will deal with selection of a
project director, membership and planning. All
will be representative of the full membership.
Tom Harker, Storer Broadcasting Co., is tem-
porary treasurer and Mr. Moore continues as
temporary chairman of the executive committee.
They operate until successors are elected.

Registration cards are being sent every mem-
ber to obtain a list of those eligible to run for
board membership. A nominating committee
will draw up a list of names for a mail ballot-
ing. Clerical help will be hired at once. The
15-man board will be equally representative of
three classes, based on population of city in
which station is located under 150,000 popula-
tion; 150,000-500,000; over 500,000.

The list of carly signatories included, among
others, such stations as WOR-TV New York;
KOA-TV Denver; WHBF-TV Rock Island, Ill.;
WDTV (TV) Pittsburgh; WAGA-TV Atlanta
and other Storer Broadcasting Co. stations;
WRGB (TV) Schenectady, N. Y.; WGN-TV
Chicago; KTTV (TV) Los Angeles; WBTV
(TV) Charloite, N. C; KPRC-TV Houston;
WMTW (TV) Poland Springs, Me.; WFIL-TV
Philadelphia; WABT-TV and WBRC-TV Birm-
ingham; KRON-TV San Francisco; WJIAR-TV
Providence, R. 1.; WSAZ.TV Huntington, W.
Va.; WHIZ-TV Zanesville, Ohio; WHB-TV

QUARTET of TvAB organizers at Chicago (| to r): Richard P.

Kansas City; WMT-TV Waterloo, Iowa; KFEL-
TV Denver.

Mr. Moore kicked off the TvAB member-
ship rally by observing that “each tv operator
has in his hands the all-time giant of advertis-
ing,” yet it is the only major medium that still
is not organized. By pooling rescurces, he said,
tv can get more than 7% of the $8 billion ad-
vertising fund. Just 1% of that fund would
amount to an $80 million increase, he said.

TvAB will set up a nominating committee
before mail balloting to name a board of direc-
tors which can be in operation by July I. An
executive committee of 12 continues until the

- board is formed, with the organization com-

mittee disbanding.

Robert M. Purcell, of Robert M. Purcell
Television, Hollywood, narrated a slide film
reviewing the TvAB sales situation and show-
ing the need for the sales promotion unit.

Arthur Porter, vice president of Leo Burnett
Co., Chicago agency, said agencies will wel-
come research showing how many advertising
impressions are created for each dollar spent.
“Precision media buying is the order of the
day,” he said.

Leslie C. Johnson, WHBF-TV Rock Island,
111, said resistance is developing in the sale of
daytime and fringe tv time, with some stations
already pricing themselves out of the market.
He cited the trouble of increased costs. He
personally preferred percentage of revenue as a
basis for dues instead of the highest Class A
quarter-hour rate per month.

Harold P. See, KRON-TV San Francisco,
contended TvAB would help develop depart-
ment store business and cited increased operat.
ing costs. Vernon A. Nolte, WHIZ-TV Zanes-
ville, Ohio, argued TvAB would help develop
national spot, a disappointment in many uhf
operations.

W. D. Rogers, KDUB-TV Lubbock, Tex.,
said millions are spent in promoting newspaper
advertising in small and medium cities, whereas
nobody is telling the tv story.

Radio History Series
Offered Free by BMI

A RADIO program series, written by outstand-
ing U. S. historians and designed to tell the
American story from “the age of discovery” to
the “age of the atom,” will be given free to
all radio stations by Broadcast Music Inc.

Carl Haverlin, BMI president, announced the
ambitious project last week in Chicago. He
said that BMI and the Society of American His-
torians are cooperating in the project. Sixty
leading historians, including six Pulitzer Prize
winders, will write the shows.

Shafto Elected to BMI Board
G:~RICHARD SHAFTOQ, vice president and
general manager of WIS-AM-TV Columbia,
S. C,, and WIST Charlotte, N. C., was elected
to the board of Broadcast Music Inc. at a
May 23 meeting of the board in Chicago.

- >

consultant;
VYernon A. Nolte, WHIZ-TV Zanesville, Ohio; Harold P. See, KRON-TV San Francisco,
and Leslie C. Johnson, WHBF-TY Rock Island, !l

Doherty,
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IN SAN FRANCISCO...

*THEY STILL
DANCE TO
HIS TUNE...

And maybe you danced to his orchestra, for Del Courtney is still one of the big names in music.
You saw him, maybe, at the Ambassador in New York, the Stevens in Chicago, the

Cocoanut Grove in Los Angeles, the Roosevelt in New Orleans or at any of many

great hotels throughout the nation.

Del’s still a great band leader, but his first love now lies in the personalities and novelties
of his own TV show...San Francisco’s highest-rated locally produced program, the only
such program in recent San Francisco history to reach the top ten among all

daytime adult shows, local or network.

Participations are yours at an amazingly low cost per thousand. Remember, in San Francisco,

*they still dance to Del Courtney’s tune. $Women, pasileularty

The Del Courtney Show
: Monday thru Friday, 1-2 p.m.
Film feature and live

The Del Courtney Sunday Show
i Live; 4-4:30 p.m.
2 SAN FRANCISCO, CALIF.

...affiliated with CBS and DuMont
Television Networks...represented
by the Katz Agency
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ESAU, ROGERS NAMED
TO NARTB TV BOARD

Election of the two new mem-
bers boosts the unit's member-
ship from 13 to 15. Five other
directors were re-elected.

NARTB is operating with a 15-man television
board, two more than before, following elec-
tion of seven tv directors at the Chicago con-
vention. Decision to increase the board from
13 to 15 was reached at a luncheon meeting
of the directors, held just prior to the Monday
business meeting of the membership.

Two new members, John Esau, KTVQ (TV)
Oklahoma City, and W. D. Rogers Jr., KDUB-
TV Lubbock, Texas, were elected with the sup-
port of uhf members and as a tv-only station
operator. Paul Raibourn, KTLA (TV) Los An-
geles, was re-elected as a tv-only director.

The other four, all re-elections, were Robert
D. Swezey, WDSU-TV New Orleans, who has
been chairman of the board; George B. Storer,
Storer Broadcasting Co.; Clair R. McCollough,
Steinman Stations, and Harold Hough, WBAP-
TV Fort Worth. Mr. Rogers had been on the
board before, and Mr. Esau had been a radio
director.

Judge Justin Miller, retired NARTB board
chairman and now legal consultant to the as-
sociation, presided at the election.

A report submitted to the membership by
Vice President Thad Brown and summarized
by Chairman Swezey, detailed some of the
highlights of the television achievements of
NARTB during the year.

Industry teamwork and cooperation helped

make color tv a reality during the past year,
the report emphasized. The all-industry tv
music license committee was lauded for its
negotiations leading to ASCAP blanket and
per program agreements. Dwight W, Martin,
General Teleradio, was committee chairman.

Tv Circulation Plan

A multi-million dollar long-range tv circula«
tion measurement plan has moved toward the
pre-testing stage and work will be underway
in a few weeks, it was pointed out. Sports re-
lations show encouragement in some fields but
the NCAA college football plan was mentioned
as showing a lack of understanding between
telecasters and colleges. Work of George J.
Higgins, KMBC Kansas City, chairman of the
NARTB Sports Committee, was lauded.

Criticism was voiced on the canons of the
American Bar Assn. prohibiting tv coverage
of judicial proceedings as well as attempts of
some state legislatures to bar cameras.

Criticism of television was found to be di-
minishing, with the Television Code and an
NARTRB public relations program praise.

Another achievement is the station-distribu-
tor standard film contract, designed for volun-
tary use by the industry. The contract is about
ready for final action by the two groups.

In the Tv Board election process, the list
of nominees included Robert B. Hanna Jr.,
WRGB (TV) Schenectady, N. Y.; Wayne Coy,
KOB-TV Albuquerque, N. M.; Allen M.
Woodall, WDAK-TV Columbus, Ga.; Harold
P. See, KRON-TV San Francisco; Mortimer
C. Watters, WCPO-TV Cincinnati; D. L. Pro-
vost, WBAL-TV Baltimore.

Tally clerks for the election were P. A. Sugg,
WKY-TV Oklahoma City; Gordun Gray,
WOR-TV New York; Joseph E. Baudino, West-
inghouse Broadcasting Co.; Gene O'Fallon,
KFEL-TV Denver, and Joseph Brenner,
KBAY-TV San Francisco.
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NEW DIRECTORS elected Monday to the Tv Board include (I to r) W. D. Rogers Jr.,
KDUB-TY Lubbock. Tex.; Paul Raibourn,- KTLA (TV) Los Angeles; Robert D. Swezey,
WDSU-TV New Orleans; Clair R. McCollough, Steinman Stations; John Esau, KTVQ
(TV) Oklahoma City, and George B. Storer, Storer Broadcasting Co. Absent when
photo was taken was Harold Hough, WBAP-TV Fort Worth.

RETURNS from tv precincts were checked by a five-man tally board during election
of NARTB video directors at Chicago. L to r: Gene O'Fallon, KFEL-TV Denver; Joseph
E. Baudino, KDKA Pittsburgh; Gordon Gray, WOR-TV New York; Joseph Brenner,
KBAY-TV San Francisco, and P. A. Sugg, WKY-TV Okiahoma City.

MULTIPLEXING MAY BOOST FM—STERLING

Multiplexing will mean more
revenue, stronger program-
ming and better service

A PREDICTION that multiplexing may give
fm “the revitalization it needs” was advanced
by FCC Comr. George E. Sterling last week.

Speaking to an estimated 150 to 200 broad-
casters at the Monday fm session of the
NARTRB convention—described as the largest
fm turnout at an NARTB convention in recent
years—Comr, Sterling said he felt that, if FCC
adopts “in some form” its proposal to authorize
multiplexing, the result will be more revenue
for fm stations, stronger programming, and
better service.

Comr. Sterling shared the spotlight at the
meeting with a group of fm broadcasters—
Walter Brown, WDXY (FM) Spartanburg,
S. C.; Merrill Lindsay, WSOY-FM Decatur,
Ill.; Winslow Porter, WRFL-FM Winchester
Va.; Edward Wheeler, WEAW-FM Evanston,
IIl., and John F. Meagher, KYSM-FM Man-
kato, Minn., newly-elected NARTB vice presi-
dent for radio—in discussions of multiplexing,
high fidelity, fm programming and fm sales
policies. Ben Strouse, WWDC-FM Washing-
ton, chairman of the Fm Committee, presided.

Mr. Meagher, in a brief statement, reassured
the fm operators that NARTB’s abolition of its
Fm Dept. was part of an organizational re-
alignment which, far from implying a “scuttling”
of fm, should lead to better NARTB service
to fm broadcasters.

Mr. Lindsay, introduced by Chairman
Strouse as a man who not only is making
money out of fm but also is applying for an-
other station, stressed that in fm, as in any

broadcast medium, “the answer is in programs
—you won't have trouble if you have programs
that people want to hear.” He said, “I don’t
know any way to make money in am, fm or tv
unless there is reason for people to tune in.”

Mr. Lindsay questioned whether fm could
be sold on the basis of its high-fidelity quali-
ties—a position that was challenged in later
statements from the floor—and said that WSOY-
FM, which programs sports separately from
WSOY, had made its profits entirely from its
sports coverage.

Mr. Wheeler stressed the importance of
storecasting as a source of fm revenue, assert-
ing that storecasting programs can also be
made highly attractive to home audiences. In
answer to a question, he estimated that in-
stallations in 15 to 100 stores are necessary for
a successful storecasting operation. WEAW-
FM, he said, has installations in some 500.

Comr. Sterling, voicing his view that multi-
plexing technically is past the experimental, de-
velopmental stage, stressed that multiplexing,
under the Commission’s proposed rules, would
not result in deterioration of the basic fm
signal. He said FCC considers the additional
signal that comes from multiplexing to be an
“adjunct” to fm, not a “replacement” for it.

Mr., Strouse relayed to the assembled fm
broadcasters a suggestion, which he said came
from an NARTB fm committee member, that
the Johnson bill to exempt from excise tax any
tv set that contains uhf as well as vhf be
amended to apply equally to any radio set that
includes fm as well as am.

Summing up, Mr. Wheeler said that ap-
parently many fm operators were wondering

if they could keep fm station on the air. “We
can't afford to cut it off,” he observed.
BROADCASTING. ® TELECASTING
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(...about KQV’s popularity

outside of Pittsburgh!)

THE CASE: Since last August, KQYV has led «// other stations
in program “Firsts” in Piusburgh according to Pulse Surveys.
This KQV leadership in top-rated local and CBS shows con-
tinues to grow each month. And now, a new Pulse Survey of our
Half MV-M area covering all or parts of nine couaties . . . and
including 25 stations . . . shows that KQV’s ratings outside of
Pitsburgh coincide almost perfectly with KQV’s high Metropolitan
Pittsburgh ratings.

THE EVIDENCE (O

NINE - COUNTY
/ PITTSBURGH PULSE RATING

PULSE RATING
11:00 to 11:13 AM
7.6

7-0

.30 1:45 PM
1:30 to 6.3

6.4

6:45 to 7:00 PM

5.1
5.1

5.5
5.6

7.45 10 8:00 PM

THE VERDICT: KQV not only “gets out” into the rich
suburban counties of the Pittsburgh market . . . but actually
leads in listener preference there almost as predominantly
as it does in Metropolitan Pittsburgh. So if you want to sell
all of the dynamic new Pittsburgh market, your key is KQV!

F ST g, "*f*‘i ‘;.-- g

CBS R(lle IN PITTSBURGH

National Rep: PAUL H. RAYMER Co. New York + Chicago » Detroit + San Francisco ¢ Hollywood « Atlanta * Dallas
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THE RIGHT TRANSMITTER

FOR YOUR "SPECIAL" NEED
Standord Electronics offers you the most adapt-
able VHF equipment in the industry today . . . to
solve your station’s expansion problems on the
basis of individual needs and market require-
ments,
For example, to start television service, you may
choose an economical, trouble-free 5 or 10 KW
100% air cocled S-E transmitter. Later, go to 20,
25, 40 or 50 KW output, simply by adding o
matching S-E amplifier. You get the right com-
bination of the best equipment lo give you the
ERP you need at any time.

For television stations now on the air who want
to improve their competitive status with a moxi-
mum power signal . . . Standard Electronics offers
a complete line of 100% air cooled amplifiers .. .
DESIGNED TO DRIVE DIRECTLY FROM YOUR
PRESENT TRANSMITTER, whatever its make . . .
with no need fo replace any part of your existing
equipment. YES, EVEN IF YOU HAVE A 2 KW
TRANSMITTER, IT CAN BE EXPANDED TO 20 KW
WITH ONLY THE ADDITION OF A S-E AMPLIFIER.
Your high power broa