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We do our
best advertising
here

74 N

The best advertising for KPRC-TV,

The Houston Television Station

is done on Houston's television screens.
That’s where performance records are
really written. You'll get your own
testimontal on the benefits

of Quality Salesmanship. The sure,
trouble-free and economical operation
will delight both you and your
advertising budget.

- HOUSTON, TEXAS
o 51
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WITH SMILING JACK SMITH as host, this famous faverite of TV
half-hours—YOU ASKED FOR IT—is now available on film for
your markets.

With ratings consistently around 20 and better in all services,
YOU ASKED FOR IT has a family audience ideally balanced
between men, women and children...a huge audience of pros-
pective customers.

PRE-TESTED for more than 8 years on 81 network stations, YOU
ASKED FOR IT has never been without a sponsor. One sponsor
reports that, using this program as his cnly advertising, his busi-
ness increased 5 times in 4 years.

80,000 MAIL COUNT per year every year verifies audience interest
...and interest means potential sales.

104 EPISODES AVAILABLE right now...so investigate YOU ASKED
FOR IT today.

CROSBY/BROWN
PRODUCTIONS

BING CROSBY, Chairman + KENYCN BROWN, President
Telephone or wire collect: '
HENRY R. FLYNN, General Manager
1000 North Cahuenga Blvd., Holiywood 38, Calif., HOllywood 2-7311

Check these other shows from CROSBY/BROWN who produce and
syndicate non-fiction, true-to-life travei and adventure programs.
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tO HOUStUﬂ ... Some of the best transportation facilities in the
world provide a wital link and outlet to the spectacular Houston economy.
Outstanding facilities by land, air, or from the sea through the great
Port of Houston, third largest in the nation, makes Texas’ largest city
one of the most accessible cities in the world. A vital link also
in the lives of the dynamic people of Houston is KTRK-TV
with news, public service, and popular family entertainment. KTRK'TV Channel 13

THE CHRONICLE STATION
P, 0. BOX 12, HOUSTON I, TEXAS-ABC BASIC - HOUSTON CONSOLIDATED TELEVISION CO. - NATIONAL REPRESENTATIVES: GEO. P. HOLLINGBERY CO., 500 FIFTH AVENUE,
NEW YORK 36, N. Y. - GENERAL MANAGER, WILLARD E. WALBRIDGE; COMMERCIAL MANAGER, BILL BENNETT.
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EFFECTIVE BUYING INCOME per family in the WGAL-TV coverage

area is $6,461. Advertise your product where there is money to buy it!
WGAL-TV reaches all of the rich Lancaster-Harrisburg-York market.

AMERICA'S 10th TV MARKET
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Bent on quizzer quiz ® While Chair-
man Oren Harris (D-Ark.) refuses to
comment, his House Iegislative Over-
sight Subcommittee 1s making every
effort to hold first round of hearings in
tv quiz investigation prior to adjourn-
ment of present session. This is less than
month away even in estimates of most
pessimistic congressmen.

Rep. Harris refused to confirm or
deny these reports. He said: “We will
not hold hearings until we are ready
and we are not ready.” However, sev-
eral other subcommittee sources main-
tained, when investigation was first an-
nounced, they had enough damaging evi-
dence to proceed without grand jury
testimony (see story, page 76). Adding
to hearing prospects is fact parent Com-
merce Committee, also headed by Rep.
Harris, has no hearings on calendar for
remainder of session. This also is true
of all subcommittees.

Investors alert ® Quests for tv stations
by well-heeled interests are at all-time
high. In addition to motion picture com-
panies (20th Century-Fox, Columbia
Pictures, National Theatres & Televi-
sion Inc.) at least dozen other interests,
some of which already have footholds,
are seeking new properties. Optimistic
reports of Wall Street houses on tv fu-
tures have heightened investor interest.

Although unconfirmed, one report of
significance was that General Electric
Co., pioneer in broadcasting and
owner of WGY (AM), WGFM (FM)
and WRGB (TV) Schenectady, N.Y.,
would seek its full quota of tv and pos-
sibly am stations. GE formerly owned
KGO San Francisco and KOA Denver
(before tv) but for past two decades has
operated only Schenectady stations.,

On labor front ® In Washington last
week for hard-won labor reform bill
fight was Ward L. Quaal, vice president-
general manager of WGN Inc., Chi-
cago, and chairman of NAB Labor
Relations Advisory Committee, who
worked with Charles H. Tower, NAB’s
manager of broadcast personnel & eco-
nomics. Seeking to offset open lobby-
ing of labor forces opposing Griffin-
Landrum measure, they indoctrinated
House leadership on dire effects mild
reform legislation would have upon
freedom of stations to maintain un-
interrupted service. Broadcasters sup-
ported  successful  Griffin-Landrum
measure because it would clarify sec-
ondary boycott provisions and outlaw

CLOSED CIRCUIT:

blackmail picketing which has caused
great injury to struck stations in recent
months.

Combating catv ¢ In new all-out ef-
fort to combat inroads of catv opera-
tors, newly organized Hometown Free
Tv Stations are soliciting support, both
politically and financially. William C.
Grove, KFBC-TV Cheyenne, Wyo., and
KSTF (TV) Scottsbluff, Neb., as tem-
porary president, has written similarly
situated stations asking that donations
be sent to him or to Marshall Pengra,
treasurer, at KLTV (TV) Tyler, Texas.
Regular members are asked to subscribe
$200 for initiation, plus one-hour rate
per month for 18 months. Associate
members are simply asked to make con-
tributions.

New Ayer center ® N.W. Ayer & Son
will install New York tv communica-
tions center in new Time-Life Bldg.
quarters to be occupied this winter.
Facilities planned include modern tv
studio with 16-mm and 35-mm cameras
and projection and reception of video-
tape. Move also will consolidate offices
of programming, commercial produc-
tion and other New York functions
of Ayer which now occupy space in
various offices at 30 Rockefeller Plaza
and at International Bldg.

Falcon advance ® Ford Div.’s “com-
pact” automobile (Falcon) is not wait-
ing for its early October introduction
to start promotion on broadcast media.
Plans reportedly underway for use of
NBC Radio’s Monitor in September,
full month in advance of auto’s intro-
duction date. Tv also will be involved.

Montana tv bid ® New option for
acquisition of KFBB-AM-TV Great
Falls, Mont. has been procured by
group of three investors identified with
broadcasting-motion picture field and
may be exercised later this month or
next. Price for 100% of stock is in area
of $616,000, with Joseph P. Wilkins,
president and general manager, and sev-
eral associates holding 2,305 out of
2,800 shares. Transaction, if and when
consummated, would constitute second
recent negotiation for sale of property
by Wilkins group. Previous transaction
with group headed by Ed Craney, Mon-
tana broadcaster, was dropped last year
because of prospective catv competi-
tion. KFBB-TV is on ch. 5 and affiliated
with all three networks. KFBB operates
on 1310 kc with 5 kw fulltime.

Reason for denial ® Behind special
Senate Foreign Relations Subcommittee
refusal to ok NARBA-Mexican treaty
agreements (BrRoabpcasTiNg, Aug. 10)
was senators’ desire to protect further
efforts by daytimers for extended hours.
FCC had denied daytime petition same
week subcommittee, headed by Sen.
Wayne Morse (D-Ore.), held one day
hearing on international broadcast
agreements (BROADCASTING, July 13).
Consensus among five senators on com-
mittee was that no action should be
taken prejudicing daytimer case until
all legal steps had been exhausted and
also view that further delay would make
no difference since treaties have been
awaiting ratification since 1950.

Catv and pay tv e Capitol Hill, which
manifests concern in all things tv, is
noting with interest investment house
study (Value Line Survey, Arnold
Bernhard & Co.) of National Theatres
Inc., which recently became National
Theatres & Television Inc. Study men-
tions recent acquisition by NT&T
(BROADCASTING, June 29) of seven-year
old Williamsport (Pa.} Tv Cable Corp.,
feeding 8,500 homes by catv, and with
potential of 15,000 customers, at esti-
mated cost of $1 to $1.5 million.

Being scrutinized is this observation:
“We consider the transaction to be im-
portant in terms of National’s future
potential. In our opinion the com-
munity’s television system represents a
stepping-stone for National Theatres
into pay tv. If, indeed, National em-
ploys Williamsport as a testing ground
***it would be the first theatre com-
pany to enter the field. Should pay tv
materialize as this service believes like-
ly, National Theatres would then have
a substantial head start.”

That canon again ¢ First concrete step
toward removal of Canon 35, anti-
broadcast clause, from American Bar
Assn. and state codes of ethics is ex-
pected this weekend as ABA conven-
tion gets under way at Miami. This will
be foot-in-the-door proposal to exempt
traffic court proceedings from court-
room broadcast ban, originating in
ABA’s Traffic Safety Committee.
Chance of affirmative action this year
by ABA House of Delegates is believed
slim though recent North Dakota em-
broglio in which traffic court broadcasts
were halted by Canon 35 points to
ridiculous results of ABA’s ethical rule,
adopted in pre-tv era.

Published every Monday, 53rd issue (Yearbook Number) published in September by BROADCASTING PUBLICATIONS INc.,
1735 DeSales St., N, W., Washington 6, D. C. Second-class postage paid at Washington, D. C.
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Sales are UP in booming Detroit

Dept. Store Sales. . ... .... UP 17.5%
New Car Sales. . ... ...... UP 76.5%
Factory Payrolls. . ... . .. .. UP 26.3%
Car and Truck Output. ... . . UP 66.7%

And UP is definitely the word for
WJBK-TV viewers

Both July and June ARB 35.2%
of audience —almost 20 % higher
than any other Detroit station.

{(—one of CBS’ highest in any
4-or-more station market.)

You know where your audience
and sales are going with WJBK-TV —
They’re going UP!

a STORER station

caLL KATZ

STORER NAT'L SALES OFFICES
625 Madlson Ave., N.Y. 22
*
230 N. Michigan Ave.
Chiecago 1

£
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WEEK IN BRIEF THE

' %
Radio sells the salesman, too ®* When the Southern lA“ SI NG

California Chevrolet Dealers wanted to sell more cars

to more people by the time-tested technique of inducing
their salesmen to make personal phone calls to pro- MARKET
spects, they learned from their advertising agency that 1S
a radio campaign could sell both prospect and salesman.
The case history is related by Jess M. Johns, president, MOVING UP...
Eisaman-Johns Adv., Los Angeles, in this week’s MON-
MR. JOHNS DAY MEMoO. Page 21.
Three for the show ® Chief executives of the tv networks, going into the now ranked 6 9 th
tightest competitive season yet, describe their individual program philoso- (SRDS — May, 1955)

phies in exclusive interviews with BROADCASTING editors. ABC-TV’s
Oliver Treyz, CBS-TV’s Louis Cowan and NBC-TV’s Robert Sarnoff tell
why each thinks he’s on the right track. Page 27.

Coffee commercial perks ® The story of Maxwell House’s new spot
commercial: A theme, a sound and a visualization. Page 37.

Friendly Schenley (Part 11) » It lilts, it’s folksy and it repeats the name
of Schenley at least nine times in 55-seconds. Demonstration commercial
is played for newsmen. Page 42.

Glass-house gang ® Libby-Owens-Ford is building its entire sales pro-
gram for the coming season around the ABC-TV series, Bourbon Street
Beat. Distributors were enlisted in the elaborate campaign at a national
sales conference, held on closed-circuit tv. Page 44,

Big results in small market radio ® Here’s how Pet Milk Co., Gardner
Adyv., Keystone Broadcasting System each year utilize a low-cost country
& western music talent contest for a happy payoff. Page 46.

Tape shop talk ® At unique N.W. Ayer-Telestudios meeting, agency
points up desire for magazine picture quality in commercial tapes.

Page 50.

Billion dollar take ® Tv reached billion dollar crest in 1958 in total
revenues; profit moved up after slumping in 1957 from previous year’s
high. Page 56.

New group owner ® Nafi Corp. buys KCOP (TV) Los Angeles and
KOBY San Francisco in second and third buy into broadcasting business.

West coast company, which bought KPTV(TV) Portland, Ore., several Take @ look at the latest Hooper (J-F, 1959}
months ago sets up broadcast and syndication divisions under pioneer
broadcaster Kenyon Brown. Page 62, STATION

¥ & TIME witLs B
More about radio’s muscles ® Special studies commissioned by RAB Mon-Fri

7:00 am 57.0 26.5

shows (1) aural medium popularity in consumer pre-buying hours, and 1200
: noon

(2) widespread use of portables at beach. Also, latest figures on second
quarter of 1958 show increase in number of firms using radio along with Mon-Fri

increase in brand names advertised. Page 66. 12:00 noon | 66.2 16.3
6:00 pm
DEPARTMENTS _ )
% Michigan’s capital city market
AT DEADLINE ........coovvvuennn. 9 LEAD STORY ......... ............ 27 now boasts
BROADCAST ADVERTISING ......... 37 THE MEDIA ...........covvenvnn.. 56 ® 91,960 households
igﬂ:gsli“:ﬂil‘h;s ................ zg l(\)AI?EILD?AYIKé\AEMO ................. 12; ® $366,285,000 retail sales
CLOSED CIRCUIT ................. 5 OUR RESPECTS ................... m ® $588,989,000 spendable
COLORCASTING .........0vvvnnnn, 86 PROGRAMMING .................. 80 income
DATEBOOK .........covvveenennn. 14 WEEK'S HEADLINES .............. 10
EDITORIAL PAGE ................. 112
EQUIPMENT & ENGINEERING ...... 87 . Represented by VENARD, RINTOUL & McCONNELL, Inc.
FANFARE ......oooiriininnnannnns 96 b ¢ss . :
WILS is
FATES & FORTUNES ............... 89 e ST, \ .
FOR THE RECORD ...... . .. 110 98 4T\ 31 E ossociated with -
GOVERNMENT ................... 70 o =z B, & NBC * CHANNEL 10
INTERNATIONAL ................. 95 eviatt Ny i studios in Lansing -

Jackson — Battle Creek

015 and WPON-PONTIAC
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EADERSHIP

In Providence, R.I.
TOPS IN ARB/NIELSEN,PULSE

ARB (April-May 1959) 4 week sur-
vey gives WPRO-TV a whopping
average 45.5% share of audience
all week long — 25% more than
its nearest competitor.

NEED MORE PROOF?

WPRO-TV has 14 out of 15 once-
a-week top-rated shows. WPRO-TV
has 7 out of 10 top-rated multi-
weekly shows. EVERY DAY, EVERY

NIELSEN (April-May 1959) shows WEEK most consumers respond to
WPRO-TV dominance with a spectacu- WPRO-TV leadership in Southern

lar 43.5% average share of audience Nevl.; England, the multi-billion
market. -

all week long.

See what's hnhpened in Providence.
PULSE (May 1959) proves again Then nail down your schedule with }

Gene Wilkin at PLantations 1-9776,

WPRO-TV leadership with an aver- or your Blair man

age 48.6% share Mondays
through Fridays, a 45% share on
. Sundays. ,

WPRO-TV 12

24 Mason Street, Providence 2, R. I.

Albany Raoleigh-Durham Providence

10 . 11 12
~ CBS AFFILIATES
CAPITAL CITIES TELEVISION
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Re-evaluation of radio music pro-
gramming and commercials by local
stations is suggested by J. Walter
Thompson Co.’s Chicago research de-
partment on basis of its housewives’ ra-
dio study. Survey sought to ascertain
full-day listening habits and attitudes of
3,233 housewives comprising JWT’s
National Family Advisory Staff Panel,
with 90% mail response. Project is
guidepost to JWT clients as well as net-
works, stations, other agencies and their
clients.

Among conclusions: (1) housewives
like radio for music and news, but many
radio stations are not giving top billing
to preferred type of music; (2) they vary
in overall programming preference by
age group. Study suggests long-term
potential in station slanting program-
ming to either young or old because of
one-station listener loyalty.

Two most frequent observations on
commercials were adverse. Among 771
respondents, 44.6% felt they were “too
often or too long” and 18.5% “boring
and silly.” Considerably fewer regard
commercials as “enjoyable” (10.6%)
and “informative” (8.4%). As result,
JWT research department felt “a whole
series of studies probably are in order.”

Study also noted ‘“radio finds its
greatest usefulness” in music-news, with
36.2% of 1,689 respondents expressing
such preference and 27% feeling radio
supplements other activities. Medium
also cited for “local coverage and its
role as the housewife’s companion,” as
well as value for emergency news and
storm warnings (CLOSED CIrRcUIT,
April 20).

Radio Commercials ¢ With respect
to commercials: (1) most complaints
came from infrequent listeners; (2)
older housewives ‘“tend to be patient
with the frequency and length”; (3)
women with some college training and
those in “upper status” are more likely
than others to consider commercials
“too long and too frequently heard.”

Programwise, 48.3% of 437 re-
spondents want less rock & roll and
30.9% more “good music,” with others
favoring more educational shows, dra-
mas and mysteries. Among 2,705 re-

BROADCASTING, August 17, 1959

AT DEADLINE

LATE NEWSBREAKS APPEAR ON THIS PAGE AND NEXT e DETAILED COVERAGE OF THE WEEK BEGINS PAGE 27

JWT RELEASES RADIO STUDY

Finds housewives want better music,
shorter, less-frequent commercials

spondents, 74% indicate they listen
mostly to one station, while 68.8% of
those with both am-fm receivers pre-
fer am for their listening.

Total of 33% of housewife respond-
ents mentioned driving as most impor-
tant activity while listening. Though
JWT has conducted similar surveys in
past (for Seven-Up and drug trade
groups), this was first designed for all its
clients. Study was intended merely as
guidepost and not for quantitate
(cumulative) measurement of tune-in.
It’s described as representative of “mid-
dle majority of American families” in
terms of social status.

Among other findings:

e About 20% reported tv supplants
radio and 16% consider radio supple-
ment to tv (for those things not avail-
able on tv such as frequent newscasts).

e Among respondents stating single
program preferences, music was “main
pleasure” with 54% and news second

No more jam?

End of Soviet jamming of
USIA foreign language broadcasts
beamed behind Iron Curtain may
be in sight. USIA Director
George V. Allen, who accom-
panied Vice President Nixon on
recent trip to Russia, indicated as
much in answering questions at
National Press Club luncheon
late last week.

He was asked if there would be
relaxation of Soviet jamming ac-
tivities, estimated to cost $113
million yearly. Mr. Allen replied
he got impression Russians are
embarrassed after having been
needled on subject. He started to
go further but stopped with: “Let
it go at that.” Another high USIA
official, when asked privately
what director meant, replied: “I
wouldn’t be surprised if they cut
down or even cut out their jam-
ming.” Presumably, such relaxa-
tion also would free Radio Free
Europe and Radio Liberation
broadcasts.

with 36%. Sweet music and waltzes
were favored by 55%.

e There are definite peak listening
periods—8 a.m., 12 noon and 6 p.m.
Specifically: during morning hours
about 25% have radio tuned in, in-
creasing to 30% at noon with average
of 18% through afternoon hours. At
6 p.m. figure hits 25% and during later
evening hours, with tv competing, 17%
of housewives listen to radio.

e Average for all women respondents
is 2.9 hours of listening per day, which
JWT “acknowledges to be high in re-
lation to Nielsen data.”

With respect to station loyalty, those
in rural and small towns with favorite
stations tend to stick more to one sta-
tion (80% had favorite station) while
in urban areas having wide choice of
stations, 68% remained loyal to one.

New comments date
for Calif. vhf plans

FCC Friday extended deadline to
Sept. 23 for comments on proposals to
add vhf channels to Fresno, Bakersfield
and Sacramento-San Francisco-Reno
areas. Comments originally were due
Aug. 24, following Commission pro-
posals issued last month to add three
vhf channels to Fresno, two vhfs to
Bakersfield (with one vhf already
there), and additional vhfs to either
Sacramento, San Francisco or Reno,
Nev. Deadline for reply comments was
extended to Oct. 8.

Requests for extensions were made
by KFRE-TV Fresno and KSAN San
Francisco. Also involved in proposed
reallocations are Salinas and Santa
Barbara, Calif., and Goldfield and
Tonopah, Nev.

Also, FCC reported Friday, follow-
ing allocation requests:

¢ WSEE-TV Erie, Pa. Requests sec-
ond vhf outlet to Erie by assigning ch.
6, 9 or 5 to Erie, all involving sub-
mileage spacings. Allocation of chs. 9
or 5 to Erie would also involve re-
assignments in Wheeling, W.Va.; Steu-
benville, Cleveland, Columbus, Dayton,
all Ohio; Indianapolis, Ind., and Louis-
ville, Ky. WSEE-TV operates on ch. 35.

¢ KTWO-TV Casper, Wyo., asks
allocation of ch. 6 to Lander, Wyo.,
from Casper. This would leave ch. 2 in
Casper. Ch. 6 was held by Donald
Hathaway’s KSPR-TV, but was sur-
rendered last month and equipment
was sold to Casper cable tv company.



AT DEADLINE

Paul Weeks dies

Paul Weeks, 50, who retired last Oc-
tober because of ill health as vice presi-
dent and original partner of H-R Repre-
sentatives Inc., station representative,
died of heart attack Thursday (Aug. 13)
at Harlingen, Tex. Mr. Weeks had es-
tablished retail shoe business in Har-
lingen. Native Chicagoan, Mr. Weeks
left executive post with Illinois public
utility in 1940 at suggestion of Dwight
Reed, then vice president and Chicago
manager of Headley-Reed, to join sales
staff, was transferred nine years later to
that firm’s N.Y. offices and in 1950
along with Mr. Reed and Frank Head-
ley resigned to found H-R Representa-
tives in which these three were partners.
He leaves son Pete Weeks, 24, of Rich-
mond and daughter Judy Weeks, 20,
student at Michigan State.

Three stations sold

Sales filed Friday:

KMCM McMinnville, Ore. e Sold by
Yamhill Broadcasters (Philip M. Bla-
dine, president) to Jerry Carr (owner of
yogurt dairy in San Francisco and ap-
plicant for am at Victorville, Calif.) for

$80,000. KMCM is on 1260 kc with 1
kw, directional night.

WGUS North Augusta, S.C. e Sold
by Howard C. Gilreath to Hal Edwards,
Kye Harris and Henderson Belk for
$60,000. Mr. Gilreath owns WCLA
Claxton, Ga.; construction permit for
am at Metter, Ga., and is part owner of
am construction permit at Glennville;
Ga. Messrs. Edwards and Harris each
own one-third of American Advertising
Assoc. agency, Charlotte, N.C., and Mr.
Belk has extensive interests in south-
eastern U.S. department store chain.
WGUS is on 1600 kc with 500 w day.

KNOG Nogales, Ariz. e Sold by
Carlton W. Morris to Lloyd Burling-
ham for $40,000. Mr. Burlingham is
former farm director, NBC Chicago, is
publisher, Prairie Journal, Chicago, and
owns KCVR Lodi, Calif. Transaction
was handled by Hamilton-Landis &
Assoc. KNOG is 250 w on 1340 kc.

Quiz selections

Witnesses who-were “responsive” to
New York grand jury in tv quiz scandal
will get prior attention by quiz-investi-
gating congressional committees. So
said New York District Attorney Frank
Hogan Friday in disclosing he has as-
signed one of his staff attorneys to “pick
out certain witnesses of value to them

WEEK'S HEADLINERS

[committees] rather than chronological-
ly.” Mr. Hogan predicted testimony
of first few witnesses will be available
to House and Senate probers in about
two weeks (early story, page 76).

MBS to air NFL

Mutual will air all 12 regular season
games of last year’s National Football
League champions, Baltimore Colts, it
was announced by Robert F. Hurleigh,
MBS president, and Jerold C. Hoff-
berger, president of National Brewing
Co., Baltimore, which will be one spon-
sor of weekend broadcasts. Chuck
Thompson and Vince Bagli, veteran
Baltimore sportscasters, were named
play-by-play announcers. Season opens
Sept. 27 in contest with Green Bay
Packers. Games will not be broadcast
in cities with NFL teams, it was said.

‘Weaver’ program set

Announcement was set for today
(Aug. 17) of three-year contract signed
three months ago between Don Fed-
derson Productions Inc., New York,
and CIliff “Charlie Weaver” Arquette,
calling for Mr. Arquette to star in his
own tv program. Sample half-hour
show was video taped last night (Sun-
day) at 44th Street Little Theatre in
New York.

E GorDON Davis, gen-
eral manager of West-
inghouse Broadcasting
£ Co.’s KYW Cleveland,
moves to WBC Chi-
ool 8 g B cago  outlet, WIND,

MR. MR. MR. in similar capacity.

Davis  VANDERGRIFT ~ WALLIS  §ycceeding Mr. Davis
at KYW is CARL W. VANDAGRIFT, general manager of
WOWO Ft. Wayne, Ind., another WBC station. Mr. Vanda-
grift’s successor is KYW sales manager EDWARD WALLIS.
Corporate supervision of WOWO will be added to bailiwick
of RALPH ATLASS Sr., Westinghouse vp of Chicago area.
Mr, Davis came to WBC in 1947 as producer, later pro-
gram manager and general manager of KYW during its
Philadelphia period, moving to Cleveland in 1956, when
WBC transferred its call letters there. Mr. Vandagrift joined
WOWO’s program staff in 1936, was appointed program
manager in 1945, He has held general manager post since
1952. Mr. Wallis was director of sales promotion and pub-
licity with WIP Philadelphia until joining WBC in 1954 as
sales promotion manager of WPTZ (later KYW) there,
moving with station to Cleveland.

Joun H. WHITE, manager of CBS Spot Sales’ Chicago office,
joins H-R Television Inc. as eastern sales manager effective
Aug. 24, Mr. White left Prentice-Hall, New York publishing
firm, to begin his tv sales career with George P. Hollingbery

10

and in 1948 was hired as tv salesman by The Katz Agency.
He joined CBS Spot Sales in New York in 1951, was trans-
ferred to San Francisco as branch manager and then to
Chicago in similar capacity.

Oscar KaTtz, vp in charge
of daytime programs, CBS-
TV, since August, 1956,
named vp, network pro-
grams. RoBeErT M. WEIT-
MAN, vp in charge of pro-
gram development at net-

¥ work since February 1956,
Mgr. WEITMAN appointed to new post of
vp, independent produc-
tions, serving as liaison with independent production com-
panies. Appointments announced during two days of meet-
ings in New York last week of CBS-TV program executives
from east and west coasts to discuss plans and new organiza-
tional structure. Mr. Katz in effect fills position Hubbell Rob-
inson Jr. resigned in late May to head his own production
company (BROADCASTING, June 1). Mr. Katz joined CBS in
research in 1938 moving to director in July 1951. He has
been member of network’s executive programs plans board
for past eight years. Mr. Weitman’s appointment places him
on administrative level with Michael J. Dann, vp, programs
in New York, and William Dozier, vp, programs, Hollywood;
all three report to Mr. Katz. Mr. Weitman has been vp of
AB-PT and vp in charge of programming and talent with
ABC.

&

Mr. Katz

FOR OTHER NEWS OF PEOPLE SEE FATES & FORTUNES
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JACK DENNINGER, Vice President and
Eastern Sales Manager, has charge of
agency-contact in Blair-TV’s New York
office — one of ten offices providing fast,
efficient service to Advertising.

A NATIONWIDE ORGANIZATION

New York City is headquarters for
more than half the agencies billing
$25,000,000 or more annually. Each
business day sees these New York
agencies reach decisions involving
more than a million dollars in Spot
Television . . . decisions that demand
a basis of factual data with down-to-
the-moment accuracy.

‘When the decisions concern any or
all among 25 of America’s great tele-
vision stations, these inquiries con-
verge on a single focus — the New
York office of Blair-TV. Few organi-
zations in the entire field of advertis-
ing have an equally effective system
for transmitting television data.

Blair-TV operates on this basic
principle: that alert, informed repre-

i o
e 1] o

5
S
~

dvertising deciions

sentation is a service vital not only to
stations but also to all Advertising
and to the businesses dependent on
it for volume and profit. From the
first, our list has been made up of
stations and markets we felt in posi-
tion to serve most effectively. Today
these stations are located in 25 of
America’s greatest markets. Together
they cover 56 percent of its popula-
tion, virtually 60 percent of its effec-
tive buying power.

In its area, each of these stations -
stands as a powerhouse of selling
force. To help advertisers and their
agencies make most profitable use of
that force, is the primary objective
toward which the work of our entire
organization is constantly directed.

TV AT THE SERVICE OF ADVERTISING

WABC-TV —New York
W-TEN—

Albany-Schenectady-Troy

WFBG-TV—Altoona
WNBF-TV —Binghamton
WHDH-TV —Boston

WBKB—Chicago
WCPO-TV — Cincinnati
WEWS — Cleveland
WBNS-TV —Columbus
KFJZ-TV — Dallas-Ft. Worth
WXYZ-TV —Detroit

BROADCASTING, August 17, 1959

KFRE-TV —Fresno
WNHC-TV—
Hartford-New Haven
KTTV—Los Angeles
WMCT —Memphis
WDSU-TV—New Orleans

WOW-TV—
Omaha-Council Bluffs
WFIL-TV —Philadelphia
WIIC —Pittsburgh
KGW-TV —Portland
WPRO-TV —Providence

KGO-TV—San Francisco
KING-TV —
Seattle-Tacoma
KTVI-St. Louis
WFLA-TV—
Tampa-St. Petersburg
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WSM

(Established 1925)

THE JOHN BLAIR STATION

Basic NBC Affiliate
v

Rates effective March 1, 1958.
Rates received March 2, 1339,

Owned and operated by ‘WSM, Inc,
Personnel
President—John H. DeWitt, Jr
General Manager—Bob Cooper.
Promotion Manager--Mrs. Trudy Stamper.
Represantatives
John Blair & Company. . ; :
Mailing Instructions The hea rt Of the
Business Oftice and Studle—National Bldg., Serenth L d f
Ave., and Unlon 8t,, Nashville 3, Tenn., teleplhione £
Alpine 4-3656.
Transmiiter—Located 12 mlles in the country.
Wave—Power—Time . Operating power—50,000 watts,
Frequency-—630 kilocycles,
Non-dlrectlonal,
Licensed to uperate cn clear channel full tlme.
Operates on Central Standard Time,
Operating sciiedule i———m—,
Agency Commission
15% to recognized agencies on net charges for station
time and talent. No cemmission on line charges. No -
cash discount. Bills due and payable on or before the
15th of the month following that in which lhe broad- :
casting ls done. g
General Advertising
For combination rates see NBC Radio Network.

13th largest daytime audience

Advertising of alcohelic beverages not accepted. Nielsen Coverage
Nco pericds sold In bulk for resale. K - g
Station rates and talent charges subject to change Service reports weekly

withcut notlee. . . .
daytime audiences in

Tennessee, Kentucky,
Alabama, Missouri,

"CLASS A"
(6:00 p.m. to 10:30 p.m. dally)
1 hr. /2 hr, 1/4 hr. 5 mln.

1 275.00 180.00 115.09 S B
52 268.13 175.50 112.13 Arkansas, Mississippi
104 261.25 171.00 109.25 . )
136 254.38 166.50  106.38 and Georgia that total
208 240.63  157.50  100.63 - .

260 226.88  148.50  94.88 half-million radio

312 or more
T 315.00 206.25 13500  86.25 homes! The 13th

CLASS "B” . .
{7:00 a.m. to 6:00 pm, and 10:30 p.m. to largeSt daytlme au-d'

11.00 p.m.) en i i
J time. 21000 4sTs0 9000 5750 I ce in the nation,
2 times 04, . 7.75 4 i 1
104 times 19950 130,63  $5.50  54.63 argest in the South!
156 times 19425 12719 8325 53119

. 183.15 120.31 78.75 50.31
173.25 113.44 74.25 47.44
312 or inore times 157.50 103.13 67.50 43.18

CLASS "“C"
(6:00 a.m. to 7:00 a.m.)
1 time..innene 167.50 102.75 67.50 43.15

SIS D el e o

mes... b2 o A a 0 = .

times... ... 145.89 95.04 62.44 39.91 P l _R d C ?\ - - S
18 Hmeo T l3a 8o 08 srre utse-rvated Center of W Dire 103 counties
260 timeSa..n.n 129.94 84.7T7 55.69 35.60

312 or more times 118,12 77.08  50.62  32.36 Largest Pulse Survey e e g .
LASS “D" Ever Taken Weekdays WSM B G D 3 F

. CL
(11:00 p.m. to 6:00 a.m.)
103.00 68.50 45.00 28.75

10258 esTo 438 2803 WSM leads in every 6 A.M.-12 N 42 23 13 9 7 6
' E?Igé géﬁgg g{l)igé g,g'.?g rated quarter-hour éZPNl;I? I;ZMMd g; f% ig }(1] 7 2
i 2 5 . 53. 5 . B - I -
312 or more limes ?ggg ;?:3§ ii%g Qsl".;u with an average of samrday
o ) well over twice the 6 A.M.-12 N 52 17 13
(7:00 a.m. téia?Jl?Ea‘Tl?E;%gl\d?\s through Sat- next station—a_nd in 12 N-6 P. M. 50 14 13

urday and aftér 10:30 p.m. Saturdad)

6P.M.-12Mid 61 14 K]

1-minute Stationbreaks. H
. . 2 Ea&‘h Ter wk, :‘Mﬂl(; I'er wk. most cases a h'gher Sunday
L85 than weekly., 55.00 .. BN .
6 weekly. ... 50.00 300.00  35.00 210.00 rating than all other 6 A M-12 N 61 12 )
12 weekl) ; 46.00  532.00  32.00 384.00 . . - 1l
1% weekly ... 43.00 7:;4.00  80.00 540.00 stations combined! 12 N-6 P. M. 52 18 13
94 weekly... 4000 960.00  25.00  672.00
30 weeklYooooo.o.......... 36.00 1.080.00  25.00 750.00

(9:00 a.m. te 10:30 p.m. Monday through
Thursday; 9:00 a.n. te 7:00 p.u. and 10:00
p.m. to 10:30 p.. Friday: 9:00 aan. to 7:00
n.m. Saturday)
Less than 6 weekly.. 3.0 .. L0 L (R ——

el " e : 18 weekly................ 69.00 1,242.00 39.00 1,062.00 News—>Moanday through Triday:
1 PR e ama P SR e 24 weckl, 67.00 1,608.00 5700 1.368.00 Class “"A”, ifat per week ... ereres 480.00
13 weekly Tunun GaU.00 450,00 30 weekly.... 65.00 1,950.00 55.00 1,650.00 Class “'IB'", flat per week 360.00
Tl sy i ) ey Class ¢, flat per weck. 300.00
21 weelly 3200 THE.00 . 023,00 S e el el 5
50 weekby oo 3700 S10.00 149,04 570,00 IDENTIFICATIONS Cless "D, Hat per week...oooovviiciiicciicieieeeciceens 210.00

(6:00 a.an. to 7:00 a.m. Mowday through Sat- 50¢z of applicable 1-minute rate. Minutes, station- DISCOUNTS

urda¥ and all da¥ Sunday) breaks and I1»'s may be combined for maximum fre- Disconnts allowed retroactively on the number of

Less Lhan 6 weekly.. 30.00 21.00 e quency. cunsecutive broadeasts given within a”year. Announce-
G weekly.. . 27.00 16200 20.00 120.00 SPECIAL FEATURES ments and profram nericds cannot be combined to
12 weekly 2300 27G.00 19.00  224.00 News Service—AP, UPL ear- larger discounts. The above rates are guaran-
18 weekly L2200 396.00 18.00  324.00 Grand Ole Opry—followlng rates are for both time teed for a pericd of six months from the date of
24 weekly L2100 504.00 17.00  408.00 an: talent and are flat, no discounts: first broadcast or for six months from effective date
30 weekly. .. 20000 G00.00 16.00 450.00 Ter 1/2 hour between 7:30 & 10:30 p.m. . 000.00 of any increase in these rates, providing advertising
(10:30 p.an. to 6:00 a.m. Momday through Friday) Per 172 hour between 10:30 & 11:00 p.m, . 300.00 is actually running at the time of effective date of
Less than 6 weekiy.. 20.00 P 14.00 P’er 1;2 hour between 11:00 p.m. and 1 0 the increase and providing that the broadcasts con-
G weekly . 13.00 108.00 13.00 78.00 TV L ) S e N == = E— 200.00 tinue without interruption.
12 weekly. e 160000189200 12,00 144.00 Per 1/4 hour between 7:30 p.n. to S:00 p.m. Closing Time
18 weekly.. e 15000 200,00 11.00  1498.00 and 10:00 pan. to 10:30 Dan. e, 275.00 Typewritten pr prinfed copies of adcresses or talks
24 weekly. L ld.nd 336.00 10.00 240.00 Per 174 hr. between 10:30 pom. and 11:00 p.m. 200.00 must be submibted for statien’s approval at least 24
30 weekiy... . 13,00 380,00 a.00  270.00 Per 1/4 hour Dbetween 11:00 p.m. and 12:00 neurs in advanee aid must conform to policies of

("*Friday Night Froli¢''—7:00 p.m. to 10:00 2y (T ] ] e — e —— 150.00 station management.

2{)0."'13.() :lllf‘l s"l‘rﬂllld e ODL'.\"'—T:(I(IIJ_ g.mc.. st)o ;‘.\'ocmi&ne .\'ei.‘;hl,\olrs''—Ili'ullu\\'ingII rates are for bath

M Rl saturday, announcements adlacencic ime and talent and are at—na sliscounts: . .

Less than 6 weekly.. 75.00 ... 6300 v —— Ter week — Reprmfed from Spot Radio Rates and
6 weekly..... 73.00  438.00 63.00 378.00 1 ti. 3 ti. ath

12 weekly. L .. TL00 85200 6100 732.00 1/ MM 20000 5200 seo.vo  Data, July 1, 1959



766 COUNTIES...
One-tenth of U. S. population!

WSM...

Day or

IVt

711 delivers extensiv

_!“q‘.\.q:

One out.of Every Ten Americans!

ClZ s

Check Pro Rata Cost per WS M State Coverage

Pro Rata Cost Per State
Weekly Daytime: Audience

Pro Rata-Cost Per State
Weekly Nighttime Audience
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WSM MARKET DATA pased on Nielsen Survey (SRDS Consumer Markets)

STATE
{No. of Counties)

Alabama (51)
Arkansas (50)
Florida (34)
Georgia (105)
Hlinois (21)
Indiana (8)
lowa (3)

Kansas (4)
Kentucky (98)
Louisiana (22)
Mississippi (62)
Missouri (62)
Nebraska (%)
No. Carolina (46)
Oklahoma (19)
So. Carolina (23)
Tennessee (83)
Texas (15)
Virginia (21)

West Virginia (28)

Wisconsin (2)
TOTAL

POPULA-
TION

1,908,600
836,000
584,700

1,425,300
341,700
165,300

44,900
65,000

1,874,900
588,800

1,291,600

1,013,600

74,600

1,551,800
306,800
872,500

2,106,300
341,400
717,800
752,800

22,200
16,883,600

9% of
STATE

599
4%
13%
31%
3%
4%
2%
3%
61%
19%
59%
247
%
4%
13%
36%
60%
4%
18%
38%
1%

CONSUMER
INCOME

$ 2,212,073,000
976,623,000
454,654,000
1,433,944,000
435,654,000
236,009,000
60,775,000
75,518,000
1,988,028,000
558,225,000
1,079,304,000
1,109,714,000
103,650,000
1,669,137,000
333,737,000
980,782,000
2,505,453,000
422,311,000
643,588,000
862,885,000
25,718,000

$18,117,823,000

TOTAL
RETAIL SALES

$ 1,387,541,000
653,022,000
542,377,000
1,010,829,000
280,191,000
143,625,000
45,329.000
80,125,000
1,238,691,000
340,874.000
791,147,000
911,098,000
84,308,000
1,112,508,000
242,498,000
639,443,000
1,664,295,000
385,858,000
433,003,000
470,213,000
18,927,000

§12,536,302,000

{based on Nielsen Coverage Service Survey :2—
areas in which WSM has reportable day or night
market coverage; SRDS I/I/59 Consumer Market Data)
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Clear Chanmnel 50,000 Watts
P REFRESENTED B |

JOHN BLAIR & COMPANY

owned and operated by
The National Life and Accident Insurance Company




CRATZ AGENCOY

KONO

SAN ANTONIO

BALANCED

Programming
Sells to Everyone!

Family listening is at its best in
the vast San Antonio market on
KONO Radio. With top ratings
throughout the day, KONO
MORE men, MORE
women, MORE teens, MORE kids
— and at less cost per 1000.

delivers

To check ratings, check audi-

ence composition ... and to

check availabilities — call your

REPRESENTATIVE

5000 Watfs™ & "B4Q™ KT ™ e

JACK ROTH, Mgr. E’E

A CALENDAR OF MEETINGS AND EVENTS
IN BROADCASTING AND RELATED FIELDS
{*Indicates first or revised listing)

AUGUST

Aug. 16-18—Georgia Assn. of Broadcasters, sum-
mer meeting, Jekyll Island.

Aug. 16-18—Georgia AP Broadcasters, Jekyli
Island.
Aug. 18-21—National Assn. of Educational

Broadcasters, seminar for radio station managers,
U. of Wisconsin, Madison. Among 11 scheduled
sessions: role of educational radio as educational-
cultural-public service agency; how NAEB can
implement educational radio; future relationships
between NAEB and National Education Tv &
Radio Center; grant-in-aid programs; future of
NAEB radio network service; radic programming
in the face of tv; legal problems, legislation and
FCC relations; international relations involving
NAEB and stations; present and future of fm
development: public relations and promotion.

Aug. 18-21—Western Electronic Show & Con-
vention (Wescon), Cow Palace, San Francisco.
Dr. Herbert F. York, Defense Dept. director of
research and engineering, will speak Aug. 21 at
luncheon to be held at Fairmont Hotel. Corpo-
rate meeting at Fairmont, Aug. 19.

*Aug. 20-22—South Carolina Broadcasters Assn.,
Holiday ., Lodge, Myrtle Beach. A three-member
panel speaks at 10:30 a.m. Aug. 21 on “‘Radio-Tv
‘Ad Policies.”” Panel moderator: Harry C. Weaver,
president-general manager, WOKE Charleston;
members: James D. Reynolds, secretary-treasurer,
Thomas & Howard Co., Columbia; R.C. Higgin-
botham, sales-promotion manager, Shell Qil Co.,
Atlanta; R. Alex McCullough, public relations vice
president, South Carolina National Bank, Green-
ville.

A panel meets for an afternoon radio-tv ses-
sion under J. William Quinn, managing director,
WBTW (TV) Florence (tv moderator); J. Forrest
Ramsey, general manager, WJAY Mullins (radio
moderator).

*Aug. 20-24—Northern American radio-tv con-
ference, Executive Secretaries Council of Seventh
Day Adventists, Olin Hotel!, Denver, Colo.

Aug. 22-23—Arkansas Broadcasters Assn., Ar-
lington Hotel, Hot Springs. Howard H. Bell, NAB,
will conduct editorializing clinic. State’s AP and
UPI broadcasters meet Aug. 22.

Aug. 23.24—UPI Broadcasters of Connecticut,
Massachusetts, Rhode Island, Maine, Vermont and
New Hampshire aboard aircraft carrier Wasp at
sea; board destroyer at South Boston Naval Annex
for transfer to Wasp 100 miles out; return to

Boston.

RS e Comments due on FCC's proposal to
revise Secs. 1.212-1.218 establishing two classes
of rulemaking proceedings, with one involving
“'special consideration’ in which all ex parte rep-
resentations would be barred. Docket No. 12,947.

Aug. . 24-28-—American Bar Assn., annual meet-
ing, The Americana, Miami Beach, Fla.

Aug. 25-28—Closed-circuit tv seminar, National
Assn. of Educational Broadcasters, U. of Pennsyl-
vania, University Park, Pa.

Aug. 25-29—Ninth annual meeting, Assn. for
Education in Journalism, U. of Oregon. Speakers
include Dr. F. Stanton, CBS president; Allan

SAN ANTONIO, TEXAS
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Nevins, author-historian; James A. Barnett,

Purex Corp. vice president; Mitchell V. Charnley,
U. of Minnesota.

Aug. 28-29—0klahoma Broadcasters Assn., sum-
mer meeting, Lake Murray Lodge, Ardmore. Direc-
tors meeting and UP meeting Aug. 28. Judge John
Brett, presiding judge of Oklahoma Criminal Court
of Appeals whose court rendered decision in favor
of court broadcasting, will address luncheon. Ben
Sanders, KICD Spencer, lowa, will conduct sales
clinic.

Aug. 28-30—West Virginia Broadcasters Assn.,
Greenbrier, White Sulphur Springs. FCC Comr.
Frederick W. Ford and Howard H. Beli, NAB
assistant to president, will speak.

Aug. 29—Mississippi Broadcasters Assn., sales
management conference, Heidelburg Hotel, Jack-
son.

*Aug. 29—AP breakfast preceding meeting of
New Mexico Broadcasters Assn., Desert Sands
Hotel, Albuquerque.

SEPTEMBER

Sept. 3—North Carolina AP Broadcasters annual
meeting, Charlotte.

Sept. 4-5—Texas AP Broadcasters, 1959 conven-
tion, Rice Hotel, Houston.

Sept. 10—Advertising Research Foundation semi-
nar in operations research, on 13 consecutive
Thursdays starting this date. Further information
from ARF.

Sept. 11-12—Country Music Assn. Board of Di-
rectors, Springfield, Mo.

Sept. 11-13—Southwest stereo/hi-fi show, Sham-
rock-Hilton Hotel, Houston, Tex.

Sept. 12—AP Broadcasters of Ohio, Columbus.

Sept. 12-13—Annual fall meeting, Illinois News
Broadcasters Assn., Hotel Leland, Springfield.

Sept. 16-18—AMichigan Assn. of Broadcasters, fall
convention, Hidden Valley, Gaylord.

Sept. 17—Assn. of National Advertisers sales
promotion workshop at Hotel Sheraton-East, New
York. Program on ‘“incentive selling methods"” to
include panel discussions, case histories and pres-
entations by recognized authorities. Horace Barry,
merchandising manager, The Nestle Co., is pro-
gram committee chairman.

Sept. 17-19—Mutual Adv. Agency Network, sec-
ond in series of three-day workshop-business ses-
sions under new format calling for three (instead
of four) annual meetings, Bismarck Hotel, Chicago.
Sept. 18-19—National Assn. of Fm Broadcasters
(formerly Fm Development Assn.) convention,
Palmer House, Chicago.

Sept. 18-20—Southwest stereo/hi-fi show, Hotel
Adolphus, Dallas, Tex.

Sept. 1B-20—WUnited Press International Broad-
casters Assn. of Minnesota, Sawbill Lodge, Tofte.
Sept. 21—AP Radio & Tv Assn.s board of di-
rectors annual meeting, AP Bldg., 50 Rockefeller
Plaza, New York.

Sept. 21-22—Louisiana Assn. of Broadcasters,
Francis Hotel, Monroe. Speakers include Ed Fitz-
gerald, J. Walter Thompson Co., Chicago, and
Charles H. Tower, NAB personnel-economics man-
ager, who will speak on ‘“‘Labor Problems and
Solutions in Broadcasting.”

Sept. 22-24—Electronic Industries Assn. fall con-
ference, Hotel Traymore, Atlantic City, N.J,
Sept. 21-23—Westinghouse Broadcasting Co.
Third Industrywide Public Service Programming
Conference, Stanford U., Palo Alto, Calif.

Sept. 23-24—CBS Radio Affiliates Convention,
Waldorf-Astoria, New York.

Sept. 24-26—AFA 10th District convention, Hotel
Texas, Fort Worth.

Sept. 25—Advertising Research Foundation, fifth
annual conference, Waldorf-Astoria, New York.

Sept. 25-26—North Dakota Broadcasters Assn.,
Valley City.

Sept. 25-26—Ninth annual Broadcast Symposium,
Institute of Radio Engineers and American In-
stitute of Electrical Engineering, Willard Hotel,
Washington.

Sept. 26-27—American Women in Radio & Tele-
vision, southwestern conference, Shamrock Hotel,
Houston.

Sept. 27-29—Assn. of Independent Metropolitan
Stations, Hotel Roosevelt, New York.

Sept. 28—Start of eight-week workshop series
sponsored by Chicago Federated Adv. Club and
Women’s Adv. Club of Chicago. Nine different
clinics are scheduled in such areas as radio-tv,
copywriting, publicity and public relations, pro-
duction, marketing and merchandising, media, art
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LAST YEAR, a thief stole money from 160 million people
—including you. He stole some of your food money,
some of your savings, some of all the money you earned.
He stole some the year before last, and the year before
that. Unless something is done, he’ll keep on stealing.

Who is the thief?

Call him “Inflation,” ‘“High Cost of Living,” *“The
Shrinking Dollar,” anything you like.

But what is important is the historical fact that in
any country where this inflationary process has been
carried to a conclusion, the result has been depression;
not “recession,”” but depression —a dark, agonizing period
of hardship, poverty and suffering, often leading to
revolution and dictatorship.

How can we stop the thieving of inflation?

THERE IS A CURE. Something can be done about infla-
tion. All of us can help, including business, government
and labor.

THE GOVERNMENT can help by living within its income.

YOUNG & RUBICAM, Advertising

o aniian PR

BUSINESS should be both judicious and responsible in
its pricing and also in its profit-taking.

LABOR should be both judicious and responsible in
basing its requests for increased pay on a reasonable
share of the gains from increased productivity.

WE THE PEOPLE must not demand that government
spend money for improvements—new roads, schools,
recreation areas—and then balk at paying for them .
through the necessary increased taxes.

To anyone who studies this phenomenon of rising
prices and shrinking money, one thing soon becomes
clear:

The problem stems in large part from the desire of
groups o1 mdiwviduals to advance their own interests,
and the devil take their fellow citizens and the coun-
try as a whole.

Once this is recognized we believe that inflation won’t
be just one of those things the government and the
bankers worry about. Inflation will be something that
everybody will do something about.

NEW YORK * CHICAGO ¢« DETROIT « SAN FRANCISCO ¢ LOS ANGELES * HOLLYWOOD « TORONTO *« MONTREAL ¢« MEXICO CITY » SAN JUAN » CARACAS » LONDON *« FRANKFURT = GENEVA



Another thriller-diller from WJRT—

“Did I goof, Chief 2”

“Afraud so, Ponsorby. Next
lime someone wants 1.c most
efficient way to reach Lansing,
Flint, Bay City and Saginaw,
send ‘em via WJRT.”

e il

Whooosh! On the wings of a Grade ‘“A” or better signal,
WJIRT messages are beamed to four big metropolitan areas:
Flint, Lansing, Saginaw and Bay City. It’s the most efficient
way there is to reach this rich mid-Michigan market and its
nearly half a million TV households. Here, in a single-
station buy, is the heart of Michigan’s other big market. And
here is your chance to buy it all in one swoop. But hurry;
we're selling the spots off it.

B2

ABC Primary Affiliate

Represented by HARRINGTON, RIGHTER & PARSONS, INC.
New York o Chicago e Detroit o Boston « San Froncisen e Atlanin
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and layout, direct mail and industrial advertising.
Tuition for 1959 advertising workshop is $22.50
for single eight session clinic in each category;
additional clinics, $5 each. Advance registration
being handled at CFAC headquarters, 36 S. Wa-
bash Ave. Lee Ahlswede, vice president of The
Buchen Co. {agency), is general workshop chair-
man.

Sept. 29-Oct. 3—Affiliated Advertising Agencies
Network international convention, Somerset Hotel,
Boston.

OCTOBER

Oct. 1—Oral argument before FCC on protest
by Philco Co. against license renewals of WRCV-
AM-TV Philadelphia, owned by NBC. Philco cfaims
RCA-owned stations are unfair competition since
stations are identified with RCA, a competitor to
Philco in the radio-tv and appliance fields. Docket
No. 13,085.

Oct. 4-6—AFA 7th District convention, Rooseveit
Hotel, New Orleans, La.

Oct. 5-9—Society of Motion Picture & Television
Engineers, 86th semi-annual convention, Statler-
Hilton Hotel, New York.

Oct. 5-9—11th annual convention and profes-
sional equipment exhibit, Audio Engineering Soci-
ety, Hotel New Yorker, New York. Technical
papers from many nations have been submitted
for presentation, covering newest theories, devel-
opments and achievements in the audio field, in-
cluding stereo.

Oct. 6-7—Electronic Industries Assn., value en-
gineering symposium, U. of Pennsylvania. Virgil
M. Graham, associate director; R. S. Mandelkorn,
Lansdale Tube Co., general chairman.

Oct. 6-8—~Conference on Radio Interference Re-
duction, auspices IRE, Signal Corps and Armour
Research Foundation, Museum of Science & In-
dustry, Chicago.

Oct. 7-9—Canadian Section, Institute of Radio
Engineers, annual convention, Automotive Bldg.,
Canadian National Exhibition, Toronto, Ont.

Oct. 8—International Workshop, Assn. of Na-
tional Advertisers, Savoy-Hilton Hotel, New York.

Oct. 9-10—Indiana Broadcasters Assn., French
Lick, Ind.

*Oct. 9-10—North Carolina Assn. of Broadcasters
and American Women in Radio & Television, fall
meeting and area conference, respectively, Sedge-
field Inn, Greenshoro.

*0Oct. 9-11—New York State members of Ameri-
can Women in Radio & Television conference,
Otesaga Inn, Cooperstown.

Oct. 12-15—National Electronics Conference,
15th annual meeting and exhibit at Hotel Sher-
man, Chicago, with expectancy of 10,000 attend-
ance and some 266 display booths. Sessions will
be held on antennas and propagation, audio, cir-
cuit theory, communications systems, computers,
microwaves, space electronics, television, transis-
tors, and communication and navigation, among

other topics. .

Oct. 14-17—Radio-Television News Directors -

Assn., 14th international convention, St. Charles
Hotel, New Orleans. Among speakers will be FCC
Chairman John C. Doerfer and Rep. John E. Moss
(D-Calif.}, who will discuss broadcast news and
freedom of information, respectively.

NAB FALL CONFERENCES

Oct. 15-16—Mayflower Hotel, Washington.
Oct. 19-20—Sheraton Hotel, Chicago.

Oct. 22-23—Somerset Hotel, Boston.

Oct. 29-30—Dinkler-Plaza Hotel, Atlanta.
Nov. 10-11—Texas Hotel, Fort Worth.

Nov. 12-13—Brown Palace Hotel, Denver.
Nov. 16-17—Ambassador Hotel, Los Angeles.
Nov. 19-20—O0lympic Hotel, Seattle.

RADIO ADVERTISING BUREAU
REGIONAL MANAGEMENT CONFERENCES

Sept. 2-3—Princeton Inn, Princeton, N.J.

Sept. 10-11—The Greenbrier, White Sulphur
Springs, W. Va.

Sept. 14-15—Pcnte Vedra Inn, Ponte Vedra
Beach, Fla.

Sept. 17-18—Arlington Hotel, Hot Springs, Ark.
Sept. 21-22—Mark Thomas Inn, Monterey, Calif.
Sept. 24-25—Harvest House of Boulder, Colo.
Sept. 28-29—The Villa Moderne, Deerfield, Ili.

Oct. 5-6—St. Clair, Inn and Country Club, St.
Clair, Mich.
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There is no close second to WTOP in the Pulse 20 county study of th

- Greater Washington area. In quarter hour wins, WTOP leads the numbe

i two station by 73% and takes a thundering 166% lead over the number threeL
station. In fact, all the other stations combined fail to equal WTOP ix* |
quarter-hour wins! To listeners and advertisers alike, the IMPORTANT" |

station remains . . . ’ |

WASHINGTON, D. C.

An affiliate of the CBS Radio Network
Represented by CBS Radio Spot Sales

WTOP Rédio,. Washington, D.C. WTOP-TV, Chunnel 9, Washington, D.C. WJXT, Channel 4, Jacksonuvtlle, 'ruridu

operated by THE WASHINGTON POST BROADCAST DIVISION:




She loves her
fun in the sun...
and goes for
those bright sales
messages on
KOIN-TV, the
source of sales
sparkle in Portland
and 32 surrounding
Oregon and

Washington counties.

KOIN-TV's radiant
ratings will put a
polish on your
product that will
catch her eye...just
ask the enlightened
chaps at CBS-TV
Spot Sales...they
love to fill folks in
on the facts of

KOIN-TV's
lustrous ratings
and coverage.
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San Francisco radio

EDITOR:

My heartiest compliments on a most
cogent appraisal of San Francisco ra-
dio in your article in the July 20 issue
of BROADCASTING.

I would have paid a trained consult-
ant many hundreds of dollars for this
information prior to our purchase of
KLX. And, upon receiving the infor-
mation, would have, naturally, pro-
ceeded exactly as we did.

Robert M. Purcell
President & General Manager
KFWRB Hgllywood

{EDITOR’S NOTE: Mr, Purcell is also di-
rector, Broadcast Division, Crowell-Collier
Pub. Co.,, parent of KFWB, which pur-
chased KIL.X Oakland, now KEWB.]

New word needed

EpiToR:

Let’s do something about “reporting.”
There must be a new word to describe
the job that television does and about
which you write in your editorial
“Videotape conquest” (page 104, Aug.
3).

The video tape job was not a report
[Khrushchev-Nixon encounter] in the
sense that you use the word nor is this
method of communication “electronic
journalism™ if you are willing to ac-
cept the definition of “journalism™ that
is found in most dictionaries. We don’t
have journals which we edit. The word
“report” from the Latin reportare, to
bear or bring back, does not describe
this method of instantaneous communi-
cation about which you write. “Report”
connotes a restatement of something
that happened. With television “you are
there.” So, I suggest a new word.

I don’t know what this word should
be but certainly someone in the industry
can come up with some sounds that
will communicate what is meant. 1 sug-
gest that the word should mean, “a
direct television presentation of an
event without editorial or reportorial
intervention.” How about ‘“communi-
port,” ‘“comport,” ‘‘teleport.” “com-
munitel” or “telecom™?

Harold W. Bangert
Bangert & Bangert
Fargo, N. D.

For Sec. 315 repeal

EDITOR:

To your list of the CBS network and
half a dozen stations who have urged
report of Sec. 315, you can add KUTY.
Not only has KUTY urged such reform
during our daily editorial, but we have
also urged members of Congress to
push through reform.

In general, the reaction from the
Senators and Representatives we have
contacted has been gratifying, though
cautious. One member of Congress

MIKE

(name on request) reviled us to this
point, and we quote: “I want to re-
assure you that as long as I have a
voice in the Congress, that voice shall
be raised against giving to people such
as yourself the right to unilaterally de-
termine the public interest in a field
which utilizes such a valuable public
resource as the broadcast spectrum.”

It is our opinion that this type of
statement is demagoguery at its worst
and this is the very problem we are
fighting.

Limited freedom in broadcasting is
better than nothing, but . . . we believe
that repeal of Sec. 315 is the onlv
ANSWET, :

William A. Hoftyzer
General Manager
KUTY Palmdale, Calif.

Spot squeeze in tv
EDITOR:

I must take exception to your article,
“The Spot Squeeze in Television,”
which appeared in the July 27 issue.

Agreed that time is tight; it has been
for years. No minutes this year, no 20’s
last year and no ID’s the year before.
However, I feel the conclusions drawn
are unwarranted.

Particularly insidious is the conclu-
sion that advertisers will abandon “in-
and-out” buying in favor of 52-week
franchises. Many advertisers are now
buying on an “in-and-out” basis because
it suits their marketing needs; if a
medium can no longer serve their needs,
isn’'t it more logical to change media
rather than to change techniques?

Now, I'm not implying that adver-
tisers will abandon such an important
medium as spot television, because I
don’t believe the spot shortage will be
that severe. But I do believe that a low
CPM is only one factor and that main-
taining a flexibility in timing may be
worth the loss of a few rating points....

First time I've had to blow off steam
to BROADCASTING . . . I don’t mean to
subtract any of the kudos I've thrown
in the past.

Jeremy D. Sprague
Assistant Media Supervisor
Cunningham & Walsh
New York

E54= BROADCASTING

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

SUBSCRIPTION ORDERS AND ADDRESS
CHANGES: Send to BROADCASTING Circula-
tion Dept., 1735 DeSales St., N.W., Washing-
ton 6, D.C. On changes, please include both
old and new addresses.
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THE DIFFERENCE
BETWEEN GOOD & GREAT
IN TWIN CITY TELEVISION IS...

All television is good in Minneapolis- 1

St. Paul. But the difference be-
tween good and great in this mature
TV market goes much deeper than
the Top 10 programs. Everyone

can’t buy the Top 10, or Top 10

*Nielsen Station Total Audience, March-April, 1959

adjacencies. In the Minneapolis-

St. Paul Area, WCCO Television
has 10 of the Top 10. Of the Top
20, WCCO Television has 17. And
of the Top 40, the score for WCCO
Television is 29.*

Represented by Peters, Griffin, Woodward, Inc.

BROADCASTING, August 17, 1959

19



T

As served by Foster Dauzat at Arnaud’s

WWL-TV. .. new
NEW ORLEANS
FAVORITE

Here's how to
make it:

—41.2% of the audience,
sign-on to sign-off Sunday through Saturday*

Warm brulot bow! or chafing
dish  thoroughly with hot
water; pour out water. Place

—8 of the top 15 programs

in bow! '; lemon peel, 2

orange peel, 2 crumbled cin-
namon sticks, 8-10 whole

—6 of the top 10 syndicated shows

cloves, 2-4 lumps sugar. Add
4 oz. brandy. Dip out spoon-
ful of mixture tlincluding 1

Get the complete story on the fast-changing New Orleans
television picture from your Katz representative.
*May, 1959, ARB

< WWL-TV

NEW ORLEANS
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lump sugar); warm spoon with
match. Ignite spoon’s con-

tents. Lower into bowl; con-

tents will flame. Very slowly
add 4 demitasses of strong
black coffee. Let contents

flame short time: stir to ex-

tinguish. Serve.




MONDAY MEMO

from JESS M. JOHNS, president, Eisaman-Johns Adv., Los Angeles

Radio sells the salesman too

Usually advertising is created for the
purpose of getting someone to buy
something. By argument, persuasion,
cajolery and insistence, presented with
as much skill as we can command, we
attempt to create ads that, seen or
heard, will lead the prospect directly to
the item our client wants him to pur-
chase. That’s the usual procedure.

But ‘“usually” is not “always” and
the advertising pattern sometimes
varies from the norm. Such as local ad-
vertising of automobiles, one of the
few items in these days of self service
that are still sold rather than bought
and are still sold largely through per-
sonal contact between buyer and
seller.

Any sales expert will tell you that
the most successful salesman is the
salesman who makes the most contacts,
whether they be personal contacts or
telephone contacts. For some years
now one of our accounts has been the
Chevrolet Dealers of Southern Califor-
nia and in our continuing studies of its
member organizations and their sales-
men we've yet to come up with any
facts to contradict the experts.

Telephobia! e Every salesman also
knows that contacts make sales and
that the oftener he picks up that tele-
phone and makes an appointment for
a demonstration the more sales—and
the more money—he’s going to make.
Yet, for some reason that is rather
obscure to those of us who are not pro-
fessional psychologists, many salesmen
have a fear of picking up the telephone
and making that call, despite the
knowledge that making it may well lead
to the sale they're after.

Starting with those facts, we at the
agency began brainstorming them into
a plan that would encourage the sales-
men to make calls by providing him
with a door opener—or I'd probably
better say phone lifter in this case.
What we came up with was a series of
radio commercials which alerted the
public to the fact that they soon might
be receiving a phone call from a Chev-
rolet salesman. More important, our
radio spots let the salesman know that
the public was expecting to hear from
him.

To help encourage the salesmen to
to make those phone calls, we created
the spots with a joshing, humorous ap-
proach, involving light dramatic situa-
tions the star of which was usually a
fictitious Chevrolet salesman telephon-
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ing a prospect. Here’s one that’s typical
of the series:

SOUND: PHONE RINGS TWICE — PHONE
OFF HOOK

BURGLAR: {LOW-TOUGH) Yeah? Who is it?

SALESMAN: Hello there, Mr. Fritter? I'm a
Southern California  Chevrolet
salesman—I hope I'm not break-
ing into your evening — heh,
heh. . . .

BURGLAR: “Breaking” in? Who told you about
this job?

SALESMAN: What?

BURGLAR: Look—)Y'm a burglar. I don't want
nobody tipped off.

SALESMAN: Well, I want to tip you off on some-
thing. No box tops or labels to
save—all you save is money. In
the vernacular, dig Chevy's
Spring Sales Spectacular!

BURGLAR: Yeh.

SALESMAN: The new Chevy is a hot car.

BURGLAR: [ wouldn’t have one no other way
(CHUCKLED.

SALESMAN: Convertibles, Impalas, station wag-
ons. Say, I could put you in a
wagon. . . .

SOUND: (SIREN RING THEN DOOR OPEN.
SCUFFLE}

SALESMAN: Hello! Hello!

COP: Officer Brown speakin’

SALESMAN: What happened to the burglar?
just said I could put him in a
wagon and . . .

COP: Never mind . . . that's where we're
puttin’ him right now!

SALESMAN: (THOUGHTFUL) Oh. Better make a
note to call him again in about

Six months! ! !
TAG: You TOO may get a call from your

Jess M. Johns, attributes much of his
agency’s advertising success to long-
established roots in the retail business.

After graduating from Yale, then
serving in an executive sales capacity
with Gulf Oil, Mr. Johns went to
California in 1948, getting his first real
brush with advertising in the retail auto-
motive, appliance and home improve-
ment fields.

Chevy salesman! But don’t wait
for the call . . . go in today and
save! Don't miss it . . . the
Spring Sales Spectacular at your
Southern California  Chevrolet
Dealer . . . now in progress!

Well, maybe that was a little better
than typical. At least, we liked it well
enough to select it to enter in the
Advertising Assn. of the west competi-
tion for the best radio commercials last
spring and the judges liked it well
enough to give it a citation.

Open Door Policy ® These commer-
cials gave the Chevrolet salesman some-
thing to say when he actually picked up
his telephone to call a real prospect. Of
course, with the millions of people in
Southern California it would be impos-
sible for everyone to receive an indivi-
dual call, so we tried to keep the door
open in the spots by telling the public
frankly that if they didn’t receive a
call it was not a personal slight but just
that their salesman hadn’t gotten to
them yet. We also suggested that it
would be worth their while to reverse
the process and call their dealer.

The main point of this whole story
is that we created an advertising cam-
paign for a large association with over
2,700 retail salesmen that came right
down and helped each individually.

The campaign worked. More sales-
men made more calls and more Chevro-
lets were sold. I wish I could say it
worked 100%, but in all honesty I
can’t. There’s always one salesman like
Brodley, second voice in the following
commercial:

MAN 1: Look, Brodley—we're both Chevrolet
salesmen, right?

MAN 2: Right!

MAN 1: And we're both behind our telephone
seiling campaign one hundred percent
—right?

MAN 2: Right!

MAN 1: Several people [ phoned are buying
new Chevrolets,

MAN 2:  Just ‘cause you called?

MAN 1: Right—-when [ told them about the
special deals during our giant tele-
phone campaign, they made their de-
cisions to come in and buy!

MAN 2: Didja tell ‘'em we need used cars?

MAN 1: Of course! (CHANGE) Now! How many
people have you phoned?

MAN 2: You mean, like up to right now?

MAN 1: Yes,

MAN 2:  Well, uh—let’s see—uh—uh—none!

MAN 1: None?

MAN 2: Uhhh—yeh!

MAN 1: You mean to say, in all the time we
Chevy salesmen have been on this
telephone campaign, you haven’t made
one call?

MAN 2: Wwell . . . uh ...

MAN 1: <Can you offer me one valid—legitimate
—logical reason for not phoning any-
one?

MAN 2: Of course.

MAN 1: What is it?

MAN 2: I'm chicken! ! !
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OT getting enough muscle into your
Southern California sales? CBS Owned

channel 2 can put it there. Two reasons why:

Omne: the size of KNXT’s viewing audience.
Month after month, year after year, KNX'T
commands Southern California’s biggest
share of audience—-currently ahead by a

38% margin (Nielsen, June 1959). Reason

enough, this—but there’s more :

Two: the responsiveness of KNXT’s audi-
ence. There 1s actually a vast difference in
the way viewers “feel” about different Los
Angeles stations, as proved by a momentous
new depth study.” It demonstrates the exist-
ence of a unique “climate of responsiveness”
which results in much greater trust and
confidence in KNX'T programs and per-
sonalities and in KN X T-advertised products
as well! When respondents were asked, for
example, on which station they would be
“most likely” to see the commercials of a
company known for honesty and reliability,
51% named KNXT. Only 25% named the
second station, and only 24% named the

other five stations combined!

If you’ve been buying by cost-per-thousand
alone, ask yourself: cost-per-thousand
what? KNX'T delivers not only the biggest
audience but also the best, most responsive
audience. Ask to see the findings of this
study, which show conclusively why, in the
Southern California market, channel 2 can
sell so much more...so much better!

TConducted by the Institute for Motivational Research,
Inc., mn association with Market Planning Corporation,

an affiliate of McCann-Erickson, Inc.

CBS OWNED*KN XT @ 2 LOS ANGELES

REPRESENTED BY CBS TELEVISION SPOT SALES
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television
. « . anywhere!

WDBJ-TV covers 53 coun- nightly delivers viewers for
ties . . . where there are over $1.14 per M on a 5 Plan; 90
400,000 television homes, cents on a 1_0 Plan.* This
$2 billion in retail sales. You receptive audience is almost
can buy into this rich market totally adult. Powerful sales-
economically and effectively, producing merchandising
for WDBJ-TV furnishes highly  support provided, too!
rated shows at comparatively It will pay you to take a
low cost to you. closer look at WEAITJIX_I'IEIE{}

example, WEATHER SPECIAL and
Sl-l’?%rC)]{fAE and LATE EDITION and other ‘“best
EDITION at 11:00 PM  buys” offered by WDBJ-TV.

*all cpms based on March, 1959 NSI

ASK YOUR PGW COLONEL FOR CURRENT AVAILABILITIES

Wb 1V e

Maximum Power « Maximum Height
ROANOKE, VIRGINIA
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Calling all inventors

(Eastern Iowa farm gadget division)

Got any ideas for chicken guillotines or
automatic egg washers? Submit ‘'em to WMT's
13th annual Towa State Fair Gadget Show (entry

deadline August 18).

You don't have to be an inventor to do a good

time-buying job in Eastern Iowa. The last area survey

showed WMT with more listeners than all other

radio stations in the 34-county area put together.

WMT

CBS Radio for Eastern lowa

Represented by the Katz Agency

Mail Address: Cedar Rapids

Affiliated with WMT-TV; KWMT, Fort Dodge
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FIRST IN
MERCHANDISING

in Richmond & Central Virginia

1. COMMUNITY CLUB AWARDS 6. PERSONAL FOLLOW-UPS

Thousands of clubwomen compete for big cash Regular calls on jobbers, wholesalers, retailers.

2. IN-STORE FOOD DISPLAYS 7. EP.EdCI?!'f fu “fEITINhS sore buyers.

3. IN-STORE DRUG DIspLAYs o REPORTS TO ADVERTISERS

Special WXEX-TV displays featuring your prod- stock, sales and displays at retail level,

4. GROCERY BAR PROMOTIONS - T ROMOTIONAL TV SPOTS

In-store food demonstrations, sampling, couponing. Program fresh in customer's mind at all times.

5. STORE WINDOW DISPLAYS  10. NEWSPAPER ADS

Colorful WXEX-TV streamers featuring your product. Appearing in leading Richmond newspapers.

WXEX-TV

Tom Tinsley, President NBC-TV BASIC Irvin Abeloff, Vice Pres.

National Representatives: Select Station Representatives in New York, Boston, Philadelphia, Baltimore, Washington

Clarke Brown Co. in Dallas, Houston, Denver, Atlanta, New Orleans; Daren F. McGavren Co. in Chicago, St. Louis,Detroit and on West Coast
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STRATEGY FOR A PROGRAM BATTLE

Here's how the three tv networks plan to slug it out this fall

For ABC-TV, the counter-punch
For CBS-TV, awareness of ‘responsibility’
For NBC-TV, ‘totality of service’

This fall, for the first time in television history, three na-
tional networks—not two—will be competing head-to-head
for the nighttime audience. On the program schedules which
they have devised will ride nearly half a billion dollars
worth of billings for time and programs.

With so much at stake in so infinitely tougher a com-
petitive condition than has existed before, the program plans
of each network take on life-or-death meaning. In this
collection of exclusive interviews with BROADCASTING editors,
the chief executives of all three television networks have
described freely the policies which will guide their pro-
gramming this fall.

Among the three networks there are actually two main
policies: the CBS-TV and NBC-TV concepts of broad serv-
ice covering the gamut of entertainment and information
and the ABC-TV concept of unabashed “counter-pro-
gramming” which has as its objective a high average rating
for all shows through the week.

In a sense both CBS-TV and NBC-TV have built their
new schedules around an expansion of the central ideas
which have been traditional with them. The expansion has

ABC-TV’s Treyz

CBS-TV’s CowaN

been decreed not only by the general growth of television
and the desire to satisfy the vast majority of people but
also by the awareness that their programming must be in-
vigorated to meet the new competition of ABC-TV.

CBS-TV’s president, Louis Cowan, whose network has
long been the front runner in billings, thinks the way to
stay there is to follow a beefed-up version of the program
pattern that has been in effect for some time. He describes
his pelicy as the pursuit of “responsibility, stability and
balance.”

NBC-TV’s board chairman, Robert W. Sarnoff, whose
network ranks a close second in billings, is banking on the
biggest collection of hour-long specials ever assembled in
tv and on other shows which will give “totality of service.”

ABC-TV’s president, Oliver Treyz, whose network is third
in billings but hopeful of adding revenue as it builds audi-
ence, thinks both Messrs. Cowan and Sarnoff are wrong.
He’s “counter-programming” against CBS-TV and NBC-TV
with the aim of getting the highest average ratings most
nights. '

FOR FULL REPORT TURN PAGE

R

NBC-TV’s SARNOFF

THREE EXCLUSIVE INTERVIEWS

BROADCASTING, Augus! 17, 1959
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CONTINUED

OLivER TrREYZ MONITORS ALL THREE NETWORKS

ABC-TV's plan

The clearest expression of what
ABC-TV’s philosophy is comes from
President Oliver Treyz’ description of
what it is not: namely, “the old philos-
ophy of networking, which was epito-
mized by NBC in the old radio days.
That was to sell time, then program it.
Ours is to program first, then sell it.”

Elaborating, Mr. Treyz -continues:
“In those days [of radio] a network was
held together and made No. 1 by hav-
ing the greatest aggregations of stations.
If you held together the way NBC did
under the fine leadership of Niles Tram-
mel, holding the finest collection of fa-
cilities, the 50 kw clears, then the best
shows that were in the hands of the ad-
vertisers gravitated to you. So you got
your Jack Bennys, and you got your
Charli= McCarthys and you got your
other top shows as a result of having
the better facilities.

“When Leonard Goldenson merged
Paramount Theatres with this network
he found he had one show—Ozzie &
Harriet. Everything else could be
moved. The whole philosophy had been
the old NBC philosophy: sell time, and
then, somehow or other, it would get
programming, usually by forces over
‘which the network didn’t have any par-
ticular control.”

He added: “The philosophy that
guides ABC today is program first and
then sell.”

The key to that programming, says
Mr. Treyz, is counter-programming—
putting on something completely dif-
ferent from what the other networks
have on the air at the time. His exam-
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ples: Disneyland against Arthur God-
frey, Cheyenne against Milton Berle,
Maverick against Ed Sullivan and Steve
Allen, 77 Sunset Strip against Lux The-
atre and The Lineup.

Objective: High Average ¢ Mr. Treyz
is not hesitant about expressing ABC-
TV’s immediate aim—to be the No. 1
network next year in terms of average
audience per minute in the evening.
Specifically, ABC-TV thinks it can
dominate the ratings on Monday, Tues-
day, Thursday, Friday and Sunday
(Wednesday it concedes to NBC-TV,
Saturday to CBS-TV). And those con-
cessions are not without exception; on
Wednesday, for example, he expects
Hawaiian Eye to give Perry Como
serious competition.

But although ABC-TV’s hopes for the
fall are high, Mr. Treyz doesn’t side-
step the present. “We're not No. 1 now,
although we were No. 1 in the com-
petitive markets one week in June,
which indicates we’'ve been moving
along. We're not No. 1 on the national
front because we haven’t had the clear-
ances that would carry us through with
a partially scheduled program structure.
Next year will be the first that we've
been scheduled all the way to 11
o’clock.

“We've been notably weak in certain
areas. Right now (in the summer) we
have something like one commercial
show on Monday night. We have noth-
ing commercial now nor any strength
from 9:30 to 10:30 on Sunday night.
We recognize the competition is winning
by default. We recognize also that
they’re hardening the viewing habits
and that we’ve got a dislodging job to

do as we compete for viewer favor.”

Monday Matches ¢ Mr. Treyz cites
Monday night as an example of how
his network will take on the others this
fall. It has scheduled three consecutive
hour-long shows, two of them brand
new, starting with Cheyenne (back with
Clint Walker after a season’s layoff)
at 7:30, followed by Bourbon Street
Beat at 8:30 and Adventures in Para-
dise at 9:30. Bourbon Street Beat alone
will face four of last season’s top 10
shows., The four: NBC-TV’s Wells
Fargo and Peter Gunn, CBS-TV’s Fath-
er Knows Best and Danny Thomas.

Says Mr. Treyz: “We don’t think
those other top 10 shows have been
tested by the kind of competition we’ll
give them. We know we’re going against
ingrained viewing habits, but we've
done it before. We recognize that it
takes time: Last December or Jaunary,
for example, one trade paper listed 77
Sunset Strip as on the scrap heap of tel-
evision programming, due for the axe.
We didn’t think so, because, apart from
ratings, we had our own research that
said the program could make it, if it
stayed there long enough.” It stayed.

Why Few Specials ® Mr. Treyz is not
without opinion about what his com-
petition, especially NBC-TV, is doing in
its fall programming. Commenting on
the large number of specials his net-
work will be competing against, and on
why ABC-TV has not gone that route,
he says:

“We believe television is a habit
medium. We think you should inter-
rupt those habits only when what you
are presenting as an interruption is
superior to the regular fare. But just
to take a time period that you haven’t
been able to sell and say, ‘OK, we'’re
going to put in specials,” and then to
program anything that is brought to
you—well, we think that’s a misuse of
the term ‘specials.” We think it will
degrade the whole concept in the pub-
lic mind. What’s special about a pot
pourri of shows in a given time period
that have no theme, no continuity and
represent everything from:' wonderful
public service to pure escapist enter-
tainment? It's special only in the sense
that it’s different.

“Very often,” he says, “you may
find this euphemism ‘totality of pro-
gramming’ [NBC-TV’s program theme]
to be a rather enticing application of
the old philosophy of selling first and
then programming. We should be care-
ful that ‘totality’ is not a mere eu-
phemism for lack of program planning
or for lack of a point of view behind
program planning.”

There will be a few “specials” on
ABC-TV this season—four Frank Sin-
atra shows, two with Bing Crosby and
a few starring Dick Clark—but MTr.
Treyz thinks these fit within his defini-
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PEOPLE
work—play—LIVE
by RADIO!

WHO Radio Reaches From 18%% to 35% of the Total Radio Audience
in 93 “lowa Plus”’ Counties, Sign-On to Sign-Off!

AINTING or polishing, at work or play—
radio is always close at hand. There’s no
other medium that sells so often, so economi-
cally, so completely. The “do-it-yourselfer” cer-
tainly can't mend screens while he watches
television or reads a magazine or a newspaper.

But selecting believable, big-audience radio
stations for your schedule is as important as
radio’s own special appeals.

WHO Radio is the very best in all Iowa—
the station that is aggressive, alert, alive!

The 93-county area Pulse Report (Feb.-
March, 1959) gives WHO Radio from 18%
to 35% of the total radio listening audi-
ence—first place in every quarter hour sur-
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veyed—the balance being divided among 88
other stations!

WHO Radio’s superior facilities, personnel
and programming pay off. WHO is a solid
salesman—a “pro” that people BELIEVE. Ask
your PGW Colonel for all the details on
WHO Radio—serving Towa PLUS!

WHO

for lowa PLUS!
Des Moines . . . 50,000 Watts
NBC Affiliate

WHO Radio is part of Central Broadcasting Company,
which also owns and operates
WHO-TV, Des Moines; WOC-TV, Davenport

Peters, Griffin, Woodward, Inc., National Representatives
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Strategy for a program battle connunue

tion. There may be others later, but only
“when there’s a supply of the kind of
talent that’s worth it.”

Defense of Ratings ® Mr. Treyz
doesn’t share the opinion of those who
quarrel with ratings. “If you're con-
temptuous of ratings you're contemptu-
ous of public taste,” he says, stressing,
however, that “your awareness of rat-
ings doesn’t mean you toss out every
show that’s No. 2 in a time period, or
even No. 3. There can be sound rea-
sons for continuing such shows based
on the kind of audience they’re getting.”

And the kind of audience ABC-TV
is out to get is the young audience,
which he translates to “under 50.”
That point crops up repeatedly in Mr.
Treyz’ accounting of his network.
“We're after the post-war families, the
big consumers of tv and of the products

CBS-TV’'s plans

At CBS-TV, President Louis Cowan
boils it down like this:

“We program not just to the young,
not just to the older, but to all of the
audience. This is the core of our
whole philosophy. It’s doing what tele-
vision’s supposed to do, bringing as
many of the good things of all kinds
to your audienceé, always with an em-
phasis on quality.”

And in the CBS-TV viewpoint, it can
be boiled even further, to one word:
responsibility.

Ry
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STABILITY AND BALANCE ARE Louls CowaN’s CORNERSTONES

advertised on it.” He likes to cite the
youth of ABC-TV’s stars, pointing out
that Jim Garner (Maverick), Ephram

Zimbalist Jr. (77 Sunset Strip), Roger .

Moore (Alaskans), Gardner Mackay
(Adventures in Paradise) and others of
ABC-TV’s headliners are all in their
20’s or early 30’s. “These are our
marquees; when you compare them
with the Jack Benny’s and the Groucho
Marx’s you have a difference in age
that literally represents a gap between
generations. If you want to personify
ABC, look at the ages of its stars—and
the newness of them.”

Although ABC-TV is confident it
can live up to its own ratings pre-
dictions, Mr. Treyz has no illusions
about the long pull his network has
ahead in catching up in billings. “The
billings don’t match the ratings, and
that will continue to be true. Even after

scribes for his programming mix is
“creativity, the cornerstone of our
programming. It means daring and
imagination in ideas. It sometimes
means failure. Other times it means
success. It relates not only to entertain-
ment but to news and public affairs as
well. And creativity involves people,
too—bringing together as many of the
top creative talents as possible.”
CBS-TV’s program philosophy also
lays heavy emphasis on stability: “You
will find on CBS more continuing pro-
grams that are maintaining themselves
because of their proven achievement
than on any other network. There isn’t

we have moved ahead in audience we
will not pull quickly ahead in terms of
dollars, and for two basic reasons: (1)
we did not have the inherent advantage
of the one or two channel markets
because we didn’t get there as soon
as the other networks, and (2) our
rates are lower. Our cost per thousand
is the lowest in network television. And
if we do raise our rates, it will be in
keeping with that philosophy of having
the lowest cost per thousand.”

The big job, now that the pro-
gramming is set, is to promote it, Mr.
Treyz says, because “among other
things, our schedule is the newest in
network television—64% new. Al-
though it’s true that a few programs
represent rescheduling from previous
positions, ABC-TV basically will of-
fer more newness than you will find on
the other two. That has the advantage
of the quality inherent in this kind of
newness; it has the disadvantage of
being unknown.”

constant upheaval, constant tearing
apart which is forever disrupting and
not necessarily achieving anything.
Once a program has been put through
the many measured, careful and some-
times inspirational steps that make it
a winning show, it stays in the
schedule.”

Importance of Balance e That’s the
stability side of programming. The
other side is balance, says Mr. Cowan.
“Ours is not a lop-sided schedule. It
covers the full spectrum: variety, en-
tertainment, - situation comedy—which
incidentally is the most precious, fragile
and most daring of all kinds of con-
tinuing programs, and yet look at the
great number that are on CBS—drama,
the westerns, panel shows. It is the
balance that gives viewers a sense of
participating in something that offers a
variety of interests for them to watch.”

Mr. Cowan makes clear that “sta-
bility” does not mean resistance to
change. The network will have more
than 10 hours of new programming
this fall, exclusive of specials, inter-
woven with the favorites from past
seasons. And he points to what the
network is doing in daytime schedul-
ing, notably the Woman and On the Go
series, as evidence that “there has
been more experimentation in ideas in
the daytime at CBS than almost any-
where else in television.”

Nor does “stability” preclude “spe-
cial” programming, although the net-
work is sensitive about the use of that
word. CBS feels that not all shows
labeled ‘“‘specials” are really that at
all, although it can count 185 entries
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Television spot will spurt A
23 per cent to $424 million’Z
in 1959 — a height from ¢
where. it will be in position
to bidforindustry leadership —
while TV network time sales will rise
seven per cent to $454 million, A%

according to estimates
by authoritative sources.

Why_ the unprecedented
swing to spot? For one
thing, it provides essential
multiple sales impressions
and valuable cumdlative
audience patterns at
attractive costs.

The procession to H-R

™
has been even mof\e_‘_'r_j
spectacular. Since its first
year of operation in 1950,
H-R has expanded eighteen-fold —
more than seven times
the rate of growth of
the spot medium it serves.

The reason? Outstanding L b5
salesmanship, among others. y\

_ S H_R Television, Inc,
“We always send a man to do a man’s job'’ /5 @ Representatives

e

New York » Chicago = San Francisco « Hollywood « Dallas « Detroit - Atlanta + Houston + New Orleans « Des Moines



Strategy for a program battle connnueo

in its own fall schedule which qualify
under this general use of the term. It
would prefer a more restrictive defini-
tion for ‘‘special,” lest the term fall
into disrepute,

Tests of Strength ¢ CBS-TV knows
this fall will be a challenging year for
the network, but “every year is a
challenge.”

“ABC will be strong,” says Mr.
Cowan. “NBC will be strong. We hope
CBS will be stronger. You must always
anticipate very strong competition;
you're always aware of what your com-
petition is showing. That’s part of the
way your schedules are put together.”

But what’s most important, says Mr.
Cowan, is what CBS-TV is doing.
“You cannot always be looking around
to see what the other fellow is doing.
You must look at what you can do
and what you feel it is your responsi-
bility to do. If we were to program
only opposite other networks, either
NBC or ABC, then we’d have an en-
tirely different schedule. We want to
do our own affirmative planning, act-
ing positively rather than reacting. If
we were going to schedule a western
to compete with every other western,
an adventure show for every adventure
show, then our whole schedule would
have to be that way—if that were the
audience you were trying to get. But
then you would not be serving the
complete, full, total audience range
that we think should be in a balanced
schedule.”

One thing CBS-TV does watch for
when it’s “looking around” is to avoid
putting some very big special program
opposite an equally important attrac-
tion on another network. This may
come as a surprise to those who have
criticized networks for doing just the

NBC-TV's plans

“Your biggest headache in running a
network is putting together a program
schedule that in every respect satisfies
the public, the critics and the advertiser
—with every show a hit. The measure
of your success is your batting aver-
age.”

So says Robert W. Sarnoff, chairman
of the board of NBC, whose television
network is now energetically trying to
produce such a program schedule for
the 1959-60 season. NBC-TV’s remedy
for its program headache was not con-
cocted in a vacuum. When the network
brass got together to decide which way
to go, they could hear a chorus of criti-
cal voices which called last season “dull,
lack-lustre, the bottom of the barrel.”
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opposite, putting two block-busters
against each other and making the
audience choose between the two when
conceivably it might have preferred to
see both. It’s not just a matter of being
a gentleman about this thing, Mr.

.Cowan points out; a network wants it’s

show to get as large an audience as it
can, and this desire can be frustrated
by placing one big show opposite an-
other. Although it’s not always possible
to avoid such conflicts, either because
of accidents or because of other com-
plexities which go into making up the
schedule, it remains a “policy” at CBS
to do so when possible.

More than Ratings ¢ Mr. Cowan in-
sists that ratings, while important to a
network’s success, cannot be the sole
criterion in its programming philos-
ophy. “Take some of our serious, night-
time news programming, the CBS Re-
ports series produced by Fred Friendly,
for example. In the case of these shows
it’s not just ‘how large can the audi-
ence be’ but ‘how good can the pro-
grams be.” That is our constant effort.”

In discussing the problem of pro-
gramming these “serious” news and
public affairs programs, Mr. Cowan
touched upon one reason most of these
shows end up on Sunday afternoon in
many network schedules—the so-called
Intellectual Ghetto. It goes back to the
consideration that “an audience has
to bring something to the program just
as the program has to bring something
to the audience. This is one of the
reasons why Sunday programming has
its advantage in this area. First, the
family is grouped together, just as they
frequently are with their Sunday news-
paper, or when they do most of their
reading. And they’re rested, able and
willing to contribute their part in the

They could also see the dust being
stirred up by ABC-TV in its spectacular
challenge of the past few seasons. And,
too, there was always CBS-TV, NBC-
TV’s historic running mate as the Big
Two of television.

The formula they came up with is
what Mr. Sarnoff calls “totality of
service”—the greatest appeal to the
greatest number of people most of the
time, and something for everybody
some of the time. It was an answer
dictated both by conviction that this is
what television networks should pro-
vide and that this is what will sell.

Emphasis on Specials ® A big ingredi-
ent of that schedule is the large number
of specials. To Mr. Sarnoff, however,
the number is unimportant; the show’s
the thing:

program-audience give and take.”
All this is not to say that CBS is
not competitive: “Don’t misunderstand
me, we’re highly competitive,” Mr.
Cowan affirms. “Circulation is terribly
important. But I think that if it’s at
the expense of responsible broadcast-
ing the answer has to be unequivocably

< IR L]

no.

Does this programming philosophy
pay off in the marketplace? It does, he
says, because “audiences have to come
to depend upon the quality of what
they’re getting on a regular basis from
a network. That’s one of the ways in
which you build your circulation and
your attention and your continuing
interest. It keeps them coming back
for more.”

As to the big objective which CBS-TV
keeps in mind, this is what Mr. Cowan
has to say:

“I have spoken of responsibility. I
think this can be defined in three direc-
tions: first, by constant, earnest creative
intent to achieve quality programming
for the broadest possible audience—
such as our effort to stimulate creative
writing for television by our grants-in-
aid project; second, by trying to main-
tain the best balanced schedule for the
television viewer, so that it is not un-
balanced, as it were, in any direction;
third, and most important, by a con-
stant awareness of our obligation to in-
form as well as to entertain. This means
pre-empting in prime time to bring the
television audience news or public af-
fairs programs of genuine timeliness
and significance; of scheduling infor-
mational programming in prime time
(such as CBS Reports); of maintaining
the best possible news and public af-
fairs organization and schedule in ful-
fillment of our growing opportunity in
the area of electronic journalism.”

“l personally don’t feel it’s neces-
sary to build up the number of spe-
cials. It doesn’t matter whether there
are 150 or 250, particularly when you
stretch the meaning to include a lot of
things. I think there are more than
enough and I think that it’s going to
get down basically to whether a show
is any good. To be perfectly blunt per-
haps it’s good for public relations pur-
poses to get the 250—but I don’t think
that’s really important.”

In Mr. Sarnoff’s view, what’s equally
important is that advertisers want
specials. There’s been a mounting de-
mand, he says, because they serve the
purposes for a number of advertisers
for merchandising purposes during
certain periods of the year. “The de-
mand, quite frankly, was greater than
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That’s the only music this trio makes. They represent the

kind of on-camera selling which is welcomed and looked forward to, in every

TV home in the Nashville market.

ON THE DRUMS —~ "Mr. Television’” himself — Jud Collins,

Nashville’s number one news man; moderator and MC extraordinary.

ON BASS — Dave Overton — Masfer of the ad lib, so popular as
an MC he has to ration his time.

AT THE PIANO — Boyce Hawkins — Mr. Split personality.
He goes from a zany Grandpa Moses Character which kills the tri-
cycle set to a straight weather pitch without dropping a single
viewpoint.

Strong local personalities are just one side of the
WSM-TV selling album. For the full concert, ask
Hi Bramham or any Petry man.

BROADCASTING, August 17, 1959

Nashville, Tennessee
Represented by Petry

OWNED AND OPERATED BY THE NATIONAL LIFE AND ACCIDENT INSURANCE COMPANY
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ROBERT SARNOFF PUSHES ‘TOTALITY OF SERVICE IDEA

the ability to accommodate them,” he
says.

So NBC-TV decided to make room.
It did so by setting aside two hours a
week, the 89 p.m. Sunday hour for
Sunday Showcase and the 8:30-9:30
Friday hour. In addition it sold the
9:30-10:3C Tuesday hour to Ford for
its series of 39 specials, and put still
other specials into the schedule where
it could.

NBC-TV’s decision to set aside the
Sunday and Friday times was met with
both favorable and critical reaction, the
latter from agencies and advertisers
who felt that it made program buying
more difficult.

“Quite the opposite is true,” replies
Mr. Sarnoff. “What we did was to
break open a period where .advertisers
who wanted three, four, six or eight
specials could place them. Some adver-
tisers preferred to be able to spot their
specials throughout the -schedule, and
we've accommodated those, too. Others
wanted exactly what we came up with.
It’s been a boon to a number of them.
It couldn’t have worked, believe me, if
the advertisers hadn’t wanted it
Fortunately there’s been a tremendous
demand and our estimates were right.”

Does NBC-TV consider the heavy
investment in specials a gamble? Tt
does and it doesn’t. It does in the sense
that “we decided to go ahead, pro-
gram the Friday period without at the
time having “specials to fill it. If we
don’t sell a particular date in that ser-
ies we’ll have to fill with something
that will be of quality comparable to
the sponsored shows.” (NBC’s now
breathing easier about that gamble;
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as of last week they’d all been sold
through next May.) It doesn’t consider
specials a gamble from the standpoint
of audience. Their audience track rec-
ord is extremely good, Mr. Sarnoff
points out, adding that in one way they
are less of a gamble than a regularly
scheduled series. If one of those is a
dog, you've got to take a beating for
13 or 26 weeks before you get a
chance to recoup your rating. With
specials, there’s always the hope the
audience will give you another chance
next week.

The Competitien ® But what about
ABC-TV (which until now has avoided
specials like the plague, concentrating
—with notable success—on westerns,
mysteries and every-week variety pro-
gramming)? Does NBC yet acknowl-
edge it as serious competition?

“Yes,” says Mr. Sarnoff, “ABC is
competition. It’s done extremely well
this year ratings-wise and has increased
its gross volume of business. But it’s a
question of what you want to be.

*“You can draw an analogy between a
network’s program structure and a mag-
azine’s. Now you can either be a Life or
a Look or Reader’s Digest with massive
circulation but with broad appeal cover-
ing many things of interest, or you can
be a magazine with large circulation but
appealing only to one type of reader,
whether it’s a western-type magazine, or
a comic book, or a gossip sheet or what-
ever it is. Now I think you have to
make your choice.

“One of them may be more profitable
than the other. Or they may be equally
profitable. But they don’t serve the same
purpose. We are taking the direction,

and certainly it would appear that CBS
is, of a complete balanced schedule and
at the same time trying to have each ele-
ment of it appeal to the maximum num-
ber of people. If we have a western, we
want it to be a western that appeals to
the maximum number of people. The
same for a mystery. If we have an infor-
mation program we hope it will be the
kind—like Project XX—which has a
Nielsen every bit as good as many enter-
tainment programs.

“If we’re right, and if ABC adheres
to its present program pattern, I don’t
believe that in the long run ABC will be

serious competition for either us or
CBS.”

Just the same, Mr. Sarnoff admits
that ABC’s success with its current pat-
tern of programming forced NBC to
change its way of doing things. “There’s
no question that their program schedule
has caused both us and CBS to make a
number of changes and to do programs
in certain periods that we might have
done differently. You can’t ignore real-
ity. You can’t just be a complete idealist
and say, ‘Come hell or high water, this
is the kind of program schedule I'd like
to have,” and not at the same time rec-
ognize the competitive situation. On the
other hand you can sometimes take a
bold step and hope that you’re going to
be proven right and win out.

“For example, take Sunday night 8
to 9. There’s no question that it would
have been vastly easier to have gone in
with two half-hour westerns or two mys-
teries or two adventures (against the
tail end of ABC-TV’s Maverick and
directly against CBS-TV’s Ed Sullivan
Show). But instead we decided to put
on top-grade, provocative, original
dramas, or news and information and
the Project XX type things, plus other
specials which we think will keep the
schedule in balance.”

What About Ratings ® The matter of
ratings is one of major concern to NBC-
TV, Mr. Sarnoff says, not necessarily
because of whether they’re with or
against the network on a certain show,
but because of the interpretations.
placed upon them.

“You can’t have it both ways,” he
says. “You can’t accuse a network of
going for ratings only and criticize it
for the kind of programming it puts on
for rating purposes, and then when it
tries to do something else, clobber it
because it didn’t do as well as the com-.
peting show on a rating. basis.

“I would hope that in the next few-
years all of us will get off this rating-
kick and really use the ratings for what:
they are—a terribly important and val-.
uable instrument if they’re used prop--
erly. But get off this rating kick on the-
basis of what happens between 8 and’
10, period by period in terms of the-
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Who
LLooks After the

Other 27 Minutes

For $100,000, more or less, you can
buy one half-hour of network televi-
sion with three minutes’ worth of com-
mercials. And books have been written
about the care, the prayer, and the
talent it takes to get your money’s
worth out of those three minutes.

But unless the other 27 minutes at-
tract and hold an audience, you may
as well skip the commercials.

That’s why one of the key jobs at
the Leo Burnett Company isn’t held
by an advertising man. Our TV Story
Editor is a showman. His job is to
check every script before it’s made
into a program.

The job description says: ‘“he must have a
sound sense of showmanship, a good head for
costs, and a solid feel for splicing nine minutes
of quality entertainment between every min-
ute of commercial.”

He has, and it helps our clients get
their full $33,333.33%4 worth for every

commercial minute.

We try to give the following clients their money’s worth: AristaTe Insurance CoMPANIES + AMERICAN MINERAL
SPIrITS Co. » ArcHison, ToPExA & SanTA FE RaiLway Co. + Browwn SHoE Company + CAmMPBELL Soup CompanNy +« CHRYSLER
CORPORATION « COMMONWEALTH Epison COMPANY AND PusLic SERvICE CompPany » THE Cracker Jack Co. « THE ELECTRIC
AssociaTioN (Chicago) » GREEN GIANT CompPANY » Harris TRUST AND Savings BANK Tue Hoover Coampany +« KELLOGG
CompaNY « Tug KENDALL COMPANY + THE MAYTAG COMPANY « MoToroLa INC. « PHILIP MoRrRis INC. « CHas. Prizer & Co., INc.
Tue PILLSBURY COMPANY + TuE PrROCTER & GAMBLE Company +« THE Pure OiL Company » THE Pure FueL OiL CoMPANY
Star-KisT Foops, Inc. « Sugar INForRMaTION, INC. « Swirr & Company « TEA COUNCIL OF THE U.S. A, Inc

LEO BURNETT CO.,INC.

CHICAGO, Prudential Plaza + NEW YORK - DETROIT -« HOLLYWOOD . TORONTO
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“DEEP-WATER OIL RIG NEAR NEW ORLEANS' BY ROBERT HELMER. FROM THE wDSU COLLECTION.



- WDSU-TV

in New Orleans

gives you
the picture

Out in the Gulf of Mexico
loom the towering offshore
oil rigs. Their presence has
changed the pace, the size
the very skyline of nearby
old New Orleans. New
skyscrapers with names that
oil made famous peer down
at the frected balconies of
the Vieux Carre.
Newcomers, oil and
petro-chemical workers,
jostle the oldtimers,
mingling in the shopping
crowds. And there's new
money jingling in the
pockets of both.

This is a new difference in
America’s most different
city. WDSU-TV, with its
years of experience,

helps advertisers take full
advantage of all the
differences in the Greater
New Orleans market.
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night before, and whether, you won it
by two points or half a point or some-
thing else.

“The question, rather, should be, ‘Are
you doing a good job of providing a
program service from Monday to Sun-
day, from the time you open the sched-
ule in the morning at 7 until you put
it to bed at nmight at 1?°”

It’s the totality of the thing that

BROADCAST ADVERTISING

counts, thinks Mr. Sarnoff, and he’s
sure NBC has it. As he sums it up,
“When you take all our westerns and
all our mysteries and all our drama and
all our specials and all our musicals
and all our pure variety and entertain-
ment and our news and information
and sports and education I think you’re
getting a terrific package for the price
of a television set and a chair.”

HOW TV EVOKES SMELL, TASTE

To put over Maxwell House flavor, aroma,
OB&M dreams up new visual, audio tricks

As of last week, Maxwell House
vacuum-packed ground coffee, a major
spot tv advertiser among the General
Foods Corp. family of foods, started
a nationwide campaign using a new tele-
vision commercial (CLosEp CIRCUIT,
Aug. 10). Generally speaking, General
Foods for this product spends more
than $1 million a year in spot tv alone,
using on a 52-week basis about 100
markets located primarily in the East.

The commercial runs one minute,
though shorter variations may be in-
augurated later. Through the agency,
Ogilvy, Benson & Mather, New York,
the Maxwell House spot tv schedule is
expected to be increased this fall as
“viewing time increases.” Radio—most-
ly in Southwest markets—can be ex-
pected to be playing the new theme on
spot. The radio version uses portions
of the tv music and audio.

The tv commercial, produced at a
cost of less than $10,000, employed in-
teresting techniques. It also served to
point up how an advertiser seeks a
“trademark in sound” for its product
while visually appealing to the con-
sumer’s sensory perception, particularly
to evoke a response to the aroma
and flavor of coffee.

Major Job e Debut of the commer-
cial at the same time marked the first
major tv job for this particular product
by OB&M, which only the first of this
year received the ground coffee account
from Benton & Bowles to become the
fourth agency to handle any GF adver-
tising.

The story of the commercial started
last February at the offices of Ogilvy in
New York. As a consequence of an ac-
count meeting it was agreed—as ex-
tensive consumer research available also
showed—the concept that sells the most
coffee is one which stresses flavor and
aroma.

From this session evolved the adver-

tising idea (or theme) for the commer-
cial: A coffee that “tastes as good as it
smells.”

Ogilvy tried various ‘‘executions” of
the theme (that is, a process of trying
different approaches as in sampling hats
for size). Then came what the agency
calls the “clearly superior execution.”

Clearly Superior ® As viewers now see
and hear the commercial, the “clearly
superior execution” is a production that
quickly eats up the 60-seconds as the
coffee perks, the percolator puffs, the
cup of hot coffee curls steam and an
open can of coffee entices (see layout,
page 38).

What Ogilvy obtained was a demon-
stration of its theme in sight and sound,
and one that depends on an emotional
(or sensory) response. At the same
time, the percolating process that’s
known to every householder was height-
ened and made suggestive through a spe-
ctal music effect supplied by Plandome
Productions of New York.

Each step along the way was thor-
oughly tested by Ogilvy. The concept
was pre-tested before the commercial
was prepared. After preparation, the
semi-finished or “rough” commercial
received testing. This research, the agen-
cy reports, substantiated the direction
toward which Ogilvy moved.

(While this was a major tv effort for
Maxwell House by Ogilvy, it came at a
time when the agency, concurrently
with the conception of a new theme,
was “executing” still another Maxwell
House product debut: the “Western
Blend” [darker roast and a blend ac-
cording to western taste], vacuum-
packed ground coffee, introduction of
which began last June.)

Perk Puzzle ® The storyboard was
created before the search for the “in-
triguing sound” and prior to the actual
visual approach. In producing the com-
mercial, technicians found it difficult
to get coffee to perk in the manner
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needed for the camera work. Nor was
it easy to obtain a method to convey
the sound of coffee perking.

So that the camera could pick up
each perk with the correct sequence it
was necessary to get a glass top of the
correct shape. This was achieved by
obtaining a hand-blown top made out
of optical glass, shaped especially for
the production. Additionally, particu-
lar care had to be taken of the lighting.

Those associated with the commer-
cial’s production cite the problem of
making each perk “behave”-—a control
method was formulated. A similar task
was faced on controlling the steaming
of the percolator. In the process of at-
tempting to solve the visual difficulties,
the agency for a time experimented with
infra-red and high-speed photography
but these were not practical.

The film was shot on 35mm with
some use of zoomar lens for work on
the percolator top. The print was re-
duced to 16mm and the musical sound-
track first recorded on a machine
usually used for recording stereo (this
was done to achieve a balance of the
instruments).

As for the music, three instruments
were used: temple blocks for the sound
of the perk, a bass violin and a Span-
ish bass guitar.

Happy Perking ¢ For Plandome

Productions the need was outlined for
music to reinforce the copy line (or
theme), a trademark of a distinctive
sound to connote a happy musical per-
colator—that is, evoke the image of
“happy perking coffee.”

At first the agency had considered
the use of a music background such
as the bloop-bleeps in Alec Guinness’
“The Man in the White Suit.” This
idea was discarded, however, and Eric
Siday, specialist in musical electronic
sounds at Plandome and assigned to
the problem, came up with the multi-
tracked (via electronic control) musical
sounds.

Ogilvy’s Leadership ¢ The commer-
ctal concept was created under the
leadership of David Ogilvy, president
of the agency. Involved in the Max-
well House coffee account and/or in
the execution of the coffee message
were these Ogilvy people: David Crane,
vice president and account group head;
William E. Phillips, account executive
on Maxwell House; Henry C. Bate,
senior commercial producer (responsible
for production on the commercial);
David McCall, vice president and copy
group head (responsible for writing on
the commercial); David Elledge, art di-
rector, and John Hoagland, vice presi-
dent and broadcast supervisor.

Happy commercial from Maxwell House ® Highlight sequences start with
the “happy” perk of coffee (“This is a coffee pot at work; listen to it perk™).
The electronic sound of the coffee percolator continues throughout the
commercial as scenes emphasize taste by showing the coffee poured, the
filled coffee cup at close view, then to a shot of the open can (to stress the
aroma), and finally dissolving to show the product as the announcer reminds,
“Maxwell House is good to the last drop,” and follows with the new theme,
“Enjoy the real coffee that tastes as good as it smells every time.”
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WeeReBel., Columbus, Ga., and Jackie Moore, time buyer, BBD&O, inc., New York, reveal a few secrels.

Have you heard what the WeeReBel

o

said to BBD&0?

“Over a million people can watch WRBL-TV”

W
‘&

"

EROADCASTING, August 17, 1959

Over a million people can watch us in the 47-county area served by WRBL-TV; and
the only way you can reach them all on TV is with WRBL-TV. Metropolitan Colum-
bus has the highest family income in Georgia and 25th highest in the nation. Columbus
belongs on every Southern schedule. WRBI. Radio programs to the adult audience
with top buying power in Columbus. Call HOLLINGBERY for choice availabilities

in Georgia’s second market.

WREL

TV-CHANNEL 4 -RADIO-5000 WATTS

(OLUMBUS, GA.&

Represented by George P. Hollingbery Co.
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THE PGW COLONEL SAYS:

““We believe that
the profit share affects

’)’

the interest rate

Everyone at PGW can share in our earnings

... and share in them substantially.

Of course our revenue is derived wholly from

R e ;  thesale of spot time on the stations we repre-
¥ e : :_
- e TP SR sent and we think it pays off handsomely to
Fia *t'a;g“ 1& have everyone at PGW interested in that.
$i:) P :
g: P .
| féfg;g » Don’t you?

P ETERS,
(& RIFFIN,
W O ODWARD, m~c.

Pioneer Station Representatives Since 1932

NEW YORK CHICAGO DETROIT HOLLYWOOD
ATLANTA DALLAS FT.WORTH SAN FRANCISCO
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radio ‘station with
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- Springfield area accord-
ing to%buih latest Pulse
and Hr.lﬂper

i

GET ALL THE FacTs &
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~ Ketell-Carter for %
’i‘yles und availabilities

42

Sp_ﬁngfield, hiqr;sq:]iuseﬂs

(BROADCAST ADVERTISING)

HOW IT SOUNDS

Schenley commercial
played by jinglemaker

The Schenley name is given nine
times in a 55-second demonstration
commercial proposed for acceptance of
certain Pennsylvania radio stations
(BROADCASTING, Aug. 10).

The musical commercial, prepared
by Schenley Industries, a major dis-
tiller, as an ‘“experiment” in its long-
range advertising program was played
to a group of newsmen last week.

A controversial number—NAB Vice
President John F. Meagher says it
violates the NAB radio Standards of
Practice—to begin with, the commer-
cial as yet has not had exposure on the
air. Neither Schenley nor its agency,
BBDO, has indicated firm plans to go
ahead with the test.

The commercial cropped up with
several others—-none of them in the
controversial category-—at a news con-
ference and demonstration held at the
offices of Forrell, Thomas & Polack
Assoc., New York, which creates music
and lyrics for commercials. This firm
had worked with BBDO and Schenley
on the demonstration spot.

Friendly Schenley e The musical
jingle is a lilting, country-style number,
opening: “Oh the folks are friendly
down friendly Schenley way. . . .” A
full chorus and orchestration are fea-
tured in the commercial. It’s reported
that a tag line of “Schenley Industries,
Schenley, Pa.,” was proposed for the
commercial. That would increase use
of the name to 11 times.

Hard liquor advertising is voluntar-
ily banned from the air. The spot does
not mention any liquor brand.

Actually the Schenley commercial
was run off with others at Forrell,
Thomas & Polack as examples of crafts-
manship in the musical commercial
field. The company has been in busi-
ness for two years and has had musical
commercials on the air for such ad-
vertisers among others as U.S. Steel
(BBDO), Maxwell House instant coffee
(Benton & Bowles), Amoco’s American
gas (Joseph Katz agency), Bromo
Quinine (Gardner), Welchade (Richard
K. Manoff), Fels (Aitken-Kynett),
Chevrolet (Campbell-Ewald), Mutual of
Omaha (Bozell & Jacobs).

Seminars Set » The news conference
was held to announce a series of semi-
nars to be held for advertising agencies
beginning later this year. The work-
shop sessions are designed to encourage
more use of music in commercials by
dissecting the typical jingle from start
to finish and demonstrating good (and
bad) music for advertising.

They do remember ® A quick
recall of a brand name is the key
to many toothbrush sales. Aware
of this, Block Drug Co. in brush-
ing up its old tv commercial for

Py-Co-Pay toothbrush retained
the “memorability” of a jingle set
to music which was basic to the
original commercial that had a
long tv play (animated figures
using the toothbrushes as skis in
the Alps).

Along with retention, the new
commercial features a bright and
bouncy jazz tempo by a quartet
and modern instrumental group
who accompany Francine Car-
roll’s handling of the lyrics. Ani-
mation is used to demonstrate
the cleaning action of both the
bristles and the soft rubber tip. In
the live action sequences, Merry
Martin, one of the children in the
current Broadway play, “J.B.,”
was cast as the daughter.

Jerry Schnitzer, the first Ameri-
can to win the Grand Prix du
Cinema at Cannes (1959) directed
the live portions of the filming for
Robert Lawrence productions
which produced the commercial.

The commercial debut: Aug. 5
on the Jack Paar Show on NBC-
TV in which the toothbrush ad-
vertiser has extended its schedule
Sullivan, Stauffer, Caldwell &
Bales, New York, is agency

K&E adds unit

Kenyon & Eckhardt Inc., N.Y., has
organized a new sales development and
promotion division designed to expand
client services on both national and
local levels. The division will serve as
a base in K&E’s five-year plan to
“increase clients’ business, and with
theirs, our own,” according to Stephens
Dietz vice president and merchandising
director. J. Clarke Mattimore, vice
president, has been named director of
the division’s operations.
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Now FARGO is
No. 1 1n the U.S. A.,

for retail sales per family!

We've been telling you for years that our
hayseeds in the fabulous Red River Valley are
big earners, big spenders.

Now every issue of SRDS points out that Fargo has the

TOP position among all American cities, for retail sales w D AY
per household. The national average is $3,944 per house-

hold . . . as compared to Fargo’s whopping $5,970! FARGO, N. D.
Obviously, some of this buying is done by the NBC ¢ 5000 WATTS
thousands of people who drive in to Fargo 970 KILOCYCLES
from “all over.” But ALL these people hear g% PETERS, GRIFFIN, WOODWARD, INC,,
WDAY 'regularly. Ask P.G.W. for the facts Exclusive National Represeniatives

and figures on WDAY's really amazing place

in the entire Red River Valley!
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Backbone of the Libbey-Owens-
Ford advertising for the 1959 fall
season will be Bourbon Street Beat,

hour-long detective series on ABC-
TV, the independent distributors
of L-O-F glass products have been
told. Assembled (at L-O-F expense)
in regional meetings last month in
nine cities—New York, Richmond,

. Atlanta, Toledo, Memphis, Chicago,
Dallas, Los Angeles and Seattle—the
distributors not only got a preview of
the new tv program, complete with
L-O-F commercials, but a detailed
account of the manner in which it
will be merchandised to the retailers
and the general public, with empha-
sis on their part in the procedure.

This briefing was given by the
company’s top executives, from
President G.P. MacNichol and
Board Chairman J.D. Biggers to the
sales managers of the safety glass,
Thermopane and mirror divisions,
who addressed all nine regional
meetings simultaneously in what was
proudly announced as ‘“the first
closed-circuit television conference
ever held in the flat glass industry.”

In showing the pilot of Bourbon
Street Beat to its distributors. Libbey-
Owens-Ford asked them, as they
watched, to make their own judg-
ments on how popular the series
who “made a sizeable bet that
rating of 30 before Christmas,”
somewhat better than the average
will be and compare theirs with that
of 26 quoted for Perry Mason,
which L-O-F sponsored last year on
CBS-TV, along with college foot-
ball games on NBC-TV.

Top Viewing Time e The new
series will be broadcast Monday,
“top viewing night of the week,” at

on Monday night,” starting Oct. 5,
according to the “Bourbon Street
Beat Talk Book,” handsomely illus-
trated, outsize brochure. “So now
you're on Bourbon St. Beat,” the
brochure tells each retailer-dealer,

of the ABC-TV program director

Bourbon Street Beat will have a

8:30-9:30 p.m., “top viewing hour

“because you’re on big-time tv with
L-O-F Glass, and in a period of a
month, at least 60% of the tv
viewers in your market will see this
great show. . . . It’s a nationwide
135-station network show that will
work wonders for you locally.”

The program’s co-sponsors are
L-O-F, P. Lorillard (Old Gold
Straights) and Van Heusen (shirts),
“big timers all,” the Talk Book de-
clares. “All want mass audience for
mass sales and they’ll get it.” L-O-F
will have two commercials on each
program and will devote both of
them to the same product: Thermo-
pane insulating glass on Oct. 5 and
19, Nov. 2 and 23; safety plate glass
for automobiles on Oct. 12 and 26,
Nov. 9 and Dec. 28; mirrors made of
Parallel-O-Plate on Nov. 16 and 30,
Dec. 7, 14 and 21.

To permit distributors to get
identification with the program and
the L-O-F products, the final 15
seconds of one of the commercials
each week is available for local cut-
ins naming them as the local pro-
duct source. The local service charge
for cutting into the network com-
mercial and supplying an announcer
to read distributor names behind
slides will be billed to the distribu-
tors. L-O-F, however, will pay time
charges, which amount to about 10
times the cut-in fees, the meeting
was told.

Lots of ‘Schticks’ ® To make mer-
chandising tie-ins easy, Bill Orr,
executive producer of the series for
Warner Bros., has inserted a number
of “schticks” into Bourbon St. Beat.
(A schtick, the distributors were in-
formed, “is a piece of incidental
business which has nothing to do
with the plot but serves as the trade-
mark of one of the characters.” An
example is the constant hair-comb-
ing indulged in by Kooky, parking
lot attendant in another Bill Orr-
Warner Bros.-ABC-TV series, 77
Sunset Strip.)

One promotional sideline for
Bourbon St. Beat will be a cookbook
based on Rex Randolph’s (the hero,

L.-O-F will explain why girls need mirrors

played by Richard Long) schtick of
cooking for lady friends “instead of
showing them his etchings.” Another
is the “Bourbon Street Beat” album,
featuring the combo seen on tv. Cal
Calhoun (Andrew Duggan), Rex’s
partner, is an expert on old movies
and his dictating in the manner of
such stars as Clark Gable provides
another schtick to keep viewers
tuning in week after week. Another
is the raising of carnations under a
sun lamp in the Absinthe House by
Billy the Baron, piano player (Nat
[King] Cole’s brother in real life).

Why Girls Need Mirrors ¢ Most
important schtick for L-O-F, how-
ever, is connected with Bourbon St.
Beat’s heroine, Melody Lee, a suc-
cessful contestant in local beauty con-
tests (as her portrayer, Arlene How-
ell, Miss United States in last year’s
Miss Universe contest, has been in
real life). The distributors learned
that Mr. Orr is working out a num-
ber of scenes where Melody Lee
practices her flirting technique in
front of a mirror.

Some 2.5 million young men have
paid 35 cents apiece for hard-rubber
“Kooky” combs and it’s the L-O-F
belief that at least as many girls will
want to try Melody Lee’s man-catch-
ing techniques. The company has
a series of promotional helps for
dealers, including newspaper mats,
window stickers, posters and larger-
than-life-size cut-outs identifying the
mirrors as “Styled for me, Melody
Lee.” A Christmas mirror promotion
also features Melody Lee.

To help the distributor present the
mirror story to retailers and to en-
courage retailers to lay in lots of
mirrors so they’ll be prepared to
handle all the business the Bourbon
St. Beat commercials are expected
to generate, L-O-F has prepared a
“Mirror Talk Book™ to be used as a
supplement for the major talk book
on the program itself. There are
similar talk books for Parallel-O-
Plate picture windows and sliding
doors, for Thermopane insulating
glass and safety-plate auto glass.

Right-to-advertise:
Ohio makes it law

The first right-to-advertise state law,
signed by Gov. Michael V. DiSalle of
Ohio, becomes effective Nov. 2.

This trail-blazing statute takes away
from all state agencies in Ohio their
regulatory power over advertising and
is described by media as an important
step in guaranteeing freedom of in-
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formation. Radio and tv stations joined
banks, agencies, advertisers, organized
media groups, merchants and telephone
companies in supporting the measure.
It passed the Senate 28-0 and the House
113-2.

Under the new law media, adver-
tisers and agencies are protected from
adoption by state agencies of rules
against truthful and legitimate adver-
tising, including price advertising. In

addition the law provides for suspen-
sion of state licenses for those convicted
of false advertising, plus fine and/or
jail sentence.

Past restrictions in Ohio have in-
clued bans on advertising the price of
services or products, regulation of the
size and kind of advertisments and even
rules covering size and kind of type, use
of illustrations and what could be stated
in the advertising.
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“M’'SIEUR DuPRADE,
HOW WAS THE
CLIMATE AT CANNES?"’

©Piel Bros., 1969
Tres Americain, mais definitement. **American entries scored a sweeping victory at the sixth annual Cannes
International Adverﬁsing Film Festival,"’ said Advertising Age. One of the big awards™, If reported, went to
““Hockey Player,’’ the Piel Bros. film commercial starring Bert and Harry Piel and Philipe DuPrade, fractured-
French hockey ace. Agency: Young & Rubicam, Inc. Film producer: Terrytoons. Moral: You’ll find just the right
climafte for all of your film commercials at prize-winning, internationally-renowned Terryfoons. Naturellement!
TERRYTOONS, A Division of CBS Films Inc., 485 Madison Avenue, New York 22, New York. Call PLaza I-2345.

*PFirst prize for live action or animation not longer than 60 seconds.




WHY PET BUYS SMALL MARKET RADIO

Annual c&w talent hunt brings tangible results at low cost

“It’s one of the best-kept secrets from
Madison Avenue today—it’s the most
merchandisable thing in radio today,”
observed an advertising representative.
He was commenting on Pet Milk Co.’s
sponsorship of Grand Ole Opry and iis
annual country and western music tal-
ent contest of 185-190 Keystone Broad-
casting System stations.

He also might have pointed out that
sales of Pet products have risen 25-
30% as a direct result of the contest
and that Opry has proved to be a
singularly successful advertising-mer-
chandising vehicle for the company for
the past four years. Further, it’s re-
garded as a testimonial to the effective
utilization of small market radio.

If agency (Gardner Adv. Co.), client
(Pet Milk), network (KBS) and station
executives are gratified with Pet's Opry
broadcasts and contest—and specifical-
ly with the reaction and results—it’s
quite understandable because, as they
describe it, “in this promotion, every-
body wins.” To wit:

e For Pet, an ascribable sales boost
and lots of merchandising mileage for
a relatively low annual expenditure

of approximately $250,000.

¢ For Gardner, a happy client and
the knowledge of effective media plan-
ning.

¢ For Keystone, satisfied station af-
filiates, and

e For small-market broadcasters, an
opportunity to demonstrate their mer-
chandising-promotion ingenuity and to
gain ‘“additional revenues and com-
munity prestige and identification,” ac-
cording to agency-client-network repre-
sentatives.

Blueprinting for 1960 e Last week,
with memories of the second annual
contest (in Nashville June 18-21) still
vivid, they already had started plans for
next year’s country and western talent
competition at local station levels. Pet
Milk also sponsors a half hour of WSM
Nashville’s own 3 hour, 45-minute
Grand Ole Opry (a different series with
similar rotating talent), along with
Prince Albert smoking tobacco, Coca-
Cola and other sponsors. Keystone’s
version has become so popular, accord-
ing to the transcribed network, that it
is considering the sale of an additional
30 minutes to another client.

If Madison Avenue knows

little of Pet Milk’s success in the
use of small market radio, it’s
no secret that Nashville is per-
haps America’s No. 1 country
and western music locale and
No. 2 ¢ & w recording center.

Pet’'s weekly transcribed 30-
minute show on Keystone (ex-
panded to a full hour for the
contest finals) is an offshoot of
WSM’s own series, aired since
1933, networked by NBC since
1940 and regarded as the oldest
continuously-sponsored radio
program of its kind. (It chalked
up its 1,000th broadcast last No-
vember and has taken in well
over five million paid admis-
sions in Nashville’s 5,000-seat
Ryman Auditorium, a recon-
verted church, with its pews still
intact.) The KBS version takes
place in WSM studios and is
shipped to affiliates for playback
the following week.

Pet and Opry have become
synonymous in what KBS
chooses to call “hometown and
rural America,” according to
Robert Piggott, Pet advertising
director. He feels his company
possesses a vehicle of interest
that’s part of the very culture
of the people in Keystone’s cov-
erage area and one that is
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“highly promotable.” He also notes that
stations are able to gain “additional rev-
enues and prestige” by carrying the Pet-
sponsored series.

Local Support Pays Off ¢ Ray Morris,
Pet’s product advertising manager, de-
scribes the program as a supplement to
the company’s use of network tv (CBS-
TV’s The Red Skelton Show and Edge
of Night) plus Spanish and Negro pro-
gramming schedules. Last year, he
points out, the talent competition
helped boost sales of Pet products (Pet
Evaporated Milk, New Pet Instant Non-
Fat Dry Milk and Pet-Ritz Frozen Pies)
about 20% during April-June. On the
basis of available audience measure-
ment data, cost-per-thousand in small
station markets has been gratifyingly
low, he adds.

Wells Hobler, vice president and ac-
count supervisor on Pet at Gardner
Adv. Co., points out ratings are hard to
come by because of the small size of
most of the markets {(about 50% one-
station, 25% two-station and the re-
mainder three-or-more outlets) but
backs up the estimates on low cost-per-
thousand impressions. In any event,
Pet’s sponsorship of Opry on KBS sta-
ttons accounts for only 10% of its over-
all broadcast budget. Mr. Hobler states:

“We feel it represents one of the
greatest values in radio today because
we have wrapped up so much in a single
package. We not only get our regular
quota of commercial time but we also
have been able to achieve an unusual
amount of advertiser-program identifi-
cation. Along with this, we have been
able to achieve a high degree of talent
participation and testimonial in our
commercials, most of which seems to
have been achieved spontaneously and
enthusiastically.”

Mr. Hobler says tv had not been ade-
quately covering the southern markets
until recent years and “we were look-
ing at small markets when we bought
the Opry on KBS—towns of 2,000-
5,000 people.” Pet Milk wanted a na-
tional radio property with a country
and western music flavor and Gardner
seemed appropriately equipped on the
basis of its experience with Ralston’s
Purina chows account.

Tune-in Isn’t Enough e Says Earl
Hotze, Gardner account executive on
Pet Instant Non-Fat Dry Milk: “These
commercials have believability, sincer-
ity and attention-getting value. To make
the most of radio advertising today, you
no longer merely
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{This is one of a series of full page ads appearing reqularly in the NEW YORK TIMES)

FIRST ON EVERY
LIST ARE THESE
18 GREAT RADIO
| STATIONS
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Birmingham
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The “Companion Medium” has more impact than ever.., s
but-there are Great Stations and N.S.G. Stations! ~ KWKH

Shreveport

Nobody questions radio’s ability to reach into people’s minds . . . economically and WSYR

importantly. But —not every radio station does it with the same success for, as in any field,

. . : s 5 3
there are some great stations and some N.S.G. The great ones don't run sideshows or =S

accept questionable advertising but invest in the solid programs that attract solid audiences. In most WTAG

major markets there is one great station. The 18 listed at the right are the great ones in their

markets. Add 30 to these 18 and you'll achieve clarion clear coverage across America. Concentrate on e e

these leadership stations and you'll realize the full value of big radio, the companion medium. attligts

For complete information, including data developed by Alfred Politz research, call any Christal office.

HENRY I. CHRISTAL CO., INC.

NEW YORK « CHICAGO - DETROIT * BOSTON -+ SAN FRANCISCO - ATLANTA




our MUSIG if THE MOST!

Listeners dig our music in much larger numbers than that

of our “music and news’’ competitors.

WBT’s local music shows enjoy a 98% listener lead in the
mornings, 50% afternoons and 126% at night.*

Music represents only a portion of WBT’s varied, creative,
responsible programming. At home or on the road, Caro-
linians have it made with WBT.

Express yourselves, truth-seekers. A small bundle of loot
placed on WBT covers the nation’s 24th largest radio pad.**
Call CBS Radio Spot Sales for the Word.

*Pulse 25 county area 1959 (March)
#%A, C. Nielsen Co.

WBT CHaPIOTIC

REPRESENTED NATIONALLY BY CBS RADIO SPOT SALES
JEFFERSON STANDARD BROADCASTING COMPANY
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get a large tune-in and assume a sell-
ing job will be done. You must capture
the attention of the audience and leave
a strong believable sales message to cap-
ture their minds.”

Sidney J. Wolf, KBS president,
claims his transcription network is in a
“unique” position to promote the Opry
broadcasts and talent contest because of
Keystone's coverage area and the flexi-
bility of contractual arrangements with
its affiliates. “You can do a lot more in
smaller towns on the basis of personal
relationships and the merchandising
possibilities are tremendous,” Mr. Wolf
believes. He reports that stations volun-
tarily offer to provide merchandising
and promotion services and “take pride
in doing something a little extra.”

Managers of KBS affiliates take an
active part in the annual Pet Milk
Grand Ole Opry talent hunt. They con-
duct local auditions, contact grocers in
their areas on display material, air
“teaser” and followup promotional
spots, run paid newspaper ads, send out
publicity releases and mail in tapes of
their winning talent. They are asked to
compile a dossier on their total mer-
chandising and promotional efforts and
thus compete for station promotion
prizes. Those who furnish the seven
winning finalists get all-expenses-paid
trips to the Nashville soiree for them-
selves and families. Grocers also receive
prizes for displays.

The Rainbow’s End e Youthful per-
formers compete for fame and fortune
in the country music field. The national
winner gets a chance to appear with
leading ¢ & w talent (Roy Acuff, Ernest
Tubbs, etc.) on six Opry programs and
receives a contract with a top ¢ & w
recording firm (all finalists and stations
win plaques). This past June, the Town-
sel Sisters, of Lake Village, Ark., won
the honors at Pet’s talent finals attended
by client, agency, network and station
executives and including an all-day bar-
becue at performer Roy Acuff’s lavish
estate. Stations which produced final-
ists: KVSA McGee, Ark.; WDLB
Marshfield, Wis.; WFAI Fayetteville,
N.C.; KFTV Paris, Tex.; KTCS Fort
Smith, Ark.; WMEN Tallahassee, Fla.,
and CJOC Lethbridge, Alberta, Canada.

Edwin R. Peterson Sr., KBS execu-
tive vice president who handles the
Pet Milk account, describes reaction to
this year’s contest as ‘terrific” and
feels the project will continue to grow.

“Naturally”, he said, "all of this
means a great promotion for Pet and
results in local publicity and tieins with
the retail food outlets, meaning in-
creased sales, which is the ultimate ob-
ject. I believe, as time goes on, this
talent search will get national recogni-
tion similar to many other awards that
are made. Frankly, we have only
scratched the surface.”
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NEWS
~ SPORTS
~ WEATHER

NIGHT-TIME

~ CBS—23 Hours per Week
ordered on KCMC-TVY
90% OF THE CBS
SCHEDULE

ABC—9 Hours per

; Week of CHOICE,
TOTAL 3 TOP-RATED SHOWS

-TV . 73.15
SHARE OF AUDIENGE || KCMCTV.. 781% w X
Station B ... 15.0% ‘ Mo
Station C ... ]2.]0/0 : B RN, MOVIES
' : - NIGHTLY
KCMC-TV, after scoring its all-time record _ DAILY
ARB SHARE OF AUDIENCE (April, 1959 - FARM -
Metro), enters the new season with a GREATER DIG-FST :
THAN EVER program schedule. As a result of R |
this unprecedented ADVERTISER ACCEPTANCE, " DAYTIME
we look forward to another record-breaking KCMC-TV Carries Virtually
year for AUDIENCE ACCEPTANCE in 1959-60. ‘ The Entire CBS
L Day Schedule
e PLUS
SPOT ADVERTISERS - American Bandstand |
_ _ _ ' _ _ and 5:3Q Kidstrip
Choice adjacencies still available, day and night, from ABC
within this terrific program schedule . . . also RE- '
WARDING participating minutes in top local shows
and the popular MGM PLAYHOUSE. Call your
Venard man now for complete information. oo
b “ROMPER
CBS DAYTIME ADVERTISERS f" ROOM"
If Texarkana is not on your list, your commercials :I
are being DELETED . . . and you're missing a tre- Shel

mendous cost-per-thousand bargain, Average daytime
rating 16.3 (9:30 am. to 5 p.m.); share of audience
72.46; !

dominate the 4-state corner of the Southwest with

KCMC:

TEXARKANA Texas-Arkansas

HARRISOM
15

Maximum Power Channel 6  WALTER M, WINDSOR, General Manager 29-County Nielsen Coverage
g County figures indicate percent ™
Represented Nationally By Venard, Rintou! & McCannell, Inc. " of television homes which view -
Clyde Melville Co.—Southwest James 5. Ayers Co.—Southeast KCMC-TV once or more WEEKLY.
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KOBY

& gets your sales

figures UP ON
3 THEIR TOES

(in San Francisco)

KOBY delivers the audience i San
Francisco! So when vou tell vour
story on XOBY, you give vour prod-
ucts and services maximum sales
push. KOBY listeners are a loyal
audience—and theyre in a buying
mood. That's why sales soar when
you buy KOBY'!

LET PETRY put you on the KOBY
bandwagon—the most effective ve-
hicle for reaching more of the San
Francisco market.

(Incidentally, when you're in Denver, stay
at the Imperial Motel, 1788 Sherman,
downtown, convenient.)

10,000 Watts
BY "
/

San Francisco

For Greenville, Mississippi — WGVM

MID-AMERICA BROADCASTING COMPANY

VIDEO TAPE EQUAL TO ‘SLICKS’

N.W. Ayer asks NTA for taped commercials
of ‘magazine’ quality to show off products

N.W. Ayer would like to attain
magazine picture quality in its taped
video commercials.

The constant agency search for new
or modified techniques to show off the
client’s product at its best was spot-
lighted by N.W. Ayer at a conference
held last week at its 30 Rockefeller
Plaza offices in New York.

The private meeting was held with
Ayer and NTA’s Telestudios repre-
sentatives.

Four Ayer people attended: Samuel
C. Zurich, supervisor of live radio-tv
production, who also presided: Harold
Matthews, service representative (Ayer’s
terminology for account people) on
Sealtest Foods; William B. Robinson,
tv producer on Sealtest, and John Hull,
tv production liaison (in the Philadel-
phia office).

A Telestudios group of about a half-
dozen was led by George K. Gould,
president; Al Markim, director of op-
erations; King Horton. sales manager;
Robert Carlisle, supervisor of opera-
tions, and Gil Stevens. technical di-
rector.

Tv Techniques ® The conference was
initiated by Telestudios to gain a work-
ing knowledge of the agency and its
commercial techniques. (At its conclu-
ston, Mr. Gould said additional meet-
ings would be planned with other major
agencies with whom Telestudios does
business and that BBDO and Benton
& Bowles probably would be contacted
in that order.)

The conferees agreed to explore
methods toward achieving the desired
“magazine” quality in commercials.

It was emphasized that tv viewers
expect of a commercial the approxi-
mation of what they see of a product in
a top-grade magazine photo advertise-
ment layout.

Ayer’s interplay of print and tv was
noted in that its writers do both; a year
ago, the agency consolidated its creative
print and tv in Philadelphia.

A Telestudios’ suggestion that the
agency forward its print photographic
ad layout to the studios before re-
hearsal and actual shooting begin re-
ceived favorable attention. It was the
consensus of the tape group that its
technicians are becoming more expert
in reaching a point where in the past
only film makers could go. As expressed
by Mr. Gould, the objective is to
duplicate the “advantages” of film while
retaining tape’s obvious contribution of
spontaneity to commercial production.

There were technical suggestions ex-
changed as well, such as refinements
in the sweep frequency and adjustments
in tables holding the products to per-
niit a more favorable camera angle and
view.

Highlights of the meeting: An ex-
planation of how N.W. Ayer operates
in the production of a tv commercial,
discussions - of Ayer’s approach in fre-
quently relating tv advertising to a print
theme, and of precautionary measures
necessary in taping food commercials.

The four departments at Ayer in-
volved in a tv commercial’s develop-
ment are service (or account group)
with direct access to the client, copy,
art and commercial production.

Commercial’s Birth ¢ The Ayer com-
mercial originates with the service
representatives who meet with the client
to determine his need or problem, and
how and where to advertise his product.
This is followed by an agency meet-
ing made up of service, copy, art and
commercial production, during which
the account (service) people interpret
the client’s needs.

Copy rejects or accepts this idea. If
accepted, the idea is translated into
written form and copies sent to the
art and commercial production depart-
ments, the art department handling the
visual material and commercial pro-
duction reviewing the copy from a
video standpoint.

Production estimates (cost of the

Date Program and Time Network Rating
Thur., Aug. 6 Groucho Marx (10 p.m.) NBC-TV 16.9
Fri., Aug. 7 77 Sunset Strip (9:30 p.m.) ABC-TV 151
Sat., Aug. B Gunsmoke (10 p.m.) CBS-TV 20.2
Sun., Aug. 9 What's My Line (10:30 p.m.) CBS-TV 17.5
Mon., Aug. 10 Desily Playhouse (10 p.m.) CBS-TV 19.2
Tue., Aug. 11 Rifleman (9 p.m.) ABC-TV 15.3
Wed., Aug. 12 Bat Masterson (9:30 p.m.) NBC-TV 14.7

Copyright 1959 American Research Bureau

ARBITRON'S DAILY CHOICES

Listed below are the highest-ranking television network shows for each
day of the week August 6-12 as rated by the multi-city Arbitron instant
ratings of American Research Bureau.
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ABOVE ALL. ..

YOUR SALES MESSAGE
MORE EFFECTIVELY

WGY will deliver your sales message more
effectively in the rich market area it serves:
Albany—Schenectady—Troy, plus Northeast-
ern New York and Western New England.
We can back this up with a file of sales suc-
cess stories—for details, contact your local
Henry I Christal man or call WGY, Sche-
nectady, New York.,

50,000 Watts ¢ NBC Affiliate ¢ 810 Kilocycles
A GENERAL ELECTRIC STATION

. A
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Talking tape ® N. W. Ayer’s Samuel C. Zurich

.....

.......

SR
B L

, supervisor of live radio-tv produc-

tion (at head of conference table), conducts the session with Telestudios’ group,
(1 to r) Betty Thorburn, executive assistant to Al Markim, director of operations
at Telestudios who attended but is not pictured; David Dorset (face partially
hidden), a telestudios cameraman; Harold Matthews, service representative at
Ayer on Sealtest Foods; William B. Robinson, Ayer tv producer on Sealtest, and
George K. Gould (right of Mr. Zurich), Telestudios president. Reflected in the
mirror is King Horton, Telestudios sales manager.

commercial) are made by the com-
mercial production people and sub-
mitted to the service department. A
“refined” commercial then 1is trans-
mitted to the service department which
will review it and may ask for adjust-
ments. Next step is client approval.
Ayer people estimated that in general
it takes about six weeks to produce a
commercial.

Advertisers sign
for summer radio

" ABC Radio enjoyed one of its best
sales runs of the year during the period
from late June through the first week of
August. Officials counted up last week
and reported that gross time sales for
the six weeks came to $1.75 million.
Fourteen contracts represented new
business and eight were renewals.

New business included sponsorships
of segments of Breakfast Club by Plan-
tabbs Corp. (through W.B. Doner &
Co.), Swanson Cookie Co. (Grant),
Peter Paul Inc. (Dancer-Fitzgerald-
Sample) Chicopee Mfg. Co. (Arndt,
Preston, Chapin, Lamb & Keen), Curtis
Circulation Co. (BBDO), Magla Prod-
ucts {Edward Lieb) and Burgess Vibro-
crafters (Olian & Bronner); 52 weeks
of Paul Harvey newscasts by Bankers
Life & Casualty Co. of Chicago (Phil-
lips & Cherbo); regional sponsorships of
last Friday night’s (Aug. 14} All-Star
Football Game by Western Air Lines,
Los Angeles (BBDQ) and Standard Oil
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of Indiana (D’Arcy); co-sponsorship of
News Around the World by Reynolds
Tobacco (William Esty Co.), the Pat-
terson-Johansson heavyweight fight in
June by United Artists Corp. (Monroe
Greenthal & Co.), Frank & Ernest by
Dawn Bible Students Assn. (W. L.
Gleason & Co.) and Tello-Test on the
ABC Radio Pacific Coast regional net-
work by Labco (W.C. Beals Adv.).

Renewals came from Cadillac Cars
(two contracts), Voice of Prophecy, Dr.
Thomas Wyatt, Kretchmer Wheat
Germ Corp., Sealy Mattress Co., Folger
& Co., and Boyle-Midway Inc.

o Business briefly

Time sales

¢ Christmas Club
through 8,000 banks, loan associa-
tions), N.Y., buying two newscasts
daily across the board on Mutual for
four weeks during November-Decem-
ber, both this fall and in 1960. Agency:
Brooke, Smith, French & Dorrance,
N.Y.

(savings plan

e Southern Bell Telephone & Telegraph
Co., Atlanta, Ga., will sponsor Sunday
filmed replays of 1959 Auburn foot-
ball games over WSFA-TV Mont-
gomery (originator), WAPI-TV Bir-
mingham, WKRG-TV Mobile, WMSL-
TV Decatur, WAFG-TV Huntsville
and WOWL-TV Florence, all Alabama.
Agency: Robert Luckie & Co., Bir-
mingham.

e Liggett & Myers Tobacco Co., N.Y.,
through  Dancer - Fitzgerald - Sample
there, and Stephen F. Whitman & Son
(candy), Phila., through N.W. Ayer
there, will co-sponsor the Liberty Bowl
football game telecast on NBC-TV Sat.,
Dec. 19. NBC has a five-year radio-tv
contract for the new post-season col-
legiate contest.

® A 13-week spot tv promotion for
Colgate-Palmolive’s Super Suds begins
Sept. 1 in 20 southern markets. Plans
calls for an average of six daytime
spots per week, mostly minutes, over
each station. Agency: Street & Finney,
N.Y.

¢ Duquesne Brewing Co., Pittsburgh,
and Marlboro cigarettes will co-spon-
sor coverage of the Pittsburgh Steelers
football games over 40 radio stations
this year. The broadcasts are to origi-
nate from WWSW-AM-FM Pittsburgh.
Agency for Duquesne: Vic Maitland
& Assoc. Inc., Pittsburgh. Agency for

Marlboro: Leo Burnett Co., Chicago.

e Electric Auto-Lite Co. (auto-
mobile accessories), Toledo, ends sev-
eral years’ absence from broadcast me-
dia with $380,000 purchase of NBC
News on the Hour. Involved is one-
quarter sponsorship for 13 weeks start-
ing Aug. 31. Agency: Grant, Detroit.

Agency appointments

e Minute Maid Corp., Orlando, Fla.,
has assigned its Hi-C Div. to Dancer-
Fitzgerald-Sample Inc., N.Y. The Divi-
sion was formerly handled by Reach,
McClinton & Pershall Co., Chicago.

e Granco Products Inc. (fm receivers,
hi-fi equipment) Long Island City,
N.Y., has appointed Weiss & Geller,
N.Y., for the metropolitan area, where
some 80% of the budget will be in
spot radio beginning this fall. Plans
call for promotion of the fm medium
as an indirect boost to sale of Granco

For store tenders

An unusual specialized audi-
ence is the objective of Interna-
tional Resistance Co. (technical
equipment manufacturer), Phila-
delphia, which has contracted for
morning programs on KTLA
{(TV) Los Angeles during the
Aug. 18-21 Western Electronic
Show & Convention in San Fran-
cisco. The show, aimed at the
many technical people in the Los
Angeles area who will not be able
to attend the San Francisco ses-
sions, will consist of latest reports
from the convention.
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showing today.

YOU ASKED FOR IT peers into the rare and unusual. ..
from a dangerous high wire circus act to a glimpse into
submarine training. In 8 years on the network, it has
always had a sponsor.

ADVENTURE TOMORROW searches the fascinating world
of science under the direction of a nationally-famous
physicist, inventor and author.

VAGABOND roams the world from the lofty redwoods of
Sequoia to a carnival in Munich. .. with the emphasis on
people.

SUNDOWN is a novel and dynamic series. Truly different,
it has warmth combined with an exciting new format—
every scene takes place after Sundown!

CROS

“NOTHING
SUCCEEDS
LIKE
SUCCESS”

And these 7 new TV shows, syndicated by
Bing Crosby and Kenyon Brown, have
proved so successful in other markets
they're a cinch for success in your market!

Produced in Hollywood, the capital of
filming know-how, these great new shows
are now available on tape or film. Pre-
miered in Los Angeles, TV’s toughest
market, they bring you a pre-tested case
history of success. Call or write for a

ROWN P

PEOPLES’ COURT OF SMALL CLAIMS presents compel-
ling human emotions in courtroom drama-—actual cases
carefully enacted.

WONDERS OF THE WORLD explores the little-known and
interesting from Pakistan to Peru...from Sweden to
Siam.

WANDERLUST travels the world seeking the rare and
interesting from the back country of Utah to the sailing of
Mayflower II. Thrills and excitement in every episode.

MAJOR ARENA WRESTLING presents the champions of
the mat. WESTERN FEATURES starring Johnny Mack
Brown screens the best of the westerns.

BING CROSBY, Chairman « KENYON BROWN, President

==l . . BAFRAAAS N I AJRIRL A o) BB e 1ANN
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TELEVISION HETWORK

KDUB-TYV

LUBBOCK., TEXAS

KPAR-TYV

ABILENE  SWEETWATER

KEDY-TV

BIG SPRING, TEXAS

KICA-TY
CLOVIS. NEW MEXICO

HATIOMAL REPRESEMTNE -+
THE BRAMHAM CD LAk

W. D "Dyb’ Rogers, President and Gen. Mgr.
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receivers. Advertising elsewhere re-
mains with Robert Whitehill, N.Y.

e Stephan Distributing Corp. (Steph-
an’s dandruff remover hair lotion),
Fort Lauderdale, Fla., moves its $1
million account from Cunningham &
Walsh to Peter Finney Co., Miami.

o Maurice Handler of California (jun-
jor swimwear), L.A., appoints Dreyfus
& Shippee Adv., that city, to handle
its sales and merchandising program.
Also, Transitor Electronics Corp.,
L.A.,, names D&S as its agency for
a new line of hi-fi amplifiers and
tuners.

¢ Dr. Peter Fahrney Co. (pharmaceuti-
cal house) Chicago, appoints Phillips &
Cherbo, same city, to handle its $60,-
000-$70,000 budget. A sales expansion
program is planned for tonic-type laxa-
tive products, along with two new ones,
Farnahist cold remedy and DentaFresh
denture cleaner. The account had
been handled by Bozell & Jacobs, Chi-
cago, with about $45,000 currently
appropriated for radio advertising.

¢ Friend Brothers Inc. {canned baked
beans and other products), Melrose,
Mass., names Hoag & Provandie Inc.,
Boston.

¢ National Van Lines, Broadview, Ill.,
appoints Maxon Inc., Chicago. The ac-
count bills an estimated $300,000 and
uses radio.

¢ The Eagle Pencil Co., Danbury,
Conn., in December will move its ac-
count from BBDO to the Shaller-Rubin
Co., both New York. Eagle has been
successful with closed-circuit tv promo-
tions viewed by office equipment sup-
pliers.

e Also in advertising

e Bennett Adv. Inc., has moved its
Raleigh, N.C., office to 217 8.
McDowell St. Telephone: Temple
3-5792.

¢ The Ullman Organization, Philadel-
phia, moved Aug. 1 to 1515 Locust St.

e U. S. Broadcasting Checking Corp.,
New York, has filed for and been
adjudged a bankrupt, referee in bank-
ruptcy Herbert Loewenthal reported
last week. The company, headed by Al
Goldenthal and headquartered at 369
Lexington Ave, had been in the business
of monitoring radio and tv programs
and commercials.

Mr. Loewenthal has called a meeting
of creditors today (Aug. 17) at 10 a.m.
in rm. 1601, U.S. Court House,
Foley Square, New York.

TV PREVIEW

Rascally candy salesman ® When
Blumenthal Bros. Chocolate Co.,
Philadelphia, conmes back into tele-
vision Sept. 14 after a three-year
absence, this is “The Clever Boy”
who will keynote the campaign.
Placed through Wermen & Schorr
Inc., Philadelphia, the drive is de-
signed to expand distribution in mar-
kets where sales of Blumenthal’s
Goobers (chocolate-covered pea-
nuts) and Raisinets (chocolate-cov-
ered raisins) have been weak as well
as to bolster sales in all important
key markets, Time is being bought on
local children’s show at a rate of 14
to 20 one-minute spots per week
throughout the fall and winter.

Each spot will comprise 45 seconds
by “Clever Boy,” described as a typi-
cally lovable rascal, plus a 15-second
tag by the local personality. “Clever
Boy” is the artwork of Bill Sturm
Studios, New York, with the idea
developed by Wermen & Schorr’s
creative staff, headed by Jay Bene-
man, account eXecutive, in coopera-
tion with Blumenthal ad director
Lawrence Blumenthal.

Mr. Blumenthal said that although
the initial placements have been
made with tv stations, more outlets
will be selected as the campaign pro-
gresses this fall and winter.

e WEDR Birmingham, Ala., appoints
Lewis & Polinger Adv., Washington,
D.C., to handle its advertising, promo-
tion and public relations.

e XETV (TV) Tijuana-San Diego ap-
points William ‘D. Nietfeld & Assoc.,
San Diego, to handle its advertising,
succeeding Heintz & Co., that city.
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To Thousands of Americans:

THANKS FOR
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Shortly after the steel strike began, we published a state-
ment in a number of newspapers across the country. It was
headed “Steel Union on Strike for More Inflation.”

We told you about the highly inflationary demands of
the Steelworkers Union. We told about our unsuccessful
efforts to avert a strike, and the various offers and
proposals we made during the course of negotiations.

At the very end of the statement we asked for your
comments.

Thousands of you took the time and trouble to reply.
We very much appreciate your views.

By a 20 to I margin you supported our stand against
inflation.

A few excerpts from typical telegrams, letters, and post-
cards are shown in the columns below. They came from
union members, housewives, retired people, businessmen,
professional men, farmers—Americans from coast to coast.

mare

,,,,,,,,
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|on\ 75
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To all of you we pledge that we will continue to reflect
the earnest hopes of this broad section of Americans that
inflation be halted.

You have already told us how you feel. Why not tell
Mr. David J. McDonald, president, United Steelworkers
of America. His address is 1500 Commonwealth Building,
Pittsburgh 22, Pa.

THE STEEL COMPANIES COORDINATING COMMITTEE

375 Lexington Ave., New York 17, N. Y.

This advertisement sponsored by

REPUBLIC STEEL

a member of the committee

Republic Steel serves the missile and rocket industry from nose cone to
launching equipment. Republic is the world’'s largest producer of alloy
and stainless steels, and is a major producer of titanium. Republic Steel
also produces many of the basi¢c materials and steel products needed
at launching sites.

I am a skilled machinist with a great dislike for
writing letters. But I think every American should
answer your call . . . Hold that line.

Chicago, I111.

. for the first time in my life, I am going fo
stop and write a letter expressing my opinion . . .
Congratulations . . . don’t let us down in this
situation. Hartford, Conn.

Please hold the line even if I get laid off.
Needham, Mass.

I have never gained anything from any of the
former steel strikes. Lebanon, Pa.

Wish the day would come soon when we can vote
on management’s proposals. Homestead Park, Pa.

Although I am a member of the carpenters’ unicn,
you are 100 percent correct. Butler, Pa.

For the sake of our country . . . do not sign
another inflationary contract.

South Milwaukee, Wis.

. rather than further raises, why not consider
a reduction in steel costs...Fort Lauderdale, Fla.

Your decisicn to take a firm stand against infla-
tion is the best news we have had for a long time.
Seattle, Wash.

Please stick to your guns—we cannot endure
much more inflation. San Diego, Calif.

Stick to it . . . T am a working man, too.
Fort Wayne, Ind.

Talking to the boys in the plant I have not found
anyone who favors a strike. Massillon, Ohio

My brother-in-law a USW member in Gary, Ind.,
agrees (with the companies) and he says the
majority of his fellow workers agree.

St. Paul, Minn.

Is your definition of inflation more and more
profits with fewer and fewer benefits?
Indianapolis, Ind.
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I support your views even though a prolonged
strike will leave me without a job. Joliet, I1l.

1 am a laboring man . . . I am convinced that this
is the time to stand pat and let the labor bosses
know they are not the only individuals to be con-
sidered. Covington, Ohio

As a member of the armed forces I represent
over a million who are seriously hurt by inflation.
Chenault AFB, La.

I am a small business man whose business is
adversely and directly affected by this strike . . .
I am ready to endure whatever inconvenience or
hardship necessary, to bring about a return of the
principle of honest and fair collective bargaining.

Johnson City, Tenn.

I am a farmer and the cost of labor and material

has increased to the point where 1 can no longer

keep my buildings, fences, etc., in repair.
Manitou Beach, Mich.

Use of the word inflation as a motive to refuse
higher wages is wrong. New York, N. Y.

I think you have been more than fair in this
proposal. Waterloo, Ia.

Your stand on steel strike impresses me as being
only intelligent answer to best interest of not
only our country but of the world.

Charlotte, N. Car.

Finally you have done what should have tran-
spired long before to check inflation and its ulti-
mate evils. Los Angeles, Calif.

I would like to see and be a part of some action
that would curb the power of a handful of union
officials who are able to and do upset the econ-
omy. Downers Grove, Il1.

I am a Union man . . . I do heartily agree with
your stand. Milwaukee,Wis.

Not one of our neighbors or friends is in favor of
this present strike, Gary, Ind,

Inflation today is a serious business.
Westbury, N. Y.

Inflation must be halted. Salt Lake City, Utah

I am against anything that will add fuel to the
fires of inflation. Los Angeles, Calif.

It is perhaps unfair to ask you, the steel com-
panies, to suffer a strike for the good of all of us,
but then I think we and you prefer this stand
rather than further government controls.
Milwaukee, Wis.

Ask your grocer if more millions of dollars for the
steel workers wouldn’t make business better? Well,
I have asked them. The answer? Not if it’s taken
out of the pockeis of other customers. Not if it
means inflation. Canton, Ohio

I am a member of the Utility Workers Union
but do not agree with everything that is suggested
by a union leader. Warren, Ohio

Inflation is just as disastrous as war.
Akron, Ohio

You will become unpopular in some circles, but
the American working man will have cause to
thank you in the long run. St. Louis, Mo.

It’s high time the ordinary citizen was given a
little consideration. Comstock, Wis.

I am a working man and satisfied with wages pro-
vided living costs can be kept where they are.
Chicago, Ill.

Inflation is eating the very heart out of most of
the old people. My social security was increased
$78 per year, but my home taxes went up $84.66.

Cincinnati, Qhio

I strongly urge a stand against wage increases.
East Aurora, N. Y.

Stop . . . before we use a wheelbarrow of money
to buy a loaf of bread. Rockford, 11.

I have great admiration for your courage and
wisdom. Deerfield, 111,
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TV REVENUE: $1.03 BILLION IN '58

Income tops '57, but still ranks below record '56, FCC says

Tv’s total revenues topped the billion
dollar mark for the first time in 1958,
the FCC reported last week in releasing
1958 financial figures for television.

Income was also up—by almost $12
million over 1957, but still below the
all-time high in 1956.

Other highlights of the report:

e Median profits for tv stations went
up, but so did median losses.

e Three uhf stations grossed $1 mil-
lion or more in 1958.

Total broadcast revenues in 1958
amounted to $1.03 billion. This com-
pares with 1957’s $943.2 million and
1956's $896.9 million.

Total tv broadcast income, before
federal taxes, went up in 1958 to $171.9
million, compared with 1957’s $160.0
million—but still below 1956’s all-time
high of $189.6 million.

The 1958 financial figures cover the
three networks and 514 individual sta-
tions.

The 1958 financial report for am and
fm radio is not expected for another
several weeks.

Television’s income was split this
way: $77 million from the three net-
works and their 19 owned stations,
$94.9 million from 495 other tv sta-
tions.

Total network time sales amounted
to $424.5 million, national and regional
advertising $345.2 million, and local
advertising $181.3 million.

Commissions to agencies, representa-
tives, etc., came to $159.3 million.
Further revenues of $172.2 million

came from talent, of which $161.8 mil-

lion was attributed to networks and
owned stations.

Expenses, amounting to $858.1 mil-
lion, were almost evenly split between
the networks and their owned stations
($439.7 million) and the 495 other sta-
tions ($418.4 million).

A profit was reported by 311 stations
operating throughout the 1958 year. In-
cluded in these were 27 uhf stations. A
loss was reported by 164 stations.

Of the 32 stations operating part of
the year, four listed profits, 23 losses
and data was not available on five.

Included in the loss column were 14
pre-freeze vhf stations, 104 post-freeze
vhf staions and 50 post-freeze uhf sta-
tions.

Of the stations reporting total broad-
cast revenues of $1 million or more,
149 vhfs showed profits, 9 vhf losses.
Two uhf stations whose gross revenues
were over $§1 million reported profits,
while one uhf in this category showed
a loss.

Only seven out of the 107 pre-freeze
tv stations had total revenues of less
than $1 million.

There were five tv stations—all pre-
freeze vhf and all in the profit column
—which had total broadcast revenues
of over $8 million each in 1958.

The median - profits before federatl
taxes for all tv stations on the air for
the full 1958 year was $162,000, com-
pared with 1957’s $150,000. Highest
median profits went to pre-freeze vhf
stations—3$930,000, compared to $906,-
000 in 1958. Median losses for all 1958
stations was $77,000, compared to
1957’s $72,000.

The value of tangible property of the
514 individual tv stations was given as
$522,774,000 at original cost and at
$293,767,000 at depreciated cost.

There was a total of 39,382 em-
ployes in tv in 1958. This was broken
down as follows: fulltime, 34,265; part-
time, 5,117. The networks employed a
total of 12,760 peopie.

The following tv markets showed
total broadcast income of over $5 mil-
lion in 1958: Boston, three stations,
$7.6 million; Chicago, four stations,
$8.4 million; Cleveland, three stations,
$5.5 million; Detroit, three stations,
$7.2 million; New York City, seven
stations, $23.5 million; Philadelphia,
three stations, $6.9 million; Pittsburgh,
three stations, $5.4 million (not all Pitts-
burgh tv stations operated for the full
1958 year).

Los Angeles, with seven stations,
slipped in 1958 —to $4.3 million in
total broadcast income. It was $5.9
million in 1957.

Official 1958 FCC financial tables
are given below pages 58 & 60.

P Facts and figures on televisions leading multi-station markets

No. Re-
No. of porting
Stations $25,000
in or More
Opera- Time
TV Markets tion Sales
Albany-Schenectady-Troy, N.Y. 3 %

Albuquerque, N.M.

Altoona-Johnstown, Pa.

Amarillo, Tex.

Atlanta, Ga.

Austin, Rochester, Minn.,
Mason City, lowa

Baltimore, Md.

Boston, Mass.

Buffalo—Niagara Falls, N.Y.

Cape Girardeau, Mo., Paducah, Ky.
Harrisburg, Til.

Cedar Rapids—Waterloo, Iowa

Charleston-0ak Hiil-Huntington,
W.Va., Ashland, Ky.

Chattanooga, Tenn.

Chicago, IIl.

Cincinnati, Ohio

Cleveland, Ohio

Colorado Springs-Pueblo, Colo.

Columbus, Qhio

Dailas—Fort Worth, Tex.

Denver, Colo.

Des Moines—Ames, Iowa

NDetroit, Mich.

El Paso, Tex.

Evansville, Ind.-Henderson, Ky.
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INDIVIDUAL TV MARKET DATA—1958

Time Sales:
National and
Regional Local Total Total Total Total
Advertisers Advertisers  Stations Broadcast Broadcast Broadcast
Netwaorks and Sponsors*  and Sponsors® Reporting Revenues? Expenses Income?
1,276,755 % 2,903,186 5% 930,543 3§ 4607364 3 32208894 35 1,398,470
346,907 405,831 829,693 3 1,525,488 1,644,677 119,189CR
925,455 1,753,191 627,316 3 3,057,464 2,351,648 705,816
363,859 532,081 873,151 3 1,736,794 1,876,236 139,442CR
1,668,531 3,116,536 1,520,627 3 5,850,179 3,982,817 1,867,362
279,158 471,982 611,695 3 1,377,971 1,108,794 269,177
2,130,080 4,192,395 2,280,870 3 7,806,468 5,668,458 2,138,010
3,859,079 10,081,360 5,462,429 3 17,797,805 10,140,338 7,657,467
1,629,381 3,810,010 2,866,859 4 7,563,662 4,986,372 2,577,290
433,547 801,368 310,572 3 1,400,356 932,326 468,030
686,301 1,282,058 356,340 3 2,282,995 2,185,876 97,119
1,059,146 1,465,708 1,069,364 4 3,607,081 3,599,811 7,270
547,310 627,308 604,167 3 1,661,036 1,812,018 150,982CR
5,930,469 19,852,448 6,648,600 4 32,856,267 24,418,588 8,437,679
1,836,291 4,336,947 2,200,672 3 8,376,399 5,608,055 2,768,344
3,505,129 7,328,300 3,075,011 3 13,833,908 8,277,622 5,556,286
188,218 306,666 657,097 3 1,318,349 1,161,390 156,959
1,551,697 3,457,999 1,701,632 3 6,372,445 4915,911 1,456,524
2,095,245 3,607,315 2,934,456 4 8,175,805 6,609,658 1,566,147
1,107,898 2,758,745 2,469,310 4 6,104,085 4,671,827 1,432,258
1,539,682 1,793,169 561,280 3 3,024,135 2,901,498 122,637
4,159,148 8,729,106 4,262,891 3 15,897,967 8,673,495 7,224,472
300,269 617,262 790,978 3 1,700,086 1,750,841 50,755CR
422,132 539,875 540,297 3 1,425,156 1,508,241 83,085CR
CONTINUED
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Ask yourself, where else in the Carolinas can you find

so potent a line-up of audience builders? NBC, ABC,
Paramount, Warner Brothers—plus the best of MGM, all on
Charlotte's WSOC-TV! With this latest acquisition your
choice of stations for selling America's 22nd largest
tv-homes market becomes clear. Buy WSOC-TV. .. one of
the great area stations of the nation. CHARLOTTE 9—NBC and ABC. Represented by H-R

WSOC and WSOC-TV are associated with WSB and WSB-TV, Atlanta; WHIO and WHIO-TV, Dayton
BROADCASTING, Avugust 17, 1959 57



Facts & figures on leading mu

No. Re-

No. of porting
Stations $25,000
in or More

Time
Sales

Opera-
TV Markets tion
Flint—Lansing—Saginaw—
Bay City, Mich.
Fort Wayne, Ind.
Fresno, Cafif.
Galveston-——Houston, Tex.
Green Bay—Marinette, Wis.
Greenville—Spartansburg, S.C.,
Ashevifle, N.C.
Harrishurg-Lancaster-York-
Lebanon, Pa.
Hartford-New Haven-Bristol-
New Britain, Conn.
Indianapolis-Bioomington, Ind.
Kansas City, Mo.
Knoxville, Tenn
Las Vegas—Henderson, Nev.
Littie Rock-Pine Bluff, Ark.
Los Angeles, Calif.
Madison, Wis.
Memphis, Tenn.
Miami-Ft. Lauderdale, Fla.
Milwaukee, Wis.
Minneapolis-St. Paul, Minn.
Mobile, Afla.-Pensacola, Fla.
Nashville, Tenn.
New Orleans, La.
New York City, N.Y.
Norfolk-Portsmouth-Newport News-
Hampton, Va.
Oklahoma City-Enid, Okla.
Omaha, Neb.
Orlando-Daytona Beach, Fla,
Peoria, Iil.
Philadelphia, Pa.
Phoenix-Mesa, Ariz.
Pittsburgh, Pa.
Portland-Poland Springs, Me.
Portland, Ore.
Richmond—~Petershurg, Va.
Roanoke-Lynchburg, Va.
Rochester, N.Y.
Sacramento-Stockton, Calif.
Salt Lake City-Provo, Utah
San Antonio, Tex.
San Francisco-Oakland, Calif.
Seattle—Tacoma, Wash.
South Bend—Elkhart, Ind.
Spokane, Wash.
Springfield——Decatur—Champaign, Ifl.
St. Louis, Mo.
Tampa—St. Petersburg, Fla.
Tucson, Ariz.
Tulsa, Okla.
Washington, D.C.
Wichita-Hutchinson, Kans.
Wilkes-Barre-Hazelton-Scranton, Pa.
Youngstown, Ohio-New Castle, Pa.
Honolutu, Hawaii
Wailuku, Hawaii
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TOTAL 78 Markets 268 260
Markets less than 3 stations

TOTAL 191 Markets 254 241

TOTAL 269 Markets 522 501

» Split on expense tab

BROADCAST EXPENSES OF 3 TV NETWORKS
AND 514 TV STATIONS

Networks
and Their
Owned and
Operated Other
Type of Expense Stations  Stations Total
Number of
Networks . ... 3 — 3
Number of
stations .. ... 19 495 514
($ Thousands)
Technical . .. ... $58,008 $69,696 $127,704
Program ... ... 312,649 171,419 484,068
Selling ........ 27,020 46,994 74,014
General and
Administrative 42,046 130,252 172,298
Total Broadcast
Expenses ..$439,723 $418,361 $858,084

58 (THE MEDIA)

lti-station markets CONTINUED
Time Sales:
National and
Regional Local Total Total
Advertisers Advertisers  Stations Broadcast

Networks and Sponsorst

1,277,702 2,479,637
628,962 853,341

739,578 1,457,154 -
1,685,018 3,806,012
674,472 926,451
581,860 1,013,198
1,071,165 2,202,946
1,075,973 4,135,175
1,799,830 4,510,236
2,054,657 4,206,926
611,612 863,991
57,950 194,230
571,337 876,654
5,087,132 21,547,996
427,919 727,669
1,493,068 2,434,880
1,351,143 3,739,250
1,813,041 4,822,598
2,425,786 4,360,940
493,202 798,304
1,134,659 1,271,154
1,231,493 2,749,199
10,972,445 43,633,896
1,046,963 2,013,988
1,320,832 2,196,012
1,332,313 2,058,182
380,402 873,251
573,771 845,440
4,958,435 12,169,328
6,638 1,213,501
2,864,848 8,618,156
601,355 1,277,015
1,264,054 3,427,829
937,055 1,275,493
840,611 1,111,893
1,173,849 1,824,415
885,464 2,683,765
914,616 1,131,844
974,723 1,742,904
3,314,164 7,504,311
1,617,299 4,244 478
480,428 525,692
645,627 1,619,301
579,324 1,536,368
2,363,634 5,453,855
924,146 2,118,666
192.808 361,655
1,032,122 1,580,509
2,330,656 5,669,044
792,049 1,541,439
769,165 1,012,718
465,359 778,562
233,49-2 858,338

13

5113,576,943 $277,651,461 $136,686,486

$ 33,398,123 $ 67,489,455 $ 44,505,333
$146,975,066 $345,140,916 $181,191,819

and Sponsors® Reporting Revenues*

861,092 4 4,168,424
832,386 3 2,134,866
699,324 3 2,514,805
2,552,728 3 7,300,257
669,412 3 2,145,080
664,229 4 2,163,535
871,662 6 3,541,828
1,006,814 4 5,542,307
2,243,983 4 8,010,398
1,584,771 3 7'n58.769
699,212 3 1,963,877
741711 3 1,034,633
724,479 3 2,178,556
14,677,390 7 36407434
559,416 3 1,649,456
844,122 3 4,349,099
2,394.977 3 7,698,029
1,232.977 3 7,108,581
3169227 4 9678284

896.927 3 2.203,944

1,594,663 3 3,698,539

2,017,300 3 5,465,377

10,501,296 7 58,862,026

1,074,051 4 3,834,869

1,381,112 3 4,752,021
837,511 3 4,151,506
659,167 3 1,858,633
797,990 3 2113771

4,453,664 3 19,671,590

1,527,420 4 31216,041

2,930,669 3 12,970,856
420,219 3 2.151,112

1,235,105 3 5.113,373
547.942 3 2816876
578,764 3 2,375,458

1,068,885 3 3'740,381
879,462 3 /872,492

1,179,469 4 3231691

1,154,615 4 3,460,993

4.601,479 4 13955409

1,262,712 5 6,492,076
709,837 3 1,684,248
772,098 3 2:647,107

1,094.449 3 2,903,770

2,251,673 3 9004497

1,247,914 3 4,057,190

1,007,373 3 1,527,344

1,055,425 3 3.491,221

21229/504 4 9613404

1,003,271 3 3,004.219
904.601 4 2616764
442,020 3 1,626,313

1,147,651 g 2,100,377

Total Total
Broadcast Broadcast
Expenses Income®
2,934,067 1,234,357
2,403,248 268,382CR
2,340,645 174,160
5,536,133 1,764,124
1,947,757 197,323
1,861,344 302,191
2,942,658 599,170
5,873,272 330,965CR
6,908,282 1,102,116
4,726,355 2,332,414
1,545,582 418,295
1,225,319 190,686CR
2,150,046 28,510
32,032,642 4,374,792
1,454,724 194,732
3,177,310 1,171,789
6,065,386 1,632,643
5,817,748 1,290,833
7,630,277 2,048,007
2,154,817 49,127
3,261,738 436,801
4,870,235 595,142
35,306,761 23,555,265
3,105,418 729,451
3,583,173 1,168,848
3,389,423 762,083
1,897,198 38,565CR
2,333,815 220,044CR
12,683,129 6,988,461
3,276,971 60,930CR
7,538,181 5,432,675
1,994,325 156,787
3,982,838 1,130,535
2,385,152 431,724
2,183,083 192,375
2,833,893 906,488
3,448,494 423,998
3,047,416 184,275
3,068,481 392,512
9,859,346 4,096,063
7,193,064 700,988CR
1,786,042 101,794CR
2,346,006 301,101
1,775,576 1,128,194
7,385,435 1,619,062
4,374 501 317,3211CR
1,384,980 142,364
3,073,266 417,955
8,097,783 1,515,621
2,792,450 211,769
2,453,684 163,080
1,464,211 162,102
1,852,502 241,875

264 $490,340,600 $374,817,802 $115,522,798

250 $138,991,737 $116,541,826
514 $629,332,337 $491,359,628 $137,972,709

$ 22,449,911

» Which kind profited - - which kind lost

TV STATIONS CLASSIFIED BY VOLUME OF TOTAL BROADCAST
REVENUES SHOWING NUMBER REPORTING PROFIT OR LOSS
[Stations Operating Full Year 1958 Only]

Total Broadcast Revenues

Over $8,000,000
6,000,000-8,000,000
4,000,000-6,000,000
2,000,n0n.4,000,000
1,000,000-2,000,000

800,000-1,000,000
600,000- 800,00n
400,000~ 600,000
200,000- 400,00n
100.000- 200,000
Less than 100,000

Total operating full year 1958

Pre-Freeze
VHF
Profit Loss Profit

[ —_— —
10 1 —

9 2 1
47 3 12
21 2 44
— 2 32

1 3 30
— 1 4]
— - 25
— —_— 5
— —_ 1
93 14 191

Post-Freeze
VHF

Post-Freeze

UHF
Loss Profit Loss
2 — —
7 2 1
4 3 2
10 6 2
26 6 5
21 7 13
22 3 9
12 — 14
104 27 46




This is the kind
of hold our station
has on people . ..

What people? Say, aren’t sponsors people?
Actually, aren’t account executives and time-
buyers people? Why have we always assumed
that only our viewers are people? Time we
stopped. Our one story is for both.

They look. You buy. You buy because they
look, in confidence, in multitude and in wealth.
We offer identical plus values to you both. A
station strong in audience loyalty because of
local civic interest, public service, human-type
programming, complete dearth of double-talk-
type announcing and triple-spotting. A reward-
ing setting for honest wares.

So our area people live with us nearly con-
stantly™ and our sponsor people hold with us

long. Let the George P. Hollingbery people be-

guile you with figures that (with those facts)
show America’s 17th quantity market to be sig-
nificantly more potent than the figures say.

*George P. has evidence-ratings, mail count, you-name-it.

WHIO-TV
CBS

dayton, ohio

ISTATIONS
ties of 3 States



» Breaking down profit & loss

BROADCAST FINANCIAL DATA OF 3 TELEVISION

NETWORKS AND 514 TELEVISION STATIONS

1958
($ Miilions)
3 Networks Tota! 3
and Their 19 Networks
Owned and 495 and 514
Operated TV  Other TV TV
Item Stations Stations Stations
A. Revenues from the sale of time:
1. Network time sales:
a. Nation-wide networks . .... $306.7 $117.8 $424.5
b, Misceilaneous networks and
stations ................ — — -—
Total network time sales. . . 306.7 117.8 4245
2. Non-Network time sales:
a. Naticnal and regional ad-
vertisers . ...... ... ..., 735 271.7 3452
b. Local advertisers ......... 24.6 156.7 181.3
Total non-network time sales 98.1 428.4 526.5
Total time sales ........ 404.8 546.2 951.0
3. Deduct—Commission to
agencies, representatives, etc.. . 83.4! 759 159.3
Net time times ......... 3214 470.3 791.7
B. Revenues from incidental broad-
cast activities:
Talent ... ... 161.8 10.4 172.2
Sundry broadcast revenues . ... 335 32.6 66.1
Total incidental broadcast ac-
tivities ... .. ... . 195.3 43.0 238.3
Total broadcast revenues ... 516.7 513.3 1,030.0
C. Total broadcast expenses of net-
works and stations ......... 439.7 418.4 858.1
D. Broadcast income (before Federal
income tax) ............... $77.0 $94.9 $171.9

' 0Of this amount $64.5 million is applicable to the total sale of network

time.

NOTE: 1957 national and regional time sales for the 3 networks and 501
TV stations are revised from $296.4 to $300.5 miliion and locai
time sales from $178.1 to $174.0 million. Revisions reflect reporting
errors for 1957 detected too late to be included in the 1957 report.

» The three-year track record

BROADCAST REVENUES, EXPENSES AND INCOME OF 3 TV
NETWORKS AND 514 TV STATIONS

1958 — 1957 — 1956

($ Millions)
1958 1957+ 1956!
Broadcast Revenues

3 Networks (including 19 owned and
operated stations*) .. ......... $516.7 $467.9 $442.3
94 Pre-Freeze television stations ... 2636 2613 260.7
Subtotal .................. 780.3 729.2 703.0

Post-Freeze television stations:
322 VHF stations ............ 2236 187.3 161.4
79 UHF stations ............ 261 26.7 325
Industry total . ............. $1,030.0 $943.2 $896.9
Broadcast Expenses

3 Networks (including 19 owned and
operated stations®) ........... $439.7 $397.2 $356.9
94 Pre-Freeze television stations. ... 187.8 179.3 171.0
Subtotal ........... ... ... 627.5 576.5 527.9

Post-Freeze television stations:

322 VHF stations ............ 202.3 176.5 145.0
79 UHF stations ............ 28.3 30.2 34.4
Industry total . ............. $858.1 $783.2 $707.3

3 Networks (including 19 owned and
operated stations®)
94 Pre-Freeze television stations ...

...........

Subtotal ..................

Post-Freeze television stations:
322 VHF stations ... ...... ...
79 UHF stations ............

Industry total

( ) Denotes loss.

.............

3171.9

Broadcast Income
(Before Federal Income Tax)

$77.0 $70.7 $85.4
75.8 82.0 89.7
152.8 152.7 1751
21.3 10.8 16.4
(2.2 (3.5) (1.9
$160.0 $189.6

' 1956 data cover 3 networks and 15 owned and operated stations; 95 pre-
freeze and 364 post-freeze stations (269 VHF and 95 UHF).

2 1957 date cover 3 networks and 16 owned and operated stations; 95
pre-freeze and 390 post-freeze stations (302 VHF and 88 UHF).

* Includes five post-freeze stations (4 UHF and 1 VHF).

» Profile of stations with sales of at least $25,000

PRINCIPAL EXPENSE ITEMS OF TV STATIONS* WITH $25,000 OR MORE TIME
SALES CLASSIFIED BY VOLUME OF REVENUES

No. of
Broadcast Revenues Stations
Less than $1,000,000 7
1,000,000-1,250,000 5
1,250,000-1,500,000 4
1,500,000-2,000,000 14
2,000,000-2,500,000 21
2,500,000-3,000,000 14
3,000,000-3,500,000 7
3,509,000-4,000,000 5
4,000,000-6,000,000 9
Over 6,000,000 7
Total Pre-freeze Stations 93
Post-freeze Stations:
VHF 293
UHF 68
Total Post-freeze
Stations 361

3 Excludes data for 21 stations operating full year 1958 as follows:

[Stations Operating Full Year 1958 Only]

Total

Expenses

5 841,085

935,884
1,562,478
1,208,609
1,519,867
1,841,381
2,404,664
2,191,461
3,602,816
4,443,973
1,965,130

663,515
398,945

613,697

Salaries
and Wages

$303,774
369,407
577,094
469,743
561,512
668,005
920,515
967,306
1,074,721
1,307,061
689,292

244,858
174,801

231,661

Average Per Station

Film Talent
$158,565 $ 9,430
109,952 10,099
291,327 81,542
192,093 30,884
205,191 50,444
339,828 95,547
482,357 96,049
310944 115,353
981,142 238,370
1,450,968 276,329
413970 92,482
94,271 16,097
46,913 8,217
85,351 14,613

All
Depreciation Other

$ 87,557 $281,758
108,131 338,295
84,076 528,439
138,706 377,183
188,026 514,694
180,242 557,759
163,417 742,326
127,471 670,387
202,026 1,106,557
178,440 1,231,175
158,627 610,759
93,894 214,395
56,721 112,293
86,892 195,180

17 stations owned and operated by networks (14 pre-freeze VHF, 1 post-freeze VHF

and 2 post-freeze UHF) and 4 post-freeze stations (1 VHF and 3 UHF) with less than $25,000 in time sales which are not required to report detailed

expense data,
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Collins Radio Station Trailer puts you on
the air with a fully equipped radio station in
minimum time, saves you delay, earns
revenue sooner. Start broadcasting and
billing instead of waiting for construction,
Save on initial installation, and have a
mobile studio if you move your facilities to
permanent buildings.

This compact 8 x 40 foot radio station is
factory wired and tested — reduces your
installation time and cost. It sets up
immediately on your site, has a studio,
control room, transmitter room, office, rest
room facilities, and is equipped with
microphones, control desk and studio console,
monitors, two 16 inch turntables, 250, 500
watt or 1 kw transmitter, heating

and air conditioning.

Eliminate delays, get on the air faster
and more economically with a
Collins Radio Station Trailer.

Contact Collins for further information.

&9

OLLIN

g
3P

|

—

COLLINS RADIO COMPANY ¢« CEDAR RAPIDS,IOWA ¢ DALLAS, TEXAS ¢« BURBANK,CALIFORNIA
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BROWN FOURSOME
KCOP (TV) acquired
as third Nafi station

Nafi Corp. moved into full-scale
broadcasting activity last week when
it was announced the company had
bought ch. 13 KCOP (TV) Los Angeles
and KOBY San Francisco.

Purchase of KCOP, now owned by
Kenyon Brown, Bing Crosby and asso-
ciates, and of KOBY, now owned by
David Segal’s Mid-American Broadcast-
ing Co., brings to three the number
of broadcast properties owned by Nafi.

Nafi bought ch. 12 KPTV (TV)
Portland, Ore., for $3.75 million and
the FCC approved this particular sale
late last month (BROADCASTING, July 27.)

Swap Deal » Nafi is buying KCOP
through a stock exchange transaction.
It is giving Mr. Brown and his associ-
ates 44,000 shares of Nafi stock for
their 100% ownership of the ch. 13
independent. Nafi was quoted at $18
per share in closing prices on the New
York Stock Exchange last Thursday
(Aug. 13). Also involved is the assump-
tion of obligations by Nafi.

Besides Messrs. Brown and Crosby,
KCOP is owned by George L. Coleman

MEssrs. BROWN (L) AND BANNISTER

leaders of new broadcasting entity

and Joseph A. Thomas, all owning
25% of the Class A stock.

KOBY was bought for $1.2 million.
Its sale had already been reported to
Mr. Brown for $1.5 million (AT DEAD-
LINE, July 6).

Nafi is a one-time manufacturer of
automobile interiors but now is
diversified into foam rubber, wool,

synthetic carpet manufacturing and in-

MIDWEST

Two outstanding stations

package. Both very profitable. In-

cludes valuable real estate.

SOUTHEAST

Profitable fulltime facility in one of
most desirable southern markets.
Has good real estate. 29% down.

VIRGINIA

Consistently profitable daytimer in
small market, but with wide cover-
age area. $24,000 down. Balance on

liberal terms.

Rocky Mountain Area

We have several attractive properties
in this scenic and growing section.

Prices range from
$750,000.

NEGOTIATIONS .

$75,000 to

$500.000
in one
$135.000
S$80.000
FINANCING L APPRAISALS

Blackburn & Company

RADIO - TV - NEWSPAPER BROKERS

WASHINGTON, D. C.
James W. Blackburn
Jack V. Harvey
Joseph M. Sitrick
Washington Building
STerling 3-4341

MIDWEST
H. W. Cassill
William B. Ryan
333 N. Michigan Ave.
Chicago, Illinois
Flnancial 6-4460

. SOUTHERN
Clifferd B. Marshall
Stanley Whitaker
Healey Building
Atlanta, Georgia
JAckson 5-1576

WEST COAST
Colin M. Selph
Calif. Bank Bldg.
9441 Wilshire Blvd.
Beverly Hills, Calif.
CRestview 4-2770
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vestments in oil and gas. Board chair-
man of Nafi is Paul V. Shields, head
of the Wall Street investment firm of
Shields & Co. John G. Bannister is
president of Nafi.

Stations Chief. Nafi’s broadcast divi-
sion is headed by Mr. Brown. Mr.
Crosby will serve as chairman of KCOP
and of KPTV and Mr. Brown as presi-
dent of the two television companies.

Mr. Brown also will supervise the
development of Nafi Syndication Div.
which will produce and distribute both
film and video tape tv programs.

Mr. Brown owns KGLC Miami,
Okla.; KSON San Diego, KITO San
Bernardino, both Califorina; 40% of
KANS Independence, Mo., and 17%
of KFOX-AM-FM Long Beach, Calif.
He is associated with Kevin Sweeney,
president of Radio Advertising Bureau,
in the ownership of KANS and KFOX.
Messrs. Crosby, Coleman and Thomas
are also associated with Mr. Brown and
Mr. Sweeney in the KFOX property.

KCOP began operating in 1948. It
radiates 162 kw visual power. The
station, an independent, originally was
owned by Mrs. Dorothy Schiff (under
the call letters KLAC-TV). It was
sold to the west coast Copley Press in
1953 for $1.4 million and to its present
owners in 1957 for $4 million.

KOBY is 10 kw on 1550 kc and is
independent.

Changing hands

Announced ® The following sales of
station interests were announced last
week, subject to FCC approval:

e KCOP (TV) Los Angeles, Calif.: Sold
by Kenyon Brown, Bing Crosby and
associates to Nafi Corp. in stock ex-
change plus assumption of obligations.
(See separate story above.)

e KBKC Kansas City, Mo.: Sold to
Public Radio Corp. (Lester Kamin) for
$400,000 by Mission Broadcasters Inc.
The sale includes a $60,000 consultancy
contract for Thomas Beal, KBKC gen-
eral manager. Mr. Kamin also owns
KIOA Des Moines, Iowa, and KAKC
Tulsa, Okla. The sale was handled by
Blackburn & Co. KBKC is on 1480 ke
with 1 kw, day.

e WWOL-AM-FM Buffalo, N.Y.: Sold
to Grelin Broadcasting Inc. by Greater
Erie Broadcasting Co. (Leon Wyszaty-
cki) for $250,000 without the real es-
tate. Grelin Broadcasting, which owns
and operates WWRI West Warwick,
R. 1., is owned by Melvin C. Green and
Lester W. Lindow, executive director of
the Assn. of Maximum Service Tele-
casters. The sale was handled by Edwin
Tornberg & Co. WWOL is on 1120 ke
with 1 kw, day. WWOL-FM is on
104.1 mc with 750 w.
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*28th NATIONALLY
IN FOOD STORE SALES!

"SUNNY" is
really cooking!

When it comes to feeding you a
large share of the TAMPA-ST.
PETERSBURG MARKET,
WSUN has a real sales fire
going. In our 29 county area,
with 1,203,400 population,
WSUN delivers more radio
homes, at the lowest cost per
home of any station in the
heart of Florida.** For a suc-
cessful sales recipe on the Sun-

coast...use “SUNNY!”

*Sales Management

**NCS2

24 HOUR

SERVICE

TO THE
lH’ SUNCOAST

-' ..

TAMPA - ST, PETERSBURG

Natl. Rep: VENARD, RINTOUL & McCONNELL
S.E. Rep: JAMES S. AYERS
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Corinthian revamping

news, public affairs

J.H. Whitney’s Corinthian Broad-
casting Corp. is putting its money on
news, public affairs and community
service as the key to community stature
and leadership—and business leader-
ship as well.

All five Corinthian tv stations are
reviewing their news-public affairs ap-
proach, C. Wrede Petersmeyer, presi-
dent, said in announcing overhaul of
news operations at KOTV (TV) Tulsa,
Okla. (He headed the committee that
drafted plans for the industrywide
Television Information Organization
and serves on the permanent TIO policy
committee.)

KOTV, he said, has scrapped “a
well-established news operation” to set
up a new one. This is based on “new
personnel, expanded studio facilities and
new remote equipment combined in an
effort to move tv newsgathering and
presentation to a more advanced level.”
Controversy and depth coverage are
major elements in the concept.

The KOTV on-air news staff has
been increased from one to five under
Roger Sharp, formerly of WEWS (TV)
Cleveland, plus two photographer-
reporters. New facilities will cost an
estimated $20,000 and George Stevens,
vice president-general manager, esti-
mates operational costs will be double
and perhaps triple former levels. A film-
exchange plan has been set with WKY-
TV Oklahoma City and a national news
film service will be added.

KOTYV has shifted network programs

(CBS-TV) to permit two consecutive
news strips starting at 10 p.m. local
time. Phillips Petroleum and Safeway
sponsor a sequence of 10 minutes of
news by Norman Duncan, news editor;
5 minutes of weather by Sid Lasher;
5 to 10 minutes or more of interviews
and analyses by Mr. Sharp as the run
of the news indicates.

Mr. Petersmeyer sald he expects the
new formula to stimulate competition
and create excitement in the market.
He said KOTV and other Corinthian
stations want to be identified in their
markets as “a major news source, in
the absolute sense, so the consumer
looks to television for primary news
as well as, or in preference to, other
media.” The ultimate goal, he added,
is “to realize the full potential of elec-
tronic journalism.”

Court comes to tv

In trying an assault and battery case
involving the recent Chavez Ravine
evictions, Los Angeles Municipal Court
Judge Byron J. Walters last Thursday
(Aug. 13) ordered the entire court ses-
sion transferred to the studios of KTLA
(TV) Los Angeles, so news films of the
Chavez Ravine incident could be in-
troduced as evidence. KTLA quickly
capitalized on the site change by re-
questing permission to telecast the pro-
ceedings in its Studio #! ‘“courtroom”.
Judge Walters waived the usual black-
out under the American Bar Assn.’s
Canon 35 and granted the tv station’s
request.

WFBG stations’ new home . Triangle’s WFBG-AM-TV Altoona, Pa.,
opened their Radio & Television Center in the multi-million dellar Com-
merce Park (BROADCASTING, April 14, 1958) last week. Opening ceremonies
were marked by tours of the studios for the public and an all-day industrial
conference at which the local Chamber of Commerce and Pennsylvania
State U. hosted some of the state’s civic-industrial leaders.
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YOU CAN LEARN
TO OPERATE AN AMPEX IN 15 MINUTES

Six Quick Aids to Easy TV Tape Recording . .. You can learn to operate an Ampex Videotape* Tele-
vision Recorder in less time than it takes to smoke a cigarette. These six features, for instance, make
recording simple, fast. ..

¢ JUST THESE BUTTONS TO PUSH—Record, Stop, Rewind, Fast Forward and Play.

o TAPE TIMER—records in hours, minutes and seconds . . . not footage. Lets you back up tape for any
desired cue-in time.

o CUE TRACK—Iets you locate, identify and cue commercials and programs.

# TAPE SPEED OVERRIDE-—makes it easy to synchronize with another video or audio recorder.

» AUTOMATIC BRAKE RELEASE—speeds threading and splicing. -
e FULL WIDTH ERASE—Automatically erases tape.

Of course, to be an “expert™ — to learn maintenance as well as operation — takes one week. Ampex
trains your maintenance supervisor (over 436 so far!) at the factory. And he is then qualified to train
as many others as you like.

Write, wire or phone today for an Ampex representative — or ask for the new, fully illustrated bro-
chure describing the new Ampex VR-1000B. Whatever you want to know about the advantages and

profits in TV tape, get the facts from Ampex.

CORPORATION

AMPEX HAS THE EXPERIENCE

professional

producls division
*TM AMPEX CORP. 934 CHARTER ST. REDWOOD CITY, CALIF. EMerson 9-7111
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MORE RADIO ADVANTAGES CITED

Pre-buying habits, portables surveyed
in special studies inspired by RAB

Radio is the media for reaching the
most male consumers before they set
out to make a purchase, according to
Radio Advertising Bureau, New York.
RAB last week provided its members
with an analysis of data gathered by
R. H. Bruskin Assoc., which reflects
consumer listening habits among mo-
torists buying products sold in service
stations.

RAB’s findings include: (1) More
than half (55.4% ) listen to radio on
the day they buy—before buying; (2)
42.8% listen to radio within two hours
before purchases; (3) 35.4% hear radio
within 30 minutes before buying.

With radio accounting for 63.4% of
the total time spent with media on the
same day as making a purchase, RAB
says the breakdown for other media is as
follows: television, 13.1% ; newspapers,
19.8%, and magazines, 3.7%. An aver-
age of more than four out of 10 men
questioned said they heard radio in their
cars during the pre-shopping hours,
RAB said, adding that “this ‘last word’
advantage of radio takes on dynamic

importance when you consider how
many selling messages deluge the aver-
age consumer in a day, and how quickly
people forget.”

Portable report ® In another study of
radio’s advantages over other media,
RAB last week documented informa-
tion on the popularity of portable
radios at picnics and beaches, pointing
out that more than four out of every
10 such groups (averaging 4.2 persons
each) tune in their portables. Findings
are based on a survey conducted for
RAB by The Pulse Inc. in 10 major
markets.

RAB reports that 40.8% of these
groups had portable radios and 75.3%
of the radios were tuned in at the time
of the interviews. (Sindlinger & Co.,
which recently reported that radio
listening was ahead of tv viewing dur-
ing the month of July [BROADCASTING,
Aug. 10], attributed 12.5% of this
listening to portable sets.) Outdoor list-
ening has grown through the use of
transistor portables, of which nearly

4.4 million were sold last year. This fig-
ure for 1959 includes more than 1.6
million Japanese imports, according to
this RAB report.

CBS Inc. net income,
sales up 6% for '59

CBS Inc. for the first half of this
year reports a 6% gain in consolidated
net income as well as in net sales com-
pared with last year’s like period.

In last week’s report by CBS Board
Chairman William S, Paley and Presi-
dent Frank Stanton:

CBS Inc.’s consolidated net income
was $13.318,817 compared with
$12,521,556 earned in the first half of
1958 and the comparative six months
figures for net sales were $215,089,500
this year compared to $201,433,378
last year.

Current earnings are equivalent to
$1.64 per share compared to $1.59 per
share reported for the first half of last
year. Number of shares outstanding
during the respective periods: 8,129,481
in 1959 and 7,881,400 in 1958.

The CBS board declared a cash divi-
dend of 30 cents per share on common
stock payable Sept. 11, 1959, to stock-
holder of record at the close of business
Aug. 28, 1959,

More brands, more firms turn to radio

RAB today (Aug. 17) released sta-
tistics summarizing a second quarter
tabulation of spot and network radio
clients.

As collated by the bureau, 1,448 dif-
ferent brands were advertised on radio
(spot and network) in the second quar-
ter of 1959, a 17.2% increase in the
number using the medium in the first
three months of the year. By companies,
the total was 1,087 different firms, a
12.9% rise. Of this number, 1,032 were
firms using spot radio during the second
quarter (14.4% increase) while the
number using network radio remained
level. A total of 96 companies bought
both spot and network radio during the
second quarter,

The bureau noted a sharply increased
spending rate by radio advertisers dur-
ing the second quarter compared to the
first quarter and commented that “indi-
vidual countertrends apparently were
quitely underway” after a first quarter
characterized as ‘“‘soft” in national ra-
dio revenue.

Actual dollar figures for spot radio’s
leading clients during the first six months
of 1959 are now being prepared by RAB
and soon will be released.
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NAB to publish
new engineering book

An updated technical manual cover-
ing the entire field of broadcast engi-
neering will be published by NAB in
mid-1960 according to A. Prose Walker,
NAB engineering manager, who com-
piled the work with George W. Bartlett,
assistant manager of the department.
Mr. Walker left last week for the Inter-
national Radio Conference in Geneva.

The first technical manual in more
than a decade, the fifth edition will be
printed by McGraw-Hill Book Co. It
will contain 3,000 manuscript pages
and 1,200 illustrations, compiled in 47
chapters of which 39 are entirely new.
The remaining eight have been revised.

Contributors to the manual include
45 engineers representing radio-tv sta-
tions along with executives of manu-
facturing and consulting firms. Topics
range from studio planning to antenna
lighting. The list of subjects includes
chapters on towers, measurement, trans-
mitters, transmission lines, networking,
microwave links, relays, color tv, mag-
netic recording of audio and video
information on disc and tape, film
processing, remote facilities, multiplex-
ing, compatible single sideband systems,
automation, translators and boosters,
stereo, Conelrad, facsimile and similar
topics. Chapters include pertinent parts
of FCC rules and NAB standards. The
manual will be distributed without
charge to NAB radio and tv members
upon publication and later will be
available for purchase through book
stores.

More tv fund shares

Some 206,500 shares of Television
Shares Management Corp. common
stock will be offered to the public in
the near future, with an expected price
of about $28 per share. TSMC is the
management service company and sales
agent for the mushrooming Television
Electronics Fund, founded back in
1948. White, Weld & Co. is heading
a group of securities dealers, which is
to make the public offering on behalf
of an estate, an investment company
and some of the original stockholders.

NAB District 15

Special election procedure will be
satrted by NAB to fill a vacancy on
the Radio Board of Directors created
by resignation of Joe D. Carroll,
KMYC Marysville, Calif., representing
District 15 (N. Calif., N. Nev., Hawaii,
Guam). Mr. Carroll resigned from
KMYC following its sale to Carlton
Broadcasting Co. His NAB term ex-
pires in spring 1961,
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The Will Rogers Memorial Hos-
pital and Research labs now receives
patients free who are allied to the
radio-tv field.

The institution cares for diseases
of the chest and admits patients who
have any of 15 disorders including
some forms of lung or heart disease.

Supported by the Will Rogers
Memorial Fund in New York City,
the hospital has long been known and
used by people in the entertainment
business. In 1926, a group of vaude-
villians undertook the hospital’s
formation and opened it to all col-
leagues in entertainment.

A rejuvenating process started
about 10 years ago when motion
picture executives took a hand. Since
then the center has been making
strides in the medical and psycho-
logical treatment of lung and heart
disease victims.

The hospital building itselif—a
remodeled Tudor mansion-type—

Free hospital care offered radio-tv

overlooks Saranac Lake in upstate
New York. The fund is striving now
to make “strong impressions on the
radio and tv fields,” according to
its officials. With radio-tv people
included, the hospital expects to
broaden its financial support. Eligi-
ble for free care are those whose
disorders are included and who also
are employed in any phase of the
amusement field and under doctor’s
orders for hospitalization.

Over the years, the institution has
been supported by small donations.
It conducts an annual drive, called
“Christmas Salute” but with the in-
creased costs of today has increased
its traditional “$1 appeal” to a
recommended equivalent of an hour’s
pay. (So far, it has not had use of
radio or tv time.) New York address
of the fund: 1501 Broadway (Para-
mount Bldg.). President is Abe Mon-
tague, executive vice president of
Columbia Pictures Corp.

Time Inc. not quitting
radio-tv, says Pullen

The long-range interest of Time Inc.
in its broadcast properties and activities
will not diminish, despite the company’s
sale of KDYL-AM-FM and KTVT
(TV) Salt Lake City, Weston C. Pullen
Jr., Time Inc.s vice president for
broadcasting, said last week.

He told national advertisers and
agency representatives at a meeting in
Minneapolis, where he attended a four-
day conference of Time Inc. station
managers, that the company is making
“encouraging progress in the four mar-
kets where we have radio and tele-
vision operations and hope in the near
future to return to the full complement
of five television stations.” In referring
to the station sales (BROADCASTING,
Aug. 3) he said there are no other
immediate changes planned for the
Time broadcast facilities.

Time Inc. Stations are KLZ-AM-TV
Denver, WICN-AM-TV Minneapolis,
WFBM-AM-FM-TV Indianapolis and
WOOD-AM-TV Grand Rapids, Mich.

FM in Louisville

WLVL (FM) last week became
Louisville’s first fulltime commercial
FM outlet—armed with a fistful of con-
tracts, many for 52 weeks.

W. F. Johnston, one-time salesman
for Frederick W. Ziv Co., and general
manager of WLVL, reported a sellout
of all announcement availabilities and
75% of all program time by some 60

accounts. He noted the market has less
than 10% fm saturation. The station,
which programs ‘“fine music,” is li-
censed to Fidelity Radio Inc., and op-
erates on 97.3 mc with 34 kw.

Among staff additions reported by
Mr. Johnston were those of Tony Mac
Fayden, from KEAR (FM) San Fran-
cisco, as program director, and Cy Web-
ber, from the Concert Network, Boston,
as production director. George Part-
ridge is sales manager.

Canon 35 throttles
N.D. safety project

An inter-media effort to improve
North Dakota’s traffic safety record
has been wrecked by Canon 35 of the
American Bar Assn.

Radio and tv stations, in coopera-
tion with newspapers, had set up a
Traffic Safety Committee in Bismarck.
They felt broadcasts of traffic court
proceedings would be educational, in-
teresting and reduce the accident rate.

The first traffic court broadcast July
7 was also the last after Justice James
Morris, of the North Dakota Supreme
Court, trotted out a copy of Canon 35
and its anti-broadcast language. Police
Magistrate I.M. Oseth, who had backed
the program, felt he should stop it be-
cause the canon had been adopted in
1953 by the state bar association.

After the July 7 program the magis-
trate had stated: “We found if we had
written a script and hired Melvin
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WPEN has proved you can produce large

audiences without loud noises. We are the
home of the big hit nof the big beat. The
final evidence of poEIarity is the cash
register and WPEN carries more local and
more national advertising than any other
radio station in Philadelphia. In Program-
ming...and in Sales.. WPEN Makes Things
Happen In Philadelphia.

WPEN

Represented nationally by
GILL—PERNA
New York, Chicago, Los Angeles, San Francisco, Boston, Detroit.




Douglas to be the judge it couldn’t
have been better.”

Bob Macleod, KFYR Bismarck
manager, and chairman of the inter-
media committee, observed after the
magistrate’s action: “Most broadcasters
are responsible and will bend over
backward to be fair. I feel we've got
the same rights as newspapers.”

Reds jammed Koslov,
USIA’s Allen reports

Jamming of Voice of America broad-
casts is backfiring to some extent on
Soviet officials and serves to stimulate
interest in the programming, accord-
ing to George V. Allen, director of the
U.S. Information Agency.

Addressing a National Press Club
luncheon in Washington Thursday, Mr.
Allen said VOA broadcasts in English
are not jammed. He recalled that Soviet
officials were embarrassed recently
when told they had jammed the Rus-
sian language address of Deputy Prem-
ier Frol Koslov at the opening of the
Russian exhibition in New York.

While explaining the difference be-
tween the U.S. government’s COA serv-
ice and Radio Free Europe, he said few
foreign listeners realize RFE is private-
ly financed and outside government
control. VOA broadcasts in 40 lan-
guages including English; RFE in five
languages to non-Soviet countries in
Eastern Europe. A third service, Radio
Liberation, is privately financed and
broadcasts only to Soviet areas in native
tongues.

Mr. Allen described the Nixon-
Khrushchev debate at the preview of
the U.S. exhibition in Moscow (BROAD-
CASTING, July 27, Aug. 3) as the “most
historically important broadcast” in a
long time.

e Media reports

e Chicago’s four commercial tv sta-
tions are cooperating with the local
chapter of the Academy of Tv Arts
& Sciences on a half-hour colorcast
designed to point up special summer
events in that city. The telecast (Aug.
25) will be produced by NBC’s WNBQ
(TV) Chicago, with technical, talent
and production - assistance from the
other tv stations. Titled Swing Summer,
the colorcast will be sponsored by Peter
Hand Brewing Co. (Meister Brau beer),
placed through BBDO. Chicago Mayor
Richard L. Daley will appear as a
special guest, heading a list of radio-
tv personalities and saluting the forth-
coming Pan-American games festival.

e Keystone Broadcasting System an-
nounces addition of the following af-
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filiates: KTOC Jonesboro and KASO
Minden, both Louisiana; WDLB Marsh-
field, Wis.; WWIZ Lorain, Ohio;
KGRO Gresham, Ore.; WRWH Cleve-
land, Gd., KRMS, Osage Beach, Mo.;
WJBD Salem, Ill.;, WLBI Denham
Springs, La.; WIOS Tawas City, Mich.;
KQDI Bismarck, N.D.; KURY Brook-
ings, Ore., and WWRI West Warwick,
R.1.

¢ All-jazz KFMB-FM San Diego plans
to go on air about Sept. 1. George
Whitney, vice president-general man-
ager, says that apart from news bul-
letins on the hour, the station will pro-
gram, only “the sincere musical efforts
of talented exponents of the various
jazz schools.” KFMB-FM is on 100.7
mc with 18.5 kw.

e Community Club Services Inc., has
moved its southeastern headquarters to
Atlanta, Ga. Heading the new office is
Martin E. White, southeastern sales
manager, who was previously in Au-
gusta, Ga. The new office is at 1401
Peachtree St. N.E. Telephone: Trinity
4-7290.

e Net profits of WIJR Detroit-WIJRT
(TV) Flint for six months ended June
30 were $134,284.27 after taxes. Last
year's figure for the same period:
$196,340.84. Net earnings per share:
22 cents, compared to 32 cents in 1958.
Sales for the 1959 six-month period:
$1,966,866.66. 1958’s sales: $1,660,-
868.16. A 10 cent dividend is to be paid
Sept. 3 on the 602,764 outstanding
shares.

® As part of NAB’s year-old Learn and
Live public service campaign, which
promotes intellectual endeavor in all
fields, the broadcasting trade association
announced Aug. 10 that it is co-
operating with Science Service in the
observance of National Science Youth
Month in October. NAB will provide
member stations and networks with
spots and .other material. Science
Youth Month is designed to “inspire
and inform youth” about the oppor-
tunities and qualifications for scientific
and technological careers.

e Radio Advertising Bureau is dis-
tributing a new pocket-sized fact book.
The Radio Facts Pocketpiece in 24
pages gives some 2000 statements as to

the medium’s size, scope and major .

areas of strength, including comparison
with other media.

o Affiliating with the Mutual Broadcast- -

ing System today (Monday) are WINF
Manchester, Conn., and WZOK Jack-
sonville, Fla., bringing to 16 the addi-
tions to Mutual over the past six weeks.
WINF, owned and operated by John

Deme, is a 250 w facility on 1230 ke.
Radio Jax Inc. owns WZOK; Jack
Wheeler is president and general
manager.

e WVEC-TV Norfolk, Va., former
uhf station on ch. 15 and which re-
sumes operations this fall as a vhf on
ch. 13, has signed as an ABC-TV pri-
mary affiliate, it was announced Thurs-
day (Aug. 13) by Oliver Treyz, ABC-TV
president, and Thomas P. Chisman,
WVEC-TV president-general manager.
The station is owned and operated by
the Peninsula Broadcasting Corp.

o KTWO-TV Casper, Wyo., joins CBS-
TV as an interconnected affiliate in the
extended market plan group. The form-
er CBS Casper affiliate, KSPR-TV, dis-
continued operations July 22. KTWO-
TV (ch. 2) is owned and operated by
Rocky Mountain Tv Stations, Beverly
Hills, Calif. Lawrence S. Berger is vice
president and general manager of the
station.

¢ KIT Yakima, Wash., has dropped its
suit against The Pulse Inc., New York
(BROADCASTING, March 9), because it
has been determined that “errors in the
publication of an audience study made
by The Pulse were simply typing or
compilation errors and were not inten-
tional on the part of The Pulse Inc.”

s WFBM-FM Indianapolis is to start
program tests Nov. 26, Shirl Evans, the
station’s manager, says. WFBM-FM
will be separately programmed from
WFBM-AM-TV except for occasional
stereophonic shows. The new outlet is

" on 94.7 mc with 51.9 kw.

* WEFRV-TV Green Bay, Wis., switched
to a single rate structure Aug. 1. The
new national-local AA rate is increased
to $650 from $600. AA time is reduced
from 6:30-10 p.m. to 7-10 p.m.

e KTWR (FM) Tacoma, Wash., re-
turned to the air Aug. 3. It had been
off the air several months while in-
stalling new transmitting gear. KTWR
is on 103.9 with 1 kw.

e Rep appointments

e WFPG Atlantic City, N.J., appoints
Jack Masla & Co., N.Y., as national
(except for Philadelphia) representative.

e WOPA Oak Park, Ill., appoints B-N-B
_Inc. Time Sales, L.A.-San Francisco.

e Herald Tribune Radio Network,
N.Y,, (including WFYI Mineloa-Gar-
den City, L.I.,” WVIP Mt. Kisco and
WGHO Kingston-Saugerties, all New
York) names the Bolling Co., N.Y.,
for national sales.

o WAMO Pittsburgh to Bernard Howard
& Co.
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JOKER FOUND IN SPORTS BILL

Eight hidden words would give professional

leagues vast control and permit pay-tv

Eight unnoticed words in five identi-
cal House bills exempting certain phases
of professional team sports from anti-
trust laws have caused the broadcast-
ing industry to take a second look.

The pertinent sentence of the bills
gives professional baseball, football,
basketball and hockey “the right to op-
erate within specified geographic areas”
without regard to antitrust restrictions.
This woud mean, according to a Wash-
ington lawyer who is an expert on
antitrust matters, that:

(1) Professional teams could agree
that there would be no further free
radio-tv of their games—with all activ-
ities limited to a pay-as-you-watch basis.

(2) Professional leagues in baseball,
football, basketball and hockey could
agree among themselves there would be
a total blackout of all games on radio
and tv.

(3) The four sports would have the
unquestioned right under law to specify
a minimum fee for radio-tv rights. Such
contracts are now negotiated on an in-
dividual club basis.

Not Whistling Dixie ® These are
actual dangers, not just remote possi-

bilities, facing broadcasting if any of-

the exemption becomes law, the at-
torney emphasized last week. Es-
pecially, he indicated, is this true of the
threat that major league baseball will
turn to closed-circuit pay tv.

The House Judiciary Antitrust Sub-
committee, headed by Rep. Emanuel
Celler (D-N.Y.), has announced hear-
ings on the radio-tv implications of the
sports antitrust exemptions during the
present session of Congress (BROAD-
CASTING, Aug. 10). The five identical
bills were introduced by Reps. William
Miller (R-N.Y.), HR 2371; Oren Har-
ris (D-Ark.), HR 2372; John Byrnes
(R-Wis.), HR 2373; William Cramer
(R-Fla.), HR 2374, and Francis Walter
(D-Pa.), HR 2375. A sixth measure,
HR 2266, also to be considered by the
subcommittee, gives sports- a blanket
antitrust exemption. It was introduced
by Rep. Basil L. Whitener (D-N.C.).

On telecasts, the five identical bills
authorize a 75-mile tv blackout from
the home town of a minor league team
on the days that team has a home
game. However, it is not this section of
the bill but the sentence exempting
“geographic areas” which causes broad-

casters most concern in a re-evaluation
of the bills. The nine words were
termed “very ambiguous” by lawyers
who have studied the provision, with the
sports being given the power to do
what they pleased.

During the 85th Congress, Rep. Cel-

REP. CELLER

Spots blackout danger in sports bill

ler authorized and conducted hearings
on a bill exempting those phases of
professional sports ‘“reasonably neces-
sary” from antitrust laws. However,
under that measure broadcast restric-
tions would have been left in force.
Over the strenuous objections of Rep.
Celler, his bill was amended on the
House floor to include the provisions
of the bills again before the Antitrust
Subcommittee.

Friends in Need ¢ After this bill
passed the House, broadcasters recog-
nized the inherent dangers in the 75-
mile blackout and turned out in force
during Senate hearings in opposition.
(BROADCASTING, July 21, 1958). They
had two powerful allies in testimony of
Rep. Celler and the Justice Dept.

Rep. Celler told the Senate that the
proposed sports exemption would per-
mit club owners to band together and

BROADCASTING, August 17, 1959




AN IMPORTANT ANNOUNCEMENT

to all persomnel wn the Television and Radio wndustry. This means
everyone who works in radio or television stations, or those who cover
radio and television for mewspapers or magazines—and their families.

The Board of Directors of the Will Rogers Memorial Hospital and
Research Laboratories, at its annual meeting on June 27 at Saranac
Lake, N. Y., also unanimously voted that all newspaper and magazine

motion picture, drama, television, radio, music and night-club editors
and critics, and members of THEIR IMMEDIATE FAMILIES are
eligible for care and treatment, AT NO COST, at this hospital.

Hence, the WILL ROGERS MEMORIAL HOSPITAL AND RE-
SEARCH LABORATORIES, operated by the Will Rogers MEMORIAL
FUND, is now as much YOUR hospital as it is of any one in any segment
of the entertainment field.

YOUR hospital treats all diseases of the chest. There are 15 such
ills stipulated as its concern. These include lung cancer and heart disease.

Within the next fortnight I shall, by letter, provide you with further
details.

We are happy to make the facilities of the hospital available to that
portion of the press reporting the entertainment world.

God forbid that you or any dear one ever will require treatment,
but if you do YOUR hospital welcomes you with open heart and open
arms. YOUR hospital has the endorsement of the medical profession
the world over.

We are proud of this hospital and are happy to make this announce-
ment.

ABE MONTAGUE
President

ROBERT J. O'DONNELL
Chairman, Board of Directors

WILL ROGERS MEMORIAL HOSPITAL and RESEARCH LABORATORIES

Saranac Lake, N. Y. National Office: 1501 Broadway,
New York 36, N. Y.
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impose an indirect censorship on radio-
tv. Rep. Celler stated:

“Almost the entire U.S. could be
blacked out from telecasts of major
league baseball games . . . In addition,

_- the major leagues could black out U.S.

free tv in order that they could charge
for games on pay tv or on closed-circuit
tv. I defy anyone to tell me that these
covetous owners would not, if they
could, force all of us to pay a dollar or
more to see a game by way of a closed
circuit . . . Personally, I have great
reservations about the necessity for any
special antitrust treatment for sports
with respect to radio or television. . . .”

Backers of the bills maintain that
a restriction of major league telecasts
is necessary to save the minors. The
75-mile blackout was not applied to
radio, they said, because there is no
indication radio has had an adverse
affect on minor league gate receipts.

Real Interests ® But, according to
Rep. Celler, “money, not the welfare
of the minor leagues, determines the
owner’s actions in the tv question.”
All of these statements were made a
a year ago by Rep. Celler before the
Senate Judiciary Antitrust Subcommit-
tee. He did not testify when the sub-
committee held hearings three weeks
ago on similar legislation (BROADCAST-
ING, Aug. 3).

And now, it was pointed out, radio
and tv play-by-play accounts of sports
events face far graver dangers in the
implications of the “geographic areas”
antitrust exemption. Industry spokes-
man are expected to testify on this point
during the announced House hearings,
for which an exact date has not been
set.

Rep. Celler’'s subcommittee has
scheduled hearings on an unrelated
subject Aug. 20-21, so the broadcast-
sports question cannot be taken up
before then. With Congress pushing
for an early-September adjournment,
the hearings probably will be slotted
before Labor Day (Sept. 7).

FCBA clarifies rule
on ‘ex parte’' contacts

The Federal Communications Bar

" Assn. has redrafted its Canon No. 2

titled “Attempts to Exert Undue In-
fluence on the Commission.” The new
language, designed to clarify any am
biguity: o

“Upon the institution .of. a4 complaint,
a request of an adversary nature, or an
application ‘which will be in conffict
with another proposal or with an exist-

- ing operation, it is improper for law-

yers to communicate ex parte, directly

_or indirectly, with any commissioner,

examiner or other representative of the

Commission responsible for the. prepa-.
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ration of or adoption of the decisions in
the case, except in circumstances ex-
pressly authorized by law or by the
Commission’s rules, regulations or or-
ders.”

Under the old language, practicing
attorneys were forbidden to discuss the
merits of a contested case with com-
missioners or staff in the absence of
counsel for opposing parties or without
notice to them.

CBS tells FCC why

Daly was not invited

CBS Inc. explained to the FCC last
week that it refused network time to Lar
Daly, perennial political office seeker,
because it felt other opponents of CBS
views on Sec. 315 were better qualified
than Mr. Daly to discuss that law.

(Mr. Daly had asked the FCC to re-
quire CBS-TV and CBS Radio to give
him “equal time” to discuss Sec. 315
after programs on the tv and radio net-
works July 27 and July 30, respectively,
which examined Sec. 315, its history
and proposals in Congress to exempt
newscast-type shows from the “equal
time” requirements of Sec. 315. The
program on CBS-TV [taped and used
later on CBS Radio] included a five-
minute air editorial by CBS President
Frank Stanton favoring amendment of
Sec. 315 to exempt newscasts and gen-
erally opposing Sec. 315 as a whole.)

CBS said that instead of selecting Mr.
Daly to oppose the views expressed by
the network it gave time to a college
political science professor and repre-
sentatives of the Liberal Party of New
York and the Socialist Labor Party, all
of whom expressed contrary views to
those of CBS, in a program on CBS-TV
Aug. 2 (and on CBS Radio Aug. 4).

Thus, said CBS, it satisfied the FCC re- -

quirement of “fair and balanced pres-
entation of a controversial public is-
sue.”

CBS said the principle involved (in
its opposition to FCC rulings ordering
that Mr. Daly be given time equal to
that of his political opponents who ap-
peared on newscasts) is that newscast

coverage of political candidates is the -

issue. involved—not Mr. Daly himself,
who, CBS said, “merely triggered the
issue.”

The network again was under “equal
time” fire last week from Sen. Eugene
McCarthy (D-Minn.) and once again
from Mr. Daly.- Sen. McCarthy asked
CBS Inc. President Frank Stanton on
what legal basis the network distin-
guished between Presidential-aspirants
Sen. Hubert Humphrey (D-Minn.) and
Vice President Richard Nixon. He
noted that CBS carried a report by the
Vice President on his trip to Russia.

Sen. McCarthy charged that certain

of Mr. Nixon’s statements on the Aug.
9 program had “clear political bearing
on the 1960 Presidential campaign”
and should be subject to equal time,
Sen. Humphrey had been scheduled to
appear on CBS’ Face the Nation but
was cancelled after Sen. McCarthy and
Minnesota Gov. Orville Freeman
formed a “Humphrey for President
Committee.”

Lar Daly demanded equal time from
CBS, NBC and Mutual to answer Vice
President Nixon's report on his trip to
Russia. Mr. Daly stated that he is a
“legally qualified candidate” for Presi-

.dent in 1960 and that the Vice Presi-

dent meets the same qualification.

Montana Microwave

resumes court fight

The U.S. Court of Appeals in Wash-
ington last week was asked to stay the
FCC’s order which took off the air a
microwave relay system feeding Spo-
kane, Wash., tv signals to a community
tv system in Helena, Mont.

The Helena cable company asked
the court to stay the FCC’s action pend-
ing an argument on the validity of the
Commission’s order.

Montana Microwave, privately owned
common carrier system which brings
distant tv programs to the Helena cable
company, ceased operating Aug. 6 fol-
lowing dismissal of its appeal by the
Ninth Circuit appeals court in San
Francisco (BROADCASTING, Aug. 10).

When Montana Microwave shut
down, ch. 12 KXLJ-TV Helena re-
sumed broadcasting. KXLJ-TV went
dark when Montana Microwave began
bringing Spokane television to Helena
in January.

The Commission’s grant to Montana
Microwave early this year was protested
by KXLJ-TV immediately thereafter.
The FCC turned down the protest at
first as not meeting the “particularity”
issues. The Washington appeals court
ruled that the Commission must provide
a hearing and last month the FCC heard
oral argument on this protest as well as
others (BROADCASTING, July 27).

When the court ordered the KXLIJ-
TV protest re-instated, the FCC ordered
Montana Microwave to cease operating
pending outcome of the hearing. It is
from this order which Helena Tv Inc.
(the cable company) is appealing.

A letter favoritig the grant of an-
other tv station in Helena has been filed
with the FCC by Ed Craney, owner of
KXLJ-TV. Mr. Craney called attention
to the application of the Helena com-
munity tv system for a tv station there
and urged that it be granted so that
Helena would have two off-the-air tv
signals plus other Montana tv signals
via the cable company.
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“We’re running the freshest sound

in Radiol!...

without MacKenzie we couldn’t
maintain the pace of the new
‘Modern Dynamic Radio.” No
more missed cues, retakes,
or fluffs since we installed

MacKenzie’s 5 channel

Selective Program Repeater,”

says JOHN STAPLES
Gen. Mgr.
KRNO, San Bernardino

Satisfaction during the first three months of
operation has been so complete, that KRNO has
now ordered and installed its second MacKenzie
Program Repeater. More and more reports of satis-
fied users are coming in daily from stations large
and small.

A multi-channel instant programming machine,
the MacKenzie Program Repeater offers amazing
flexibility and foolproof operation...will save your

station both time and money. It is designed for use
by Radio Broadcasting...television...film and sound
recording studios.

For instant playing of pre-recorded spot
announcements, station breaks, jingles, music
bridges and other program material requiring pre-
cision cueing, it cannot be duplicated. Fast, easy
magazine changes provide hundreds of sound effects

..at your fingertips.

Write, wire or phone collect, for further
information, specifications and deliv-
ery. The Model 5CPB shown here
features five channels, each with indi-
vidual plug-in transistorized pre-
amplifiers and separate gain controls.

Delivered as illustrated, mounted on a
standard relay rack panel (834" high),
complete with self contained power
supply. Included with each machine are
five magazines and accessories. Price
$1,250 FO.B. Los Angeles. Leasing
available. Demonstration upon request.

M**KENZIE ELECTRONICS, INC.

145 West Hazel Street ¢ Inglewood 3, California
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Buy the station
that delivers MORE
listeners per dollar

than ANY other

station in

BUFFALO, N. Y.

Call Jack Masla
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HOUSE SETS SEC. 315 DEBATE

Floor action this week; ambiguities seen

HR 7985, exempting radio-tv news-
casts, news interviews and political con-
ventions from Sec. 315 of the Com-
munications Act, will be taken up on

the floor of the House tomorrow
(Tuesday). -
The Rules Committee granted a

three-hour open rule for House con-
sideration of the bill. This means that
three hours, equally allocated to both
sides, have been set aside for debate on
the bill proper with no restrictions to
the number of amendments that may be
proposed. Each speaker on an amend-
ment will be allowed five minutes.

Reversing the FCC’s Lar Daly de-
cision, HR 7985 was introduced by
Rep. Oren Harris (D-Ark.). However,
the bill now bears language submitted
in the Commerce Committee by Rep.
John Moss (D-Calif.), a member of
both the full committee and Commu-
nications Subcommittee. Pertinent lan-
guage of the bill reads:

“Appearance by a legally qualified
candidate on any bona fide newscast
(including news interviews) or on any
on-the-spot coverage of news events
(including but not limited to political
conventions and activities incidental
thereto), where the appearance of the
candidate on such newscast, interview,
or in connection with such coverage
is incidental to the presentation of news,
shall not be deemed to be use of a
broadcasting station within the mean-
ing of this subsection.”

What Is Exempt? e There is con-
siderable disagreement within Congress
as to just what type of shows would be
exempted from Sec. 315 under this
language. In testimony before the Rules
Committee last Wednesday seeking a
rule on the bill, Rep. Harris said that
such panel shows as Face the Nation
and Meet the Press would be exempt
from equal time requirements as long
as they were under the control of
broadcasters.

Rep. Moss took the opposite view.
He said he certainly did not intend
that such shows should be exempt in
offering his amendment because panel
programs are more¢ open for abuse.
Another congressmen pointed out that
a candidate’s appearance on this type
program during a campaign hardly
could be “incidental” to his political
activities.

Rep. John Bennett (R-Mich.), rank-
ing minority member of the Com-
merce Committee, said the bill as it
goes before the floor would lead to
more confusion than now is the case
under the FCC’s Lar Daly ruling. He
said he much preferred the original

Harris language, which stated:

“Appearance by a legally qualified
candidate on any news, news interview,
news documentary, on-the-spot cover-
age of newsworthy events, panel dis-
cussion or similar type program where
the format and production of the pro-
gram and the participants therein are
determined by the broadcasting station,
or by the network in the case of a
network program, shall not be deemed
to be use of a broacasting station within
the meaning of this subsection.”

Rep. Bennett said he had not decided
if he would offer an amendment on the
floor or whether he would wait until the
bill goes to conference with the Senate
to attempt clarification. The Senate al-
ready has passed a Sec. 315 amendment
which is somewhat broader than the
House bill (BROADCASTING, Aug. 3).

Mack, Hemphill Views e Other
amendments might come from Reps.
Peter F. Mack Jr. (D-Ill.) and Robert
W. Hemphill (D-S.C.), both members
of the Commerce Committee but not
of its Communications Subcommittee.
In supplementary views submitted with
the committee report HR 7985, Reps.
Mack and Hemphill said the bill does
not “provide an adequate remedy for
the situation dealt with in the Lar Daly
case . . .” (BROADCASTING, Aug. 10.)

The two congressmen maintained
that the legislation should define a legal-
ly qualified candidate and that applica-
tion of Sec. 315 should be limited to
45 days preceding primary and second-
ary elections and 90 days before gen-
eral elections. Both said last Thursday
they were undecided if an attempt
would be made to amend HR 7985 to
embody these proposals.

However, House Majority Leader
John McCormick (D-Mass.) originally
had placed the bill on the House calen-
dar for today (Monday) but moved it
back to Tuesday at the request of Reps.
Mack and Hemphill.

Pointing up the avid interest of
House members in the bill were the
questions asked of Reps. Harris, Bennett
and Mack in their appearance last week
before the Rules Committee. Rep. Har-
ris originally asked for a minimum of
two hours on the floor for debate of HR
7985, but after Rules members (10
were present) had been quizzing the
Commerce representatives for nearly
an hour, Rep. Homer Thornberry (D-
Tex.) suggested:

“It looks to me like you ought to
have four hours on the bill . . .” be-
cause there is bound to be lengthy de-
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If you're marketing drug products. ..

In Oklahoma, 69% of all drug products are purchased in the WKY-TV coverage
area. It’s not that our viewers are any less healthy—it’s just that we have more
viewers. And they’re more responsive. Guess you might say we’re experts at
getting pocketbooks to open up and say “AHHHHH.”

Nl WK TELEVISION

OKLAHOMA CITY
YEARS

hannel 4
TELEVISION NBC C The WKY Television System, Inc.
SERVICE WKY Radio, Oklahoma City
TO WTVT, Tampa - 5t. Petersbyrg, Fla.
WSFA-TY, Montgomery, Ala.
OKLAHOMANS

Represented by the Kotz Agency



bate. Rules Chairman Howard Smith
(D-Va.) agreed that House members
“will have a lot to say on the subject.”
Rep. William Colmer (D-Miss.) termed
the bill “very confusing” and Rep.
Clarence Brown (R-Ohio) said, “This

" bill doesn’t go quite as far as I would

go. . . .

Senate-House Differences ® Rep.
Hamer Budge (R-Idaho) questioned
Rep. Harris on the difference in the
House and Senate versions of their re-
spective Sec. 315 amendments. Rep.
Harris said that it is a “mistake” to in-
clude in the equal time amendment a
provision now in the Senate bill stating
that all sides of controversies shall be
given a fair opportunity to be heard.

This amendment, successfully put in
the Senate bill, S 2424, by Sen. William
Proxmire (D-Wis.) was termed “sur-
plusage” by Sen. John O. Pastore (D-
R.1.), floor manager for the Senate bill
during debate on its passage (BROAD-
CASTING, Aug. 3).

If the House acts favorably tomor-
row on HR 7985, both equal time
amendments then would go to a joint
Senate-House conference to settle the
differences in the two versions. Lan-
guage accepted in conference then
would go back before both houses for
final approval before going to the Presi-
dent for his signature, which would
make the amendment law.

USIA’s role explained

In a new pamphlet, “Portraying
American Culture to the World,” the
U.S. Information Agency is explaining
its varied activities to the American
public. The pamphlet points out that
television is offering USIA “expanding
opportunities” in the broadcast field,
opportunities long utilized in radio with
such programs as Music USA, Ameri-
can Theatre of the Air and Patterns of
Culture.

‘during

Senate committee also
to get tv quiz findings

A coterie of congressional attorneys
were in New York last week arranging
for a speedy transmittal of information
needed to guide Washington investiga-
tors in a planned study of the tv quiz
scandal.

Sen. Warren Magnuson’s (D-Wash.)
Commerce Committee kept pace with
the House Oversight Subcommittee by
obtaining a ruling Thursday (Aug. 13)
from Judge Mitchell D. Schweitzer in
New York general sessions court grant-
ing permission to the committee to
inspect grand jury testimony. The
House group received the same infor-
mation two weeks ago (BROADCASTING,
Aug. 10). The minutes—now in steno-
graphic notes—represent secret testi-
mony from over 200 witnesses taken
the nine-month New York
Grand Jury examination of charges
that tv quiz contestants had been
coached on the expected answers
(BROADCASTING, Aug. 3).

Senate Commerce Committee’s com-
munications expect Nick Zapple, and
Oversight attorneys Richard Goodwin
and Charles Howze were meeting in
New York late last week with repre-
sentatives of the district attorney’s office
to set up a “workable” method whereby
portions of the minutes can be ex-
amined without further delay.

Court stenographers have been work-
ing overtime to prepare the pertinent
statements.

Quiz jury head asks

for witness anonymity

The foreman of the New York grand
jury which investigated tv quiz shows
made a public appeal last week for
anonymity of contestants who were
supplied answers in advance. In a

Now...4 offices to

]

]

R. C. CRISLER & CO., inc.

Business Brokers Specializing in Television
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letter to the Washington (D.C.) Post &
Times-Herald, foreman Louis Hacker
wrote:

“l am making a plea—despite the

wrongs they have committed—for the

preservation of their anonymity exactly
because many of them were young or
naive or weak or unfulfilled and there=
fore were sorely tempted . . .” Dr.
Hacker, former dean of Columbia U.’s
School of General Studies, noted that
the Legislative Oversight Subcommittee
had promised not to hurt innocent
persons.

“One wonders, however,” he said,

“whether public hearings in which only
those who—by self-confession or accu-

sation—participated in the frauds are’

to be brought forth as witnesses will
serve any useful purpose.”

Dr. Hacker said the same purpose
the subcommittee hopes to accomplish
would have been served if General Ses-
sions Court Judge Mitchell D. Schweit-
zer had released the grand jury report,
as recommended. “The report. con-
cerned itself with the devices of manip-
ulation or corruption . . . encouraging
the sort of regulation that would pre-
vent recurrence,” the jury foreman
state. “In addition to questioning what
courts have generally recognized as the
inalienable right of grand juries to hand
up non-indicting reports . . Judge
Schweitzer has made Rep. Harris’ inter-
vention inevitable,” he said.

WTEN (TV) favored
for permanent grant

In an admittedly “difficult choice,”
FCC Hearing Examiner J.D. Bond last
week issued an initial decision favoring
Capital Cities Tv Corp. over WVET-
AM-TV Rochester for dropped-in ch.
10 at Vail Mills, N.Y., to serve the
Albany-Troy-Schenectady area.

Capital Cities, which owns WROW
Albany, has operated WTEN (TV) on
the contested channel since Dec. 1,
1957, under a temporary permit from
the FCC. Examiner Bond favored Capi-
tal Cities on factors of local residence
and civic participation and broadcast
experience in the area to be served.
WVET-TV was preferred on the diver-
sification factor and was given a “slight
preference” for proposed program poli-
cies. Other factors were considered
“equal” or “‘off-setting.”

Examiner Bond said it “cannot be
ignored” that two principals in Capital
Cities—Reps. Dean P. Taylor (R-N.Y.)
and Leo W, O'Brien (D-N.Y.)—have
demonstrated they are responsive to
community interests by being elected
and re-elected to Congress. Largest
stockholders in Capital Cities are com-
mentator Lowell J. Thomas (16,2%)
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Why mutual life insurance companies
are such sticklers for efficiency

Most people would agree that the life insurance
businessis highly competitive. But many of those
same people wonder just what the competition
actually is. After all, life insurance companies
do sell similar products at similar prices under
similar regulations.

Actually, the companies compete in the area of
operating efficiencies. And if the company is a
mutual company, the savings from those ‘efficien-
which are really

b

cies are reflected in ‘“dividends,’
premium refunds to policyholders.
The effect of this is to lower the cost of insurance

Mumm. °F-' " EW YORK

The Mutual Life Insurance Company OF New York, New York, N. Y.
Sales and service offices located throughout the United States and in Canada

for mutual policyholders —for whom the company
is operated solely. Life insurance is the most impor-
tant form of financial security for most mutual
policyholders. No wonder they take special interest
in their company!

It is also worthy of note that most major stock
companies have become mutual companies, and
two thirds of all life insurance policyholde_xjs buy
mutual insurance. As the first American company
to offer the public mutual life insurance, we are
pleased that so many people have followed the trail
we blazed 116 years ago.

MON

For Life, Accident & Sickness, Group Insurance, Pension Plans, MONY TODAY MEANS MONEY TOMORROW!
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FROM Western Electric’s Point Breeze Works go many millions of feet of telephone
cable to every corner of the nation. Some of this shipment may have been for your town.




" BALTIMORE, MD.

For over a quarter of a century this great port city has helped Western Electric
make the Bell System’s communication network that binds the nation together.
Like our other home towns, Baltimore shares both the work and the rewards.

Take a boat ride down the Patapsco River toward Chesa-
peake Bay, then look back. Only here can you see the full
sweep of fabulous Baltimore . . . its handsome skyline, its
forty miles of deepwater docks and its industrial area.

Here too you can see the Point Breeze Works of Western
FElectric where more than 6000 Baltimoreans help us make
telephone apparatus and equipment for the Bell System —
including enough wire and cable in a year to girdle the
globe 258 times.

What does this huge Western Electric plant mean to Balti-
more? It means jobs and payrolls to spend with local mer-
chants, taxes we pay and business for our over 800 local
suppliers. Last year throughout the whole state of Maryland
we paid out over 9 million dollars to 915 firms.

Being in Baltimore means something to us, too. We benefit
from the skills of a superior work force and enjoy the tradi-
tional hospitality of this fine old city.

Besides Baltimore, Western Electric has manufacturing
plants in 24 other cities where we also make hundreds of
different telephone products for the Bell System. Last year
we purchased over a billion dollars worth of raw materials,
products and services from more than 30,000 suppliers
located in every state of the Union. Of these, 90% are
“small businesses.’”” The things we make and buy are dis-
tributed to the Bell telephone companies through Western
Electric distribution centers in 32 different cities.

PR R __.%'- 5 4

BEAUTY QUEEN of the Point Breeze Works, Jan Amend, receives
United Appeal plaque on behalf of fellow employees, all of whom
gave a minimum of four hours pay (a total of about $64,000). Mak-
ing the presentation on behalf of United Appeal is Campaign Chair-
man Robert W. Thon, Jr., VP of the Savings Bank of Baltimore.

LOCAL SUPPLIER. Kinlock Yellott (right), Pres-
ident of the Haven Chemical Co., and Western
Electric buyer, Robert Giblin, observe as copper
wire is simultaneously insulated and color-coded
with vinyl ink. Mr. Yellott’s firm supplies the ink.

VOLUNTEER FIREMAN. W.E.s David Weiss
(left) often meets with Baltimore County Fire Chief
Win Winholt to coordinate activities of the paid and

volunteer departments. Dave is Executive Commit-
tee Chairman in the Volunteer Fireman’s Association.

BUSINESS EDITOR Carroll Williams, Baltimore
SUN has said of Western Electric: “a solid corpo-
rate citizen which makes important contributions
to the dynamic economy of Baltimore. They keep a
lot of wheels turning.” We value his comment highly.
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and his business manager, Frank M.
Smith (12.1%), president. Besides
WROW and WTEN, Capital Cities
owns ch. 11 WIVD (TV) Durham,
N.C. (one principal also controls
WDNC-AM-FM Durham), WPRO-
AM-FM-TV Providence and operates
WCDB (TV) Hagaman, N.Y. (ch. 29),
and WCDC (TV) Adams, Mass. (ch.
19), as satellites of WTEN.
WVET-AM-TV operates its ch. 10
tv facility in Rochester on a share-time
basis with WHEC-TV there. The largest
stockholder (7.66%) is Ervin F. Lyke,
president and general manager.

Tv vs. microwave fight
moves toward hearing

The court case involving the ques-
tion of whether broadcasters have a
property right in their signals advanced
another step toward hearing last week.
Filed was the response by the Twin
Falls, Idaho, cable company operator
to the suit filed by three Salt Lake City
tv stations (BROADCASTING, May 4).

The cable operator, W.L. Reiher,
filed a general denial of the complaints.
He stated that they fail to state a claim
on which relief may be granted.

Mr. Reiher owns the Twin Falls com-
munity television system and also Idaho
Microwave Inc. The microwave com-
pany plans to pick up and relay the

PROGRAMMING

Salt Lake City signals to the cable com-
pany in Twin Falls. _

The Sait Lake City stations asked for
a permanent injunction to prohibit the
microwave company from picking up
and using their signals. KUTV (TV) in
Salt Lake City also claimed it had a
rebroadcast contract with KLIX-TV in
Twin Falls for which the latter was pay-
ing a fee. The other stations are KTVT
(TV) and KSL-TV.

The Salt Lake City outlets also said
the community cable company would
deprive them of the fruits of their ef-
forts with no compensation, interfere
with property and contractual rights,
possibly degrade their signals and thus
cause a loss of goodwill. They also
pointed out that they might have to pay
more for program product, performers
and talent.

The cable company began operating
in May 1955 carrying the signals of the
two Boise and one Idaho Falls stations
as well as the local KLIX-TV.

Idaho translator

The FCC has set aside a June 24
license renewal for tv translator K70BA
Lewiston, Idaho, after it found that the
licensee, Orchards Community Tv Assn.
Inc.. had been operating another trans-
lator station on ch. 76 without Com-
mission . authorization. Orchards was
given 30 days to reply to the action.

MYSTERY STRIPS BRIGHT

California National predicts new trend

Nighttime strips of mystery series
are “strong likelihoods” in both local
and network tv programming this fall.

The prediction comes from Jake
Keever, California National Produc-
tions’ vice president and general man-
ager. The syndicator bases his observa-
tion on an expected increased flow in the
fall of the private-eye series.

Strips themselves are getting in-
creased attention from CNP, the NBC
film subsidiary. The company already
has introduced former network series,
such as The Life of Riley, Medic and
It's a Great Life, as daily strip entries.

Program stripping means a series
placed Monday-Friday on a schedule.
As used in networking, the Bob Cum-
mings Show daytime series on ABC-
TV will be seen in this manner.

Obvious advertiser interest for the
technique lies in so-called sponsor iden-
tification. Also, says CNP, the ratings
picture has shone unusually bright for
those time periods in which stripping
of syndicated series is employed by
stations.

California National, for example,

can point to WTRF-TV Wheeling where
H. Needham Smith, sales manager,
claimed a near 2-to-1 edge over a com-
peting program in the 5:30-6 p.m.
period for Riley. Other stations report
similar advances. Among them: WJTV
(TV) Jackson, Miss., whose tv man-
ager, Owens F. Alexander, after citing
rating advances with Riley noted, “on
the basis of these figures we would not
hesitate to recommend this program to
any station for a daytime series.”

Similar letters were received by CNP
from Tom Shelburne of WNEP-TV
Scranton; James Schiavone, WWI-TV
Detroit; Hi Bramham, WSM-TV Nash-
ville; James E. Conley of WCAU-TV
Philadelphia and Leslie G. Arries Jr. of
WHDH-TV Boston.

ABC-TV show booster

Plans for exploitation, promotion and
advertising of the ABC-TV fall program
lineup are being coordinated following
a series of meetings by heads of these
network departments and their counter-
parts at some 80 key affiliated stations.

The series of two-day sessions
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Survey After Survey
Shows Channel 3's

Commanding Lead!

St St St
byA.R.B. by PULSE N by NIELSEN

Here are the latest Memphis Surveys, showing leads in
competitively-rated quarter hours, sign-on to sign-off,
Sunday thru Saturday:

A.R.B. Pulse Nielsen
Apr. 17-May 14, 1959  May 1959 Mar.-Apr. 1959
(Metro Area) (Metro Area) (Station Area) .
WREC-TV 250 309 263 |
Sta. B 80 79 72
Sta. C 68 7 53

WREC-TV

Channel & Memphis

GBS

TELEVISI0M

Represented Nationally by the Katz Agency
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IMPORTANT ANNOUNCEMENT

EFFECTIVE SEPTEMBER 7 issue, BROADCARST-

ING will go into the mails each Friday. This means

advancing advertising (and editorial) deadlines a mini-

mum of 24 hours.

If proof is desired, ad must be in hands of publication
two weeks in advance of Monday publication date.
Otherwise, ten days in advance for all copy, plates, etec.

No proofs.

Color will print over a weekend which means all color
plates must be in our hands no later than Thursdays
(10 days preceding Monday publication date). Send

specific color instructions in advance.

Inserts must be in hands of publication’s printer ten

days in advance.

Send all copy and plates to Advertising Department,
1735 DeSales St., N. W., Washington 6, D, C. Use Air
Express or Emery Air Freight as Air Mail, Special
Delivery or Parcel Post/Special Delivery is held up days

in local post office.

-fy BROADCASTING

THE BUSINESSWEENKLY OF TELEVISION AND RADIQ

(PROGRAMMING)

have been taking place in New York,
Chicago, Dallas and Los Angeles.

Exploitation Director Sid Mesibov
who heads the project, Press Informa-
tion Vice President Mike Foster and
Advertising Director Dean Linger pre-
sented network plans, then participants
swapped ideas on local-level handling.
Station management executives also at-
tended the first session in New York
and Chicago to hear ABC-TV President
Oliver Treyz, Program Vice President,
Thomas Moore and Daytime Program-
ming Vice President Giraud Chester
present details of network planning for
the fall program lineup.

WBBM-TV method:
video tape versatility

A technique utilizing video tape re-
cording “in a manner formerly reserved
exclusively for film” was reported by
CBS’s WBBM-TV Chicago last week.

The station completed a sample pilot
of a proposed documentary series, re-
cording about 3%2 hours on video
tape at four remote locations and
editing it down to 24 minutes of play-
ing time. Several film segments, shot
separately, also were transferred to
tape.

The station predicted the technique
“is destined for future development.”
Here’s how the pilot was made (using
Ampex machines):

The video tape remotes were shot
with background sound only. In most
cases, the audio level was so low that
amplification and intensification were
necessary. Background sound was
dubbed from the master video tape to
audio tape, with addition of some pre-
recorded sound effects. Separate tracks
with narration and music where needed,
were prepared to synchronize with
video. The three audio tracks then were
blended and recorded on a video tape
dubbing made from the edited master.
(Two masters were recorded simultane-
ously, one for reference and the other
for a work print.)

Background audio was erased from
the master tape and composite audio
finally restored from the video tape dub
to the much-edited original piece of
tape—with “minimum loss” in the sep-
arate but related operations (editing of
tape; transfer of film to tape, and mix-
ing, dubbing and re-recording of audio.)

All film exposed on location was
“shot silent” and recorded on tape,
with three audio tracks of specially-
created sound, music and narration fed
simultaneously to the tape room to
produce the complete and finished trans-
fer. To achieve a desired effect in some
instances, videowise, a dub was pre-
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COMING-

THE FIRST
AUTOMATIC
U.S.POST OFFICE

The Post Office is out to win a race with
time. They're going to keep first class mail
as fresh as your morning paper.

Next-day delivery is the way they’ll do
it. Nationwide automated mail-handling
is the method.

The strikingly modern post office re-
cently announced for Providence, Rhode
Island, will be a major step. An ITT sub-
sidiary, Intelex Systems Incorporated, has
been appointed to do the job.

Push-Button Operation

This will be a fully-integrated automatic
post office, the nation’s first. Intelex will
design, construct, equip and maintain it.

Machines will perform many tedious,
time-consuming tasks, enabling career
employees to apply their skills to more
productive functions where machines
cannot replace human judgment.

In minutes, Providence mail will be
ready to move. Other automatic post
offices are being planned to speed this
mail at the end of the line. The vastly
accelerated rate of mail movement will
keep pace with our surging economy.

You don’t just sit down and conceive
an operation of this magnitude overnight.
Years of experience and months of plan-
ning are required.

This is one reason why an ITT subsidi-
ary won the assignment. ITT has been in
the creative forefront of automatic pro-
cessing equipment for many years.

Experience Where It Counts

The ITT System has developed electronic
computing equipment for banks, insur-
ance companies and mail-order houses.
It has created many types of document
and material conveying systems for hos-
pitals, brokerage houses, factories, gov-
ernment agencies.

Intelex Systems Incorporated will have
full responsibility for the job. Other ITT
divisions—other companies—will con-
tribute.

When it’s finished, Uncle Sam’s first
automatic post office will join the hun-
dreds of ITT projects all over the world
which help others to get big jobs done.

.3

...the largest American-owned world-wide
electronic and telecommunication enterprise,
with- 101 researc