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SPONSORED BY
AMERICAN TOBACCO - WIEDEMANN BREWING CO.

in 11 markets in Cincinnati. Dayton, Columbus

HOOD DAIRY PRODUCTS + HOUSEHOLD FINANCE

in 6 New England states in Philadelphia, Albany, Scheneciady

SEGO MILK PRODUCTS - STANDARD OIL OF INDIANA

in 7 Western markets in § Mid-Western Markets

e WRCV-TV Philadelphia « KLZ-TV Denver ¢ KSTP-TV Minneapolis-St. Paul
o WXEX-TV Richmond-Petersburg ® KSL-TV Sait Lake City « WTMIJ-TV Milwaukee
e WSB-TV Atlanta » KIRO-TV Seattle = WTVJ Miami « KWTV Oklahoma Cily
o WGN-TV Chicago . . . and many others

R few markets still open. See the ZIV man in yours for complete information.
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tO HOUStUn . .. the vaulting office buildings against the

I sky and the burgeoning business construction in the area reached

a quarter billion in 1958. Combined with parallel residential build-

ing, the total reached $417 million to climax an unprecedented

12 year era that attained the astronomical total of 4 BILLION

DOLLARS. VITAL to Houston aiso is the pace-setting service

KTRK-TV provides to more families who

look to J)s for the best in television. KTRK'TV Channel ]
THE CHRONICLE STATIO

P. 0. BOX 12, HOUSTON 1, TEXAS-ABC BASIC - HOUSTON CONSOLIDATED TELEVISION CO. - NATIONAL REPRESENTATIVES: GEO. P. HOLLINGBERY CQ., 500 FIFTH AVENUE,
NEW YORK 36, N. Y. - GENERAL MANAGER, WILLARD E. WALBRIDGE; COMMERCIAL MANAGER, BILL BENNETT.
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It’s America’s 10th TV Market, where there are 334 million WG A L-TV
people, 946,863 TV sets, $634 billion annual income, and g
3334 billion retail sales, The WGAL-TV audience is greater Cz é&d(&ﬂ@é

, : : . . . LLancaster, Pa.
than the combined audience of all other stations viewed in NBC and CBS
the Channel 8 coverage area—ARB and Nielsen. Advertise

your product—and sell—on WGAL-TV, STEINMAN STATION
Clair McCollough, Pres,

Representative: The MEEKER Company, Inc. New York Chic_ago + Los Angeles +« San Francisco
BROADCASTING, October 12, 1959
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Nets and reps ® CBS and NBC will lose
more than $2 million a year in revenue
when FCC order prohibiting them from
representing tv affiliates in spot sales
takes effect (story page 70). That’s
total commission they now earn on $15
million in spot billings annually placed
on 13 independently-owned tv affiliates
which now will have to find other reps.

There was some speculation that CBS
and NBC might think of quitting spot
representation altogether, now that
they’'re under mandate to quit repre-
senting tv stations other than their own.
But you can take bets against that spec-
ulation. Both will keep their rep organ-
izations for these reasons, among oth-
ers: (1) Spot sales divisions will be self-
supporting or nearly so: (2) networks
don’t want to share their secrets with
" outside representative firms.

Technology, the enemy ® Those re-
mote-control gadgets that television
viewers can use to tune out commer-
cials without moving from their chairs
are beginning to worry executives of
agencies that have big tv accounts.
Agency fears take this line: As set
makers put heavier promotion behind
remote controls as inducements to set
sales, ntore and more viewers will attain
the power to kill commerials with no
more effort than flick of finger. Coin-
cidentally, as tv overhead goes up sta-
tions may wedge more commercials
into and between programs. Put these
two conditions together, and wholesale
blackouts of advertising messages could
result, say agencymen.

Conversation in Chicago ® Officials at
both companies deny there’s been more
than casual talk, but it’s persistently re-
ported in Chicago that American Broad-
casting-Paramount Theatres is dicker-
ing to buy Prairie Farmer empire which
includes 50% of WLS Chicago, other
half of which AB-PT now owns. Pub-
lishing properties in group include
Prairie Farmer (circulation: about 400,-
000), Wallace’s Farmer & Ilowa Home-
stead (circ.: 300,000) and Wisconsin
Agriculturist (circ.: 200,000). AB-PT
would spin off papers to other parties
if deal jelled, so rumors go.

Templeton to C&W ¢ Cunningham &
Walsh has selected successor to Ed Ma-
honey who leaves vice presidency and
top post in radio-tv (Crosep CIRCUIT,
Aug. 24). He’s William B. Templeton
who about Nov. 2 reports at C&W as

vp in charge of radio-tv, similar to po-
sition he held for some eight years at
Bryan Houston Inc. which now has
merged with Fletcher D. Richards,
Calkins & Holden.

Those microwaves ® FCC has wrestled
with itself and has decided that maybe
it ought to revise its thinking about in-
tercity microwave relays which bring
“outside” tv signals to community an-
tenna tv systems. Because microwave
systems are common carrier facilities,
Commission has maintained it could
not inquire into impact this practice
might have on local tv stations compet-
ing with local catv outfit. Now, after
battering on Capitol Hill and after west-
ern investigation trip by Broadcast Bu-
reau Chief Harold G. Cowgill and
economist James B. Sheridan, Com-
mission has reoriented thinking. It told
staff last week to look into problem to
see whether rationale could be worked
out which would permit consideration
of catv microwave relay systems under
broadcast provisions of Communica-
tions Act as well as common carrier
aspects.

Network ratings ® Though two of them
have adopted policies against publica-
tion of ratings, all three television net-
works have signed for A.C. Nielsen
Co.s new ‘“fast” rating service for
1959-60 season. They’ll receive weekly
competitive reports—covering 24 mar-
kets where all three networks have out-
lets—within six days of last reported
telecast in each week. In case of CBS-
TV and NBC-TV these how-did-we-do
competitive rundowns will be for in-
ternal use of network officials, clients
and agencies, not for general release.
ABC-TV will also use them internally,
but in addition it has no fetish against
handing them out for all to see.

Their signing for fast Nielsens does
not mean networks have composed their
differences with ACN over its plan to
hike regular service rates next year.
That disagreement continues. All three
networks have given required one-year
notices of termination of Nielsen con-
tracts, so they'll be in position to get
out if satisfactory terms aren’t reached
by next year’s effective date of pro-
posed new cost structure. But in mean-
time negotiations continue.

Kudo to Hagerty ® It’s not official yet,
but Jim Hagerty has accepted invita-
tion to attend Radio Tv News Directors
Assn. convention in New Orleans this

week—for very special reason. He will
be recipient of fourth annual Paul
White Memorial Award at banquet
Saturday evening, being honored for
contributions as White House news sec-
retary during year in which much news
was made.

Allocations interest ® Word from state
of Washington, where he is spending
vacation, is that Sen. Warren G. Mag-
nuson (D-Wash.), chairman of Senate
Commerce Committee, will order hear-
ings to find out what FCC intends to
do, if anything, about tv allocations.
He hasn’t fixed date, but he’s privately
said that he wants to get going on sub-
ject soon as possible. Creation of more
station competition in tv is subject his
committee has several times looked into
in detail.

Ready for record ® Exceptional interest
in NAB’s Fall Conferences, with ad-
vance registration already over 560
mark, indicates all-time attendance rec-
ord may be set. One reason for big
gain in advance bookings is fact that
all eight conferences will be held at
main transportation centers whereas
several 1958 meetings were at points
difficult to reach.

Incidentally, 1959 series will have in-
teresting feature that doesn’t show on
agenda—automation exhibits. Progra-
matic (Muzak) and Schafer Custom En-
gineering will show their radio pro-
gramming gear at conferences. Pro-
gramatic will set up show at seven meet-
ings, omitting Denver; Schafer will have
trailer loaded with automatic equip-
ment at all eight. Delegates at first four
meetings will get first look at new tape-
cartridge system developed by Broad-
cast Electronics Inc., which is expected
to have display at hotels though not
officially connected with conferences
(see story page 100). Only automation
exhibitor at conferences last year was

~ Schafer.

Education in the air ® Look for an-
nouncement soon of educational tele-
vision project involving airborne relays
and several uhf ground stations scat-
tered in Midwest. Ford Foundation
has granted $4.5 million to get project
started. CBS Labs and Westinghouse
have been working on relay and studio
equipment. Convair will supply plane.
Purdue U. reportedly will administer
details. Plan will utilize principle of
Stratovision with which Westinghouse
experimented in early days of tv.

Published every Monday, 53rd issue (Yearbook Number) published in September by Broancastine_Pusricarrons INc.,
she 11%5 DeSalgs St., N. W., Washington 6, D. C. Second-class postage paid at Washington, D. C



OVER
3,000
FEATURE
FILM
TITLES

MORE
THAN
ALL
OTHER
STATIONS
COMBINED

MGM
- RKO

| 20th CENTURY
FOX
ALLIED

~ ARTISTS .
. EXPERIENCED HANDS to help build your sales

PARAMOUNT | in one of America’s most prosperous markets.

‘ Call BLAIR today for top rated minutes.
- UNITED

station @

National Representatives
BLAIR TELEVISION ASSOCIATES
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WEEK IN BRIEF

No campaign is complete without radio ® Radio’s
extra punch and extra coverage make a vital contribu-
tion to the successful campaign for the major adver-
tiser. Pall Mall cigarettes boosted commercial impact
by including radio along with network and spot tv.
Alan C. Garratt, advertising manager, ACC Division,
: American Tobacco Co., relates the details in this week’s
. MonDAY MEMO. Page 25.

MR. GARRATT

Rock ‘n’ roll music not wanted here ® That’s what two-thirds of the
listeners indicated in their replies to the mammoth music-preference
survey conducted by KING Seattle. Golden records (over-million sellers)
and familiar standards ranked first and second, current hits (without r&r)
were third. KING polled 100,000 residents in 15 counties, 10% of
entire population, and drew 10,000 replies. Page 33.
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Tv spot: who gets it? ® Special study of top 25 advertisers in 24 markets,
based on BAR monitoring reports, shows which markets and stations got
the bulk of the volume, which reps had highest batting average, how
network affiliates fared against each other and against mdependents
Page 41.

Sy
The 30-second spot ¢ Phillips Petroleum “experiments” on Miami tv with ' .+ . and the very best
30-second “spot program,” but on a 52-week basis. It’s a possible com- _ buy to serve and sell
promise between the favored one-minute and the shorter, easy-to-slot 20- L its 313.100 residents is
second commercial. Page 44,

Radio ‘special’ ® Nationwide Insurance to expand its second-year spon-
sorship of The Hidden Revolution series on CBS Radio. Reasons: low-
cost, prestige and public consciousness. Page 44,

Radio profile of a housewife ® H-R Representatives and Market Plan-
ning Corp. complete study on listening habits of the average homemaker.
She spends 23 hours per week listening to radio, or 30% of her waking
hours. Page 48,

Behind scenes on tv quizzes ® Harris Oversight subcommittee hears
former contestants testify of manipulations by Twenty One principals.
They clear NBC of dishonesty and network re-echoes innocence. Page 78.

Independence at WIR Detroit ® A case study of a major radio station
and what happened when it decided to break off from CBS Radio net-
work. How luxury programming of the prestige type paid off at the cash
register. Page 56. . '

Battle of the Courts ® Oklahoma Supreme Court adopts anti-broadcast :
rule without prior notice or hearing; Court of Criminal Appeals, with TIME WILS STAL‘ON
parallel authority, refuses to yield and will continue to admit radio-tv : ;
newsmen. Page 66. il Mon-Fri

1 7:00 am 57.0 26.5
Networks lose tv rep rights ® FCC cuts networks out of $15 million l 12:00 noon
television spot representative field; promulgates rule which forbids tv Mon-Fri
networks from representing affiliates in spot sales field. Only exemption [ 12:00 noon 66.2 16.3
is that nets can represent their owned stations. They’re given two years g 600 pm

to divest themselves of present customers. Page 70.
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LOCAL PRODUCTS:

PASSPORTS...
and WMAL-TV

ABC IN THE

Passports open doors to foreign
countries. WMAL-TV opens doors

to homes for adwertisers.

Passports mean entertainment for
cosmopolitan travelers. WMAL-TV
means entertainment for working,
buying metropolitan area residents.

Passports take pictures abroad.
WMAL-TV broadcasts another
kind of picture—the changing face

of the news, the constant faces of

NATION’S CAPITAL

local personalities like Del Malkie,
Joseph McCaffrey, Morrie Siegel
and Jerry Strong, the diverse faces
of ABC entertainment.

Passports cost little, WMAL-TV
far less, on an individuals-reached-
effectively basis. For your passport
to Greater Washington, apply to
WMAL-TYV, where programming is
arranged to give advertisers sensibly
priced one-minute spots in many
time classifications.

Washington Mleans Bmerican keadership

Channel 7

An Evening Star Station represented by H-R Tele vision, Inc.

Washington, D. C.
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Richard C. Arbuckle
Vice President
Midwest Sales
Activities

Robert E. Eastman
& Co., Inc.
Chicago Office

TRAFFIC & ROAD

You're driving up the Merritt
Parkway in New York and the
traffic’s fierce. So you tune to
WNEW.

The report comes in (sponsored
for the past umpteen years by
GMAC) that traffic is getting
rougher on Merritt but it’s light
on the Conn. Thruway.

So you switeh to the Conn. Thru-
way and breeze along to your
destination. Where else could you
get that but radio?

In Los Angeles they tune to
KLAC for “Sam the Traffic Man”
to get the latest word on the
freeways.

From coast to coast leading radio
stations offer these important
“traffic and road condition” pack-
ages.

What a spot to sell ecars, tires,
batteries, oil, gas, seat covers and
the thousand and one allied prod-
ucts that go with driving.

From a corporate standpoint,
there’s a big sales plus, too, in
motorist gratitude.

@Mz\

P.5. In New York everyone drives,
and is grateful to WNEW for
steering them right. Buy WNEW
and drive your sales up to new

highs.

robert e. eastman & co., inc.

representing major radio stations

WNEWe WIL o KLAC o KIR o KXL
KNEW ¢ WRIT ¢ CKLW e WHBQ s KXOL
KBOX ¢ WING e WCOL ¢ KDEO s WARM
KQEC @ WPTR e WSBA @ WAAB e WKLO
KLEO e WEEP e KTOK ¢ WSAV e KSYD
, WAMS® KXLR e WZOK
Erd s B e e ]
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A CAI.ENDAR OF MEETINGS AND EVENTS
IN BROADCASTING AND RELATED FIELDS
(*Indicates first or revised listing)

Oct. 11-16—American Institute of Electrical
Engineers, Morrison Hotel, Chicago.
Oct. 12-15—Naticnal 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 wili
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. 13—Massachusetts Broadcasters Assn., Uni-
versity Club, Boston.

*0ct. 13—Assn. of Advertising Men & Women,
Columbia U. Club, N.Y. Robert Hurleigh, MBS
presudent speaks on “How to Save a Network.”

Oct 13—Television Film Assn., monthly meet-
ing, Masquers Club, Los Angeles. Eliot Bliss, en-
gineer in charge of film quality control for CBS-
TV, Hollywood, will discuss transference of tv
tape to film.

Oct. 13—Sixth annua! seminar on new product
introduction, auspices -of Kastor, Hilton, Chesley,
Clifford & Atherton, New York, and its Canadian
affiliate, Bradley, Venning, Hilton & Atherton, Ltd.,
Toronto; Savoy-Hilton Hotel, New York.

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.

Oct. 15-—Sixth annual publicity clinic sponsored
by Publicity Club of Los Angeles, Statler Hotel
there.

*Oct. 15-16—0pening NAB Fall Conference, May-
flower Hotel, Washington (full schedule at end of
DATEBQOOK).

Oct. 15-16—American Assn. of Adv. Agencies
annual central region meet, Drake Hotel, Chicago.

Oct. 17—UPI Broadcasters of Wisconsin fall
session, Milwaukee.

Oct. 18-20—Texas Fm Broadcasters, Austin.
Bonner Mclane of Winn-McLane & Assoc. Inc.,
Austin, will describe local agency operation and
what it needs from fm stations to be able to
buy fm time. George Dillman of Business Research
Corp., will give a report on taking a pilot survey
of audience.

Oct. 18-21—Western Regional Convention, Amer-
ican Assn. of Advertising Agencies, Biltmore and
Miramar Hotels, Santa Barbara, Calif. Agenda
includes day of closed sessions for member agency
management delegates and day-and-a-half of open
sessions.

*0ct. 19—Regional MBS

affiliates meeting,
Sheraton-Dallas Hotel, Dallas.
Oct. 19-22—RCA television studio equipment

seminar, including tape recorder, color tv, tran-
sistorized_switching, cameras, new projectors. RCA
Bldg. 2-1, Camden, N, J,

Oct. 21—Connecticut Assn. of AP Broadcasters
annual fall meeting, Waverly Inn, Cheshire.

Oct. 21—The Pulse Inc. 18th annuval “*Man of the
Year' luncheon, Grand Ballroom, Plaza Hotel, New
York. Honored this year: Arthur Godfrey, CBS
personality.

Oct. 22-23—American Marketing Assn. (Minne-
sbta chapter) seventh biannual Management Insti-
tute, Hotel Leamington, Minneapolis, Charles H.
Brower, president, BBDO, wilt present outlock in
advertising. L, D. Barney, president, Hoffman La-
Roche Inc., will cover pharmaceutical industry.
Oct. 22-23—Kentucky Broadcasters Assn., fall
meeting, Phoenix Hotel, Lexington.

*0ct. 23—Maryland-D.C. Assn. of Broadcasters,
Country Club, Baltimore.

Oct. 23-24—Wisconsin Broadcasters Assh., an-
nual fall meeting, Madison, Wis. FCC Comr.
Robert E. Lee will be featured speaker. New offi-
cers to be elected, including post of president,
now held by Mig Figi, WAUX Waukesha.

Oct. 23-25—Midwest conference, Women's Adv.

- Clubs, Milwaukee.

Oct. 24—AP Radio & Tv Assn.
Madison.

Oct. 24-26—National Educétional Tv & Radio
Center, annual meeting of etv station managers,
10 Columbus Circle, New York.

Oct. 27-30—National Assn. of Educaticnal
Broadcasters, annual convention, Hotel Sheraton-
Cadillac, Detroit.

*0ct. 28—Radio & Television Executives Society
luncheon. Rep. Chester Bowles {D-Conn.) and Sig
Mickelson, vice president, CBS Inc., speak on
“Television and Politics.” Grand Ballroom,
Roosevelt Hotel, N.Y.

Oct. 29-30—Electronic devices meetings spon-
sored by Professional Group on Electronic Devices,
Institute of Radio Engineers, Shoreham Hotel,
Washington.

Oct. 29-31—New Jersey Broadcasters Assn., fail
meeting, Nassau Inn, Princeton.

of Wisconsin,

*0ct. 30—Minnesota Broadcasters Assn., Hotel
Radisson, Minneapolis.
Oct. 30-31—Missouri Broadcasters Assn., Muehle-

bach Hotel, Kansas City. Gov. James T. Blair is
luncheon speaker on 30th. Board of directors
meet evening of Oct. 29.

*0ct. 31-Nov. 1—Kansas AP Radio Assn. annual
meeting, Fort Riley, Kan.

NOVEMBER
Nov. 1—Annual Edward Petry & Co. promotional
seminar, for promotion, research and merchandis-
ing executives of Petry-represented radio and tv
stations. Starts 3 p.m. Petry Suite in Warwick
Hotel, Philadelphia (in conjunction with Broad-
casters Promotion Assn. convention).

Nov. 2-3—Canadian Board of Broadcast Governors
holds public hearings on new broadcasting regu-
lations. Board of Transport, Ottawa.

Nov. 2-4—Broadcasters Promotion Assn. con-
vention, Warwick Hotel, Philadelphia. Robert W.
Sarnoff, NBC board chairman, will be keynate
speaker. Other speakers: H. Preston Peters,
Peters, Griffin & Woodward; Adam J. Young,
Adam Young Inc., and James T. Quirk, Tv Guide.
Jim Kiss, WPEN Philadelphia, program chair-
man, sand agenda will provide maximum exchange
of ideas. Panels will be restricted to two par-
ticipants.

Nov. 2-6—Naticnal Sales Executives-Interna-
tional Chicago Field Sales Management Institute,
Pick-Congress Hotel there. )
Nov. 4-5—Eastern Annual Conference, American
Assn. of Advertising Agencies, Biltmore Hotel,
New York. Seven specialized workshops and
management events are scheduled.

Nov. 5—WSB Atlanta-Henry W, Grady School
of Journalism (U. of Georgia) first annual news
broadcasting conference, WSB’s White Columns
studios, 8:45 a.m.-3:30 p.m.

*Nov. 8—New York State AP Broadcasters Assn.
annual meet, Sheraton-Ten Eyck Hotel, Afbany.

Nov. 8-9—Fall meeting, Texas Assn. of Broad-
casters, Texas Hotiel, Fort Worth,

Nov. 8-11-—Annual fall meeting, Assn. of Na-
tional Advertisers, The Homestead, Hot Springs,
Va.

Nov. 9—Assn. of Broadcast Executives of Texas,
Western Hills Inn, Dallas-Fort Worth, Guest speak-
er: Harold E. Fellows, president, NAB.

*Nov. 9—Arizona Broadcasters Assn. annual meet,
Valley Hotel, Scottsdale.

Nov. 9—UPI Broadcasters of Georgia organiza-
tional meet, Riviera Motel, Atlanta.

Nov. 9-10—Institute of Radio Engineers,
fall meeting. Syracuse Hotel, Syracuse, N.Y.
Nov. 10—Radio & Television Executives Society

radio
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You can'’t feel ideas.

They live in the tiny curlicues of a man’s brain.
And occasionally, in a woman’s brain. (These are
called “notions.”)

Without ideas, our world would clunk to a halt.
A good idea can make a good product even better.
It can take a hard, precise, metal-made thing like a

sewing machine, for instance and make it different

in a woman’s mind.

Make it be a dance in a rustling ballgown, maybe,
or a soft little baby’s shirtwaist. Make it be some-
thing a woman has to have.

People don’t buy things just to eat, or wear or ride
in anymore, Charlie. People buy ideas. '

YOUNG & RUBICAM, Advertising

New York » Chicago « Detroit » San Francisco = Los Angeles » Hollywood e Montreal ¢ Toronto & London e Mexico City « Frankfurt « SandJuan ¢ Caracas =« Geneva
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| _jsten to this, Bill"*, said the WeeReBeL. as he sat on the desk to chat with Bill Hinman,
Lambert & Feasley, Inc., New York.

Have you heard what the WeeReBel
said to Lambert & Feasley?

“We're a combination hard to beat...”

Metropolitan Columbus, Georgia is the 25th market in the U. S. for per family income
...over a million people can watch us in our 47 county coverage area...
WRBL-TV and WRBL Radio are the stations that consistently pay off for advertisers.
CALL HOLLINGBERY for top ratings, rate details . . . package plans . . . market
data ... programming information ... penetration data...and prime availabilities,

WRBL

TV-CHANNEL 4 - RADIO-5000 WATTS

(OLUMBUS, GA.O

Represented by George P. Hollingbery Co.
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begins its 1959-60 timebuying & selling seminar.
Seminar consists of weekly luncheons at Hawaiian
Room in Lexington Hotel, New York. Registration
fee is $10, luncheon price is $3.50 for registrants,
$4.50 for non-registrants.

Nov. 11-13—NBC radio-tv affiliates, Plaza Hotel,
New York.

Nov. 11-14—Sigma Delta Chi (professional jour-
nalistic fraternity) 50th anniversary convention,
Indianapolis. Guest speaker: Vice President Rich-
ard M. Nixon.

Nov, 13-—Colorado Broadcasters & Telecasters
Assn,, Brown Palace, Denver.

Nov, 13-14—WSM Nashville eighth annual coun-
try music disc jockey festival, Andrew Jackson
Hotel there.

Nov. 15-21—National Television Week, spon-
sored by NAB and Television Bureau of Advertis-
ing. Theme: “‘Television—In Focus With Modern
America.”

Nov. 15-22—American Society of Association
Executives 40th annual meet, Boca Raton, Fla.
George Romney, president of American Motors
Corp., Detroit, will be named ‘“‘Association Man
of the Year.”

*Nov. 17—Academy of Television Arts & Sciences
at New York, forum on international tv, Young
Men’s-Young Women’s Hebrew Assn., Lexington
Ave. at 92nd St.

Mov. 17—<California Broadcasters Assn.,, Ambas-
sador Hotel, Los Angeles.

Nov. 18—Washington State Assn. of Broadcasters
and Oregon Assn. of Broadcasters joint meet,
Olympic Hotel, Seattle,

Nov, 18—East Central Region annual meeting,
American Assn. of Advertising Agencies, Penn-
Sheraton, Pittsburgh. Afternoon and evening
sessions gpen to invited guests,

Nov. 18—Maine Radio & Television Broadcast-
ers Assn., Portland. Fred A. Palmer, Worthington,
Ohio, sales consultant, on “Put Your Best Foot
Forward.”

Nov, 18-20—Television Bureau of Advertising,
annual meeting, Sheraton Hotel, Chicago.

*Nov. 19—Tennessee AP Radio Assn. fall meet-
ing, Andrew Jackson Hotel, Nashville. In con-
junction with Tennessee Assn. of Broadcasters.

Nov. 19-20—Institute of Radio Engineers Profes-
sional Group on Nuclear Science, Sixth Annual
Meeting, with special emphasis on nuclear science
and space exploration, electronics for plasma pro-
duction and diagnostics, research instrumentation
for high energy nuclear science, nuclear reactor
instrumentation and control and automatic sys-
tems for nuclear data processing. Boston, Mass.

Nov. 19-20—Tennessee  Broadcasters  Assn.,
Andrew Jackson Hotel, Nashville,

Nov. 20—Comments due in FCC proposed rule-
making {Docket 6741) to duplicate Class 1-A clear
channels in various sections of the U, S.

Nov. 23-25—Women’s Advertising Clubs’ mid-
western  intercity conference, QOakton Manor;,
Pewaukee, Wis.

*Nov. 25—Radio & Television Executives Society
luncheon, Robert Saudek of Saudek Assoc.; John
P. Cunningham, board chairman, Cunningham &
Walsh, and John F. White, president, National Ed-
ucation Tv & Radio Center take part in symposium
on educational tv. Grand Ballroom, Roosevelt Hotel,
N.Y.

Nov. 29-Dec. 1—First annual communications
forum for broadcasters, Pennsylvania State U.
Speakers in ‘“Broadcasting: The Challenge of d . . . P .
Responsibility’” forum include Robert D. Swezey, FRESH AIR from Radio Catalina gives radio advertising extra impact.

Sig Mickelson, news-public affairs vice president, . : T y ; 3 2 : .

CE?S,- Edward Stanlzy, public affairspdirector, This refreshingly distinctive format of individual music programs provides a

,’:,JEBVS;' Sﬁ';;?orfej;‘;‘;;_ p;ﬁf,'den';t\;,s Rvi‘c’;“;f;:,“;;ft“ perfect opening for a powerful sales punch. Your message on KBIG hits

WTVJ (TV) Miami, Fla.; Dr. Charles Seipmann, . . i i i i ca
communications sducation professor, New York U, a receptive, adult audience everywhere in Southern California...with the force

“Nov. 30—Academy of Televisifon Arts & Sciences of conviction and clarity. Heavy fan mail and the biggest billings in years
at New York, forum on music for television, NBC. . .
Nov. 30-Dec. 4 National srales Executives- prove the effectiveness of the mew KBIG programming concept. And the cost of

International Southeastern Field Sales Manage- . : : 0 [ 1
et Institute, Atiacts Biltmore hatel, Adems  this profitable coverage is 71% lower than stations with comparable reach.

Ga. o

NAB FALL CONFERENCES Surround your product advertising with FRESH AIR...
Oct. 15-16—Mayflower Hotei, Washington. 7 ! Santa Buibord
Oct. 19-20—Sheraton-Towers Hotel, Chicago. gOOd copy deserves nothmg less!
Oct. 22-23—Somerset Hotel, Boston, 17
Oct. 29-30—Dinkier-Plaza Hotel, Atlanta.
Nov. 10-11--—Texas Hotel, Fort Worth.

Nov. 12-13—Brown Palace Hotei, Denver. 3 i
Nov. 16-17—Ambassador Hotel, Los Angeles. Radio Catalina.. .740kC/10,000 watts

Nov. 19-20—0lympic Hotel, Seattle.

BROADCASTING, October 12, 1959 JOHN POOLE BROADCASTING COMPANY, INC,,
6540 Sunset Bivd., Los Angeles 28, Calif. * HOliywood 3-3205
National Representative: Weed Radio Corporation
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SYII-'I'V ALONE DELIVERS 44,287
MORE HOMES THAN ITS COMPETITOR

» Watertown

. WSYR-TV _
 SYRACUSE, N.Y.

oCortland

N.Y.

WSYR-TV AND ITS SATELLITE,
WSYE-TV, DELIVER 73,089 MORE
HOMES THAN ITS COMPETITOR

Affiliate eiEs (R

Channel 3

Plus WSYE-TV channel 18 ELMIRA, N.Y.

Get the Full Story from HARRINGTON, RIGHTER & PARSONS
14

___OPEN MIKE______

Tv arcund the world

EDITOR:

1 enjoyed your symposium on tele-
vision around the world (page 33, Sept.
21). [But] you omitted a large and im-
portant number of tv efforts in Latin
America, ranging from Cuba to Argen-
tina.

I spent five years in South America
as foreign correspondent for CBS News
and during this time had many oppor-
tunities to see the budding communica-
tions industry of our neighbors to the
south.

Just to indicate one instance: Brazil
has a number of advanced television
chains with programming that compares
favorably with stateside enterprises.

Peter Hahn
WJR Detroit

Payola and record promotion

EDITOR:

Recently you ran an article concern-
ing record distribution to radio stations
and “the big money” in records (page
35, Aug. 31) ...

While I was a R&R d.j. here in Texas
at local stations I received plug records
good but now that I'm programming
“good music” from albums I haven’t
received any.

Of course I believe that this stems
from the big boys and they can’t see us
“little fellows” from money. I program
about 80 “good music” records a day.
In my library I have just about 51
albums we list as playable. Many cuts
on them have been deleted because of
noisy sounds.

I think that there is a big swing back
to good sounds but the big record com-
panies are stifling it by not sending the
smaller stations equal exposure records
as the “top 40” kickers.

... I'd like to see the big companies
wake up and see what they’re missing
by not helping the little guys like me
who are eager to expose their records to
the buying public.

Jim Murphy

English Program Director
KIRT Mission, Tex.

Tell the truth about communism

EDITOR:

Now that the Butcher of Budapest has
departed our shores and we can, to
quote one writer, *“start being discourte-
ous again,” it might be timely to ask,
“were tv viewers prepared for what they
saw? By what standards did they make
comparisons? What did they know about
the ideology of communism in contrast
to the ideology of democracy?”

It’s a pretty safe assumption to say
that most Americans have only a super-

BROADCASTING, October 12, 1959



UNITED AIR LINES' DC-8 JET MAINLINERS
NEWEST... ROOMIEST... BEST OF THE JETS

The great DC-8 is now in service on United Air Lines. No
other jet offers you such newness, such spaciousness, such
quiet and luxury. Only Douglas could build it. Only United
Air Lines flies it from New York and Chicago nonstop to
California. Plan to enjoy the new standard of jet travel on
the jet designed from the drawing board up specifically for JET MAINLINER, BY DOUGLAS

passenger service. Call your Travel Agent or United Air Lines. THE BEST OF THE JETS...PLUS UNITED'S EXTRA CARE

This 1s a section of the Red Carpet* Room, one of the many innovaiions you find on Uniled’s new DC-8 Jet Mainliner
* Red Carpet is a service mark owned and used by United Air Lines, Inc.
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Steer for the channels marked for
your success. Storer channels.

Storer stations accent the sell.
Promises are great but what counts
is performance. And performance

is a built-in feature at every Storer
station, radio or TV. For example,

in Detroit WIBK-TV dominates the
market. First by far in all surveys.
28% greater share of audience than
any other Detroit station.* That's why,
with Storer, you know where your

sales are going—definitely up!

13 e

*ARB August

327

miami WGBS

625

- 147 I

STORER
STATIONS

TELEVISION
DETROIT

WIEBK-TV

Ch. 2— CBS
First by far
in all surveys

CLEVELAND
WIW-TY

Top News—Top Movies
CBS Programming. First in AR

TOLEDO
WSPD-TV

First in Toledo surveys
Covers 2,000,000

ATLANTA
WAGA-TY

. More Top Movies
More News—More Coverag

MILWAUKEE
WITI-TY

CBS Programming
Top MGM, PARA, RKO Movi

RADIO
PHILADELPHIA
WIBG

50,000 Watts

First in all surveys
DETROIT
WIBK

WJIBK-Radio js Detroit
First from noon to midnigt

CLEVELAND
WIW

NBC network. Tops in loca
Personality News and Musi

WHEELING
WWVA

First by far
Pittsburgh-Wheeling arec
Only full-time CBS statior

TOLEDO
WSPD

It takes only one to reac!
AlL Toledo. First by far

MIAMI
WGBS

50,000 Watts—CBS
ALL South Florida

£0S ANGELES
KPop

Covers the
2nd largest market

Madison Ave, N.Y. 22, PLaza 1-3940 - 230 N. Michigan Ave., Chicags, FRanklin 2-6498

aar



18

ADVERTISED IN EASTERN 10WA ON KCRG-TV, CHANNEL 9

Continental Oil Company is one of many successful
national advertisers using KCRG-TV. Channel 9 is a neces-
sary part of effective selling in the Cedar Rapids-Waterloo-
Dubuque market. Your Branham Company representative
will tell you why. Minneapolis: Harry S. Hyett Co.

(OPEN MIKE)

ABC
IN IOWA’S NUMBER 1 TV MARKET

KCRG-TV.2re

CEDAR RAPIDS
Joseph F. Hladky, Jr., President
‘Redd Gardner, General Manager
Eugene E. McClure, Commerciat Manager

9

ficial knowledge of communism but
their intellectual appetite for more in-
formation has been whetted by Mr. K’s
visit.

Can and should television help to in-
crease the knowledge of Americans on
the subject of communism? I think so.
In fact I would suggest this might be an
important peg for the tv industry’s pub-
lic relations program, a community serv-
ice activity in which each and every tv
station could participate.

An educational series on the subject
of communism could obtain “talent’
from college and university faculties
. . . business men, clergymen and others
who have studied the subject . . . refu-
gees from Communist controlled coun-
tries. There is no dearth of visuals such
as films, stills and maps.

Individual station programs on com-
munism, reinforced by network specials
like “The Red Sell,” would be timely in
counteracting communist propaganda.
It is well to recall a letter to President
Eisenhower, sent by Rep. Walter, chair-
man of the House Committee on Un-
American activities, in which he quoted
Dimitry Manuilsky in an address before
the Lenin School of Political Warfare
in Moscow in 1931 as follows:

“So we shall begin by launching the
most spectacular peace movement on
record. There will be electrifying over-
tures and unheard-of concessions. The
capitalist countries, stupid and decadent,
will rejoice and co-operate in their own
destruction. They will leap at another
chance to be friends. As soon as their
guard is down, we shall smash them
with our clenched fist.”

Mr. K’s remark about burying us,
combined with his “electrifying” dis-
armament overture and the complete
snow job on peaceful co-existence bear
out the party line announced in the
above quotation.

Time devoted by tv stations to telling
the whole story of communism—its
origins, dogma, operations, strategy, suc-
cesses, failures, implications, etc.—
would be truly public service time and
truly in the best public interest and,
therefore, self interest of the television
industry.

Robert A. Willier
Robert A. Willier & Assoc.
St. Louis

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. Regular 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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An independent survey shows 76% of
WTOP Radio listeners in income groups
over $6,000 per year. Add to this
WTOP’s record of earning more quarter-
hour wins in the 20-county Pulse than
all the other stations combined and

it becomes obvious: the important
station 1s WTOP Radio!

WASHINGTON, D.C.

Represented by CBS Radio Spot Sales

3,
operated by THE WASHINGTON POST BROADCAST DIVISION

WTOP Radio, Washington, D. C. WTOP-TV channel 9,Washington, D. C. WJIXT channel 4,Jacksonville, Florida



News takes no holidays. Neither does NEWSFILM. Seven days a week, twenty-four hours

a day— whenever, wherever the big stories break — NEWSFILM is on the job to capture

the news on film and speed the results to subscribing stations. :
NEWSFILM, a product of award-winning CBS News, is the only full-time, éeven-da Y

news service in all television. NEWSFILM's slaff of camera correspondents, reporters,
editors, laboratory technicians and couriers (the largest, most skilled news- gaz‘herm_gf_
operation in the world) works around the globe, around the clock to bring' to NEWSFILM. =,
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subscribers [2 minutes of news a day, every day... with no weekend break in delivery.
Tota/-week coverage is just one of many NEWSFILM exclusives. And or?e of many
reasons why NEWSFILM (available fo all 'staz"/'ons) /s now serving broadcasters in more
than 80 United Stales markets as we// as in 2/ foreign countries throughout the world.
For a rundown of. whit NEWSFILM can do for your station’s news coverage, ca// us.

. the best film prog@ms far a// stations.”” Off/ces in New York, Chicago, Los Angeles,
Detro:t BOSton, San Francrsco, St. Louis, Dallas, Atlanta. Canada: S. W. Caldwell, Ltd. CBS F I LM s
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| think
Newark's nice too,

Smidley.

But if you’d check the figures, Smid, you’d
have this Cascade right up there on the list.

The Cascade four-station network actually

nails down more [2.B.I. than Newark or Indi-

anapolis for that matter. More drug sales than

Rochester. More gas station sales than San

Francisco. And il you need more

. Just

remember Cascade is the only television serv-

ing the entire market.

KIMA_TV YAKIMA, WASH,
KBAS-TV MOSES Plrrl:E‘:A;NASH.

National Representatives:

GEORGE P, HOLLINGBERY Company

KEPR-TV

Pacific Northwest:

MOORE & ASSOCIATES

PASCO, RICHLAND,
KENNEWICK, WASH.

K'.Ew.'l'v LEWISTON, 1DA.
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BROADCASTING PUBLICATIONS INC,
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Faceplate perpendicular *
to tube axis within ' de-
gree—for uniform focus
when used with large-
aperture or short focal-
length lenses and in high-
definition systems.

Exclusive RCA non-mag-
netic seal also prevents
picture distortion by elim-
inating distortion of the
magnetic focusing field.

750 Micro-Mesh screen
maintains resolution ca-
pability of more than 600
lines and freedom from
mesh pattern.

Precision-bore glass tub- °
ing.

RCA tube designers originated the Image Orthicon—the
tube that made modern telecasting practicable—and sub-
sequent refinements such as Micro-Mesh and Super-
Dynode. The Vidicon, too, was an RCA “first”. The same
spirit of research that originated these famous camera
tubes continues to improve them in performance, reli-
ability, life.

Look at the “inside story” of the RCA-7038 Vidicon, for
instance. Here you see the latest improvements in Vidicon

Electron Tube Division

RCA’s
constant research
gives TV cameras

better “visi

Ancther Way
RCA Serves
Telecasters

Through

Electronics

Distortion-free, optical-
quoality faceplate.

Photoconductive layer
having ultra-uniform
thickness to provide uni-
form sensitivity and uni-
form background. The low
lag and high sensitivity
of the photoconductor is
combined with broad
spectral response cover-
ing the entire visible
specCtrum.

Particle barrier for blem-
ish-free operation—re-
gardless of operating
position.

Non-magnetic mesh ring
causes no picture distor-
tion.

e O S R R SN

design and manufacture—backed by 25 years of camera
tuhe experience. High sensitivity and uniformity over the
entire scanned area open new possibilities in live-and film-
pick-up camera techniques.

For the best in TV camera tubes, see your nearest RCA
Tube Distributor. He’s set up to serve all your camera
tube needs. He’s also ready and able to handle your audio
needs including high quality RCA Sound Tape. Call him
for prompt delivery.

) RADIO CORPORATION OF AMERICA

Harrison, N. J.
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Breakfast at Brennan's . . . delightful!

WWL-TV...new
NEW ORLEANS
FAVORITE

Things are changing fast in the three-station New Orleans
market. WWL-TV now leads in practically all important
time periods.

Here’'s how to
make it:

On o base of creamed

ll‘b spinach place 2 artichoke 0! Sunday thru Saturday WWL-TV Station B Station C
Pt bottoms. Fill these with 2 Q)

5 poached eggs and cover with ;‘ A 7o o 7o

b; Hollandaise Sauce. Perfect : ugust ARB 6-10 pm 40.4 40.1 L£8-2
Q:'eq with a bottle of chilled rosé f" 10-m1dmght 49.1 40.6 10.7
,:3 wine. ,".t August Nielsen 6-9 p.m. 42.0 39.0 17.0
% , 7 9-midnight 50.0 37.0 11.0

’,..‘.\ Brennan's N ] ; 9.4
:,; Hollandaise Sauce ¢ And WWL-TV personnel lead in experience—competitive
";.3- Beat 4 eqg yolks, add juice e,' experience gained in TV markets coast-to-coast.

;3,‘ of 1 lemon. Heat in double () Represented nationally by the Katz Agency
5} boiler, add 1 |b. melted but- \‘.“

:1' ter. Cook over very low fire

,", until thick, stirring with wood-

e en spoon. Salt to taste.

. <WWL-TV

O o s Y e A, NEW ORLEANS
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MONDAY MEMO

from ALAN C. GARRATT, advertising manager, ACC Division, American Tobacco Co., New York

No campaign is complete without radio

When | was first called about doing a
Monpay MEMo, my first thought was
about television. What, if anything,
could I say about television that might
be new or interesting? Television is of
course the great new advertising force.
It has changed the advertising habits of
virtually every major advertiser in the
country. But this is not news.

Then 1 began to think of our old
friend and ally, radio, and another
thought began shaping in my mind.
When a new and glamorous advertising
outlet bursts on the scene, there is often
a tendency to shout “This is it! Switch
the advertising there.” At this point
sober second thought is essential. What
is our current media doing for our prod-
uct? How much of our budget should
be switch<ns1:XMLFault xmlns:ns1="http://cxf.apache.org/bindings/xformat"><ns1:faultstring xmlns:ns1="http://cxf.apache.org/bindings/xformat">java.lang.OutOfMemoryError: Java heap space</ns1:faultstring></ns1:XMLFault>