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WITH THIS ISSUE: Special Supplement—Financial Data on TV-Electronics Companies

:N, etworks

NET FALL SALES LEVELS ARE AHEAD of last year with all 3 net-
works reporting near-80%-sell-outs last week. Most significant
budget shifts are from specials to bread-&butter shows (pp. 2 & 5).
FEB. AHEAD 13.7% as network TV grossitime billings gain to

$55,598,975, TvB reports. Jan..Feb. cumulative billings totaled.

$113.3 million, 61 12.2% ahead of year agoé's $100.9 million (p. 6).
Congress

“THE UNIVERSE OF DICK CLARK" is explored by House probers
who learn ABC-TV star makes big money but fail to shake his
denials that he's taken payola (p. 2).

SENATORS AIR GRIPES AT LEE HEARING. compldining about
political-time policy, public-service programs, vhf boosters, etc., but
Lee's chances. still good. Mills held up by technicality {p. 3).
HARRIS REVIVES SPECTRUM CONTROL, reiterating belief that
Congress must act to put all allocations under one group (p. 11).

Advertising

'NET TV GAINED 11% as the nationdl ad volume jumped 17% in
Feb. over Feb. 1959, the latest Printers’ Ink index shows (p. 7).
1959 TV EXPEND_IT.URES by product classification, embracing net-
work & spot combined, compiled by TvB (p. 8).

Stations

MAGNUSON'S ETV TAX would levy 1% federal excise on time
sales, funds to go to ETV stations through FCC & HEW (p. 11).

Mmanutacturing & Distribution

AUTO-TV PARALLEL: Analogy between TV & auto sales continues
to show striking similarity of sales patterns (p. 16).

NEW:LINE CALENDAR gives. dates & locations of showings of
1961 TV-radio-stereo lines by a score of major manufacturers (p. 17).

‘SHAKY TV PRICES as result of liquidations of 17- & 21<n. models
reported by some large marniifacturers, who agree sales are high,

see improvment by summer (p. 18 & 20).

WORLD MARKET FIGHT: IGE foreign-trade expert warns U.5. must
hold -& expand. its share of world ‘markets: or face danger of losing
domestic trade’ as well to foreign competition (p. 19).

Film & Tape

WGAW REJECTS NEW OFFER while WGAE accepts same offer.
National referendum may be held as result; outlook dim for end
of 15-week-old writers strike vs. TV film producers (p. 12).

ETV

AIRBORNE ETV REPORT: Midwest Program on Airborne TV
Instruction enlists 18 colleges & universities and equal number of
"ground crews' to administer programs in 6-state area (p. 14).
Finance

SKIATRON PROSPECTS DIM as outlined by lawyers for pay-TV
firm & Matty Fox in stipulation ending SEC hearings (p. 21).
Other Departments

AUXILIARY SERVICES (p. 10). FCC (p. 14). PERSONALS (p. 15):

FINANCIAEL DATA ON ELECTRONICS FIRMS:

Apace with the rapid growth of TV-elec-

tronics industry in 1960, our annually updated tabulation of financial data on leading publicly-owned com-
panies in the field—included with this issue—has been vastly expanded, now detailing 152 companies.

Whatever your interest in the TV-electronics field, we believe you'll find our Special Supplement No.

5 of great use and continue to refer to it throughoéut the year. It's compiled for us by Greenebdum & Asso-
ciates, financial consultant firm specializing in electronics, headed by Edgar N. Greenebaum Jr. It gives a
capsule financial history of each company from 1950 through 1989 or first-quarter 1960.

Tabulations include all top publicly-owned ‘companies in broadcasting & consumer electronics fields

as well as those in components, industrial & military electronics. In addition, we've included in the new
Supplement electronics companies recommended by financial researcher George Edgar (of Carl M. Loeb,
Rhoades & Co.) in our Special Supplement of Feb. 15, 1960, “Investing in Applied Science.” The Feb. Sup-
plement, incidentally, has been one of most popular we've ever printed—and we've already serviced requests
for more than 35,000 extra reprints.

Extra copies of this week’s Supplement are available at $1 each, 10 for $7.50, and 25 for $12.50. We
have ordered another press run of the Feb. 15 Supplement, “Investing in Applied Science,” and can supply
reprints of this analysis of electronics stocks at 50¢ each, 10 copies for $3, 25 for $5,

www americanradiohistorv com



2 ) MAY 2, 1960

BOOM IN FALL NETWORK SALES: It's the earliest fall sales season on record, all 3 net:
works tell us. Although situation is still changing, four-fifths of prime-time network programs & time slots
were locked up by last week.

Various reasons underlie spring sales rush, network executives explain. \A few: There's the normal
fear on the part of major advertisers of being left out of fall program-&-time selections. All 3 networks are
much more in driver's seat on program control this year, and lined up their s¢hedules early amidst major
sales push. Several advertisers are making important TV program & budget shifts this year, and agencies
wanted to put them into fast action.

Unsold time periods & shows are becoming scarce. ABC-TV has only three 30-min. periods open, al-
though still on its unsold list are a sprinkling of participations in 60-min. shows. CBS-TV has four 30-min. open
slots, and a few availabilities in CBS-controlled or produced packages. NBC-TV has largest number of unsold
time periods (4.5 hours altogether), a few participation slots, but is currently in a strong sales spurt and hopes to
close the gaps soon.

Usual inter-network “raiding” for sponsors is 'going on at a brisk pace. ABC-TV has already bagged
nearly $8 million in Gillette TV sports budgets, largely from NBC-TV, for the coming season. CBS-TV per-
suaded Plymouth to shift a sizable budget over from NBC-TV. And NBC-TV sold Pittsburgh Plate Glass Co. on
a shift from CBS-TV's “Garry Moore Show" to participations in "Laramie” and "Michael Shayne.” And so on.

Program strategies are also changing, with a significant trend developing in shifts from entertain-
ment specials & big-budget variety shows to mass-appeal filmed fare. Examples: A.C. spark plugs, a sponsor
this season of Art Carney specials on NBC-TV, is shifting to ABC-TV buys in “Cheyenne,” “The Islanders"” and
other film shows. Chevrolet is dropping ““The Pat Boone Show" on ABC-TV and adding a half-sponsorship of a
new Screen Gems adventure series, “Route 66, on CBS-TV. Rexall, one of the pioneer sponsors of NBC spe-
cials, is shifting to alternate-week sponsorship of a 30-min. film show.

‘THE UNIVERSE OF DICK CLARK'’: Audience ratings for House payola investigators’ big
Dick Clark special didn’t come up to their expectations (Vol. 16:17 p9) last week—but it was a fast-paced
show which included spectacular demonstrations of at least 2 things: TV world of ABC-TV's Clark is big and
it has glittered with money.

Evidence that Clark also has been biggest payola practitioner of all U. S. dics jockeys—which
Commerce Legislative Oversight Subcommittee tried hard to establish in 4 days of public & private hedrings
—was something else again. Proof of payola payments depended on definition of payola—and Subcommittee,
baffled by semantics, never settled on one.

"1 have never taken payola,” young (31) Clark himself said at outset of 34-page statement when he
finally got chance to make personal appearance at week's end in big House Caucus Room, where spectators’
séats went unfilled all week. He compldined he had been ‘“convicted, condemned and denounced” during
proceedings, but: “I have never agreed to play a record or have an artist perform on a radio or TV show
in return for a payment in cash or any -other consideration.”

It was the word “agreed” that split Clark & Subcommittee on meaning of payola. Subcommittee
counsel Robert W. Lishman protested impatiently that word had been similarly invoked in earlier hearings
by score of other jockeys. They denied they got payola, contending payments they did receive from record
firms was for "“consultation” & other services—not for any deal for playing firms' products. There just
seems to be "some kind of telepathic understanding” between jockeys & record promoters, Lishman said.
He suggested that star of ABC-TV's “American Bandstand” & "The Dick Clark Show" was no different from
other suspect jockeys—except in his corporate set-up & size of income.

"I think the crime I have committed, if any, is that I made a lot of money with very little investment,”
Clark retorted. "The music industry,” he explained at one point, “is the only business I have any personal
knowledge of where a man can invest less than $500 and profit by as much as $50,000 to $100,000 from one
single record. And anyone in any walk of life has this opportunity ‘whether they are a broadcaster or not. I
think this explains why there are over 2,000 record companies in existence.” Clark didn't question earlier
testimony by co-owner Harry Finfer that in one enterprise alone—Jamie Record Co.—he invested $125 in
1957, came out with total of $31,575 when he sold his interest late last year. That was when ABC-TV issued
ultimaturi that Clark get off network or out of music publishing business. But Clark said he had no knowl-
edge of about $15,000 which Finfer admitted had ‘been disbursed by Jamie: to jockeys across country.
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Clark also acknowledged financial accuracy of one Subcommittee document showing that in 1957-59

alone he: (1) Invested $53,773 in various music & other firms (he himself listed 33 separate companies in
which he had had interests). (2) Increased his corporate equity over investments to $409,020. (3) Was listed
for $165,570 in salary above & beyond his network job. (4) Received $236,604 cash in royalties, etc.

“All I can say,” cut in Rep. Derounian (R-N.Y.), who said Clark also grossed $12 million annually for
ABC-TV, “is that you say you didn't get payola but you did get an awful lot of royola.”

Basis of Subcommittee payola case against Clark was provided by Clark himself. It was elaborate
“analysis of record plays” on “American Bandstand” prepared at Clark’s order by Computech, N.Y. data-
processing firm, to show whether show’s programming favored records in which Clark had financial stake. It
didn't, Computech reported. And Computech vp Bernard Goldstein, who presented elaborate colored charts;,
complete with mathematical equations, boasted that ‘300 pounds of records accumulated for study represented
“the universe of Dick Clark, the complete census of everything that took place on that program.”

Computech’s study quickly boomeranged. Brashly confident when he took stand early in hearings,
Goldstein testified that analysis (including IBM processing of 15,000 file cards) showed that from Aug. 5, 1957
to Nov. 30, 1959 Clark could have profited from no more than 27% of records played on his show. And in any
event, Goldstein said, "playing of interest records was consistent with the popularity of these records based
upon independent & authoritative popularity ratings.” But Subcommittee brought on statisticians from Census
Bureau and Bureau of Labor Statistics who said Computech’s findings weren’t supported by its own facts. And
Georgetown U. instructer Joseph L. Tryon, hired by Subcommittee to make “independent’ analysis of Compu-
tech’s statistics, testified that Clark played “interest” records twice as often as others.

Clark also was challenged on no-payola affidavit he submitted to ABC-TV last November when he was
forced to divest himself of interests in music firms. Lishman & Derounian, in particular, contended that Clark’s
affidavit was looser than standard form required by network from other jockeys. And Rep. Bennett (R-Mich.)
suggested Clark document was “cooked up by you & ABC as a public-relations operation.”

Courtesy was shown Clark by Subcommittee Chmn. Harris (D-Ark.), however. Clark was protected
from public gaze in office next to big hearing room before he was called to stand. At lunch recess April 29,
Harris ordered everybody else in room to stay put while Capitol policeman escorted Clark & his counsel
ex-FCC Chmn. Paul Porter out through back door—away from TV cameramen massed just outside main door.

Clark was ordered back for more testimony May 2. He'll be followed May 3 by AB-PT & ABC Pres.
Leonard H. Goldenson & gen. mgr. Ben Hoberman of ABC's radio WABC N.Y. Payola hearings had been
scheduled to wind up last week, making way for now-postponed FPC hearings by Subcommittee this week.
But preliminaries to appearance of headliner Clark—who had asked to be heard first—took up too much time.
They included testimony by Billboard music editor Paul Ackerman, who said payola has long tradition in
music business, that it’s time industry itself did something about it.

SENATORS AIR GRIPES AT LEE HEARRING: FCC Comr. Robert E. Lee's chances for Sen-
ate confirmation of another 7-year term are still excellent atter his hearing before Commerce Committee April
27, although he had the tough luck of serving as a handy sounding board for various Senatorial gripes.

Prospects of nominee Edward K. Mills, on other hand, are somewhat uncertain at the moment because
of a legal technicality. He's beneficiary of a trust, over which he has no control, dnd trustees have refused to
sell trust's GE & Westinghouse stock. Mills said he doesn’t know whether this disqualifies him because of re-
strictions in Communications Ac¢t. Chmn. Magnuson (D-Wash.) said Committee doesn't know either, excused
Mills and said he'd ask Attorney General for opinion. It's good guess that impediment will be removed, one
way or another. Earl Kintner, up for reappointment as FTC chairman, will be examined May 4. He was
scheduled last week but Committee didn’t get to him.

Lee’s quiz was surprisingly vigorous, ran about 1%2 hours. Consensus was that he handled himself
well. Major topics covered:

(1) Political time. Sen. Yarborough (D-Tex.), chmn. of political “watchdog” subcommittee designed
primarily to give candidates fair shake (Vol. 15:38 p3), complained at great length about FCC policy. When
he ran for governor in Texas, he said, station-owning newspapers boosted his opponent. He stated that one
offered to sell each candidate only 15 minutes during campaign. “Is that fair? Is that enough time?”, he asked
Lee. "Sounds like too little to me,” Lee said. He then said Commission should, at renewal time, judge
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whether stations have offered too little or too much political time. Several Senators, particularly Pastore (D-
R.L), were dissatisfied, indicated they’'d like FCC to act immediately, start revocation proceedings, etc.

Ydarborough was upset by Waco weathercaster case, in which FCC said KWTX-TV didn't need to give
time to opponent of its weathercaster (Vol. 16:17 p4). He brushed aside Lee’s statement that "it's the law’ be-
cause court upheld Commission, saying: Do you think that's what Congress meant? I'm sure this Committee
doesn't.” Caught in switches, Lee volunteered view that weathercaster does get “important exposure.” Sen.
Schoeppel (R-Kan.) said it looks as if KWTX engdged in a “subterfuge.”

Second member of watchdog group, Sen. McGee (D-Wyo.); was worked up about Comr. Cross's
statement at NAB convention to effect that stations can limit candidates to mere 5 min., said problem is one
for Congress to consider but that he'd give stations discretion; then examine their performance over a period
of time. Minority watchdog Sen. Scott (R-Pa.) said he first had misgivings about establishing the Subcom-
mittee but now considers it “important.” Sen. Cotton (R-N.H.) comiplained that one telecaster in his state
refuses to sell or give political time. Yarborough wound up by saying he had hoped FCC would watch such
matters for Congress but that it now “looks like we've got to watch the FCC.”

(2) Public-service programs. There was much discussion of “‘public-service” broadcasts, but during

time FCC requires a station to give to public service, how much it “monitors” such programs. Lee reported
that Commission examines renewal forms every 3 years, doesn't physically monitor or have a fixed formula.

Mdgnuson complained that Commission never asks for money for monitoring. Said Lee: “It's obvious
that more attention should be given. We're thinking about it.” He said he believes that Commission should
ask stations how they plan to serve their communities, shouldn't lay down any “arbitrary figures.”

Monroney (D-Okla.) complained that FCC gives stations no public-service guide, that “Blue Book" is
out of print. Yarborough urged Commission to set up public-service “standards.”

(3) Vhi boosters. Yarborough & Pastore tried repeatedly to get Lee to commit himself to break FCC's
3-3 deadlock in vote in favor of letting new boosters be built. Lee insisted that uhf translators can do job for
new service but that he'd favor "registering” existing vhis and letting them be. However, he said he'll meet
booster operators in Butte this month, make on-the-spot study. Pastore still wouldn't let up. Finally, Lee said
with a laugh: “Senator, in my particularly delicate position, if you asked me to jump, I'd just ask ‘how high?’
Maybe they'll change my mind in Butte.”

(4) Educational TV. Magnuson uncorked a surprise—saying he plans to introduce bill to levy 1%
excise tax on TV advertising, proceeds to go to ETV stations (for details, see p. 11). He's sitting back now
and waiting for an industry storm. Yarborough & Cotton commended Commission for not yielding to demand
that educational channels be turned over to commercial use.

(5) Allocations: Lee reiterated his view that more vhf channels won’t come from military, that uhf
must be implemented, that he hopes Senate will join House in voting for the $2 million FCC N.Y. uhf project
(Vol. 16:17 p3). Said Pastore: “Lee may be wrong about uhf. I don't know. But he's pushing it with vigor.”

Whole hearing was a complaint session, by & large, with assertions that FCC has let things “drift &
drift” on payola, quiz-rigging, political time, public-service programming, boosters. When & if Senators get to
questioning Mills, he should be able to deflect the tough ones by pleading lack of detailed knowledge and
by voicing an acceptable set of moral concepts. Newcomers always do. He made good start by giving his
financial picture, was commended for “frankness.”

this virtual demise of live TV in prime time, CBS-TV has
dismissed 20 IBEW technicians, and ordered personnel
cutbacks in a number of departments, but spokesmen for
the network told us it would absorb as many as possible
into:other operations.

Networks

(BS-TV’s Coastal Cutback: CBS-TV, drastically reducing
its quantity of live TV from Television City in Hollywood,

is quietly pink-slipping personnel at its huge Beverly-
Fairfax plant. The center which once housed siuch series
as Playhouse 90, Climax and Studio One, will have for next
season only Jack Benny and Red Skelton in prime time
and even these live shows will have film segnients. Benny
plans to film 18 and Skelton may ‘tape some of his at the
Charles Chaplin lot he recently acquired. .As a result of

Although thé outlook for nighttime live TV is bleak,
the network plans to hypo the live daytime schedule. Jack
Linkletter’s On the Go show may not return next season,
but discussions are being held to move The Verdict Is
Yours from N.Y. and to originate a pair of soapers. Also
there will be The Art Linkletter Show, For Better or For
Worse and The Red Rowe Show:.
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NETWORK SALES ACTIVITY

ABC-TV

Lawrence Welk Show, Sat. 9-10 p.m.; The Islanders, Sun.
9:30-10.30 p.m.; Adventures in Paradise,
Mon. 9:30-10:30 p.m.; eff. fall 1960, co-
sponsorships.
J. B. Williams (Parkson)

American Bandstand, Mon.-Fri. 4-5:30 p:m:, Aug.; partics.
Jantzen (Hockaday Associates)
Blue Bell (N.W. Ayer)

Black Saddle, Fri. 10:30-11 p.m., eff. July 1, participations.
Carter (Ted Bates)

CBS-TV

Triple Crown Races, Sat. afternoon specials, eff. May-June
1960, co-sponsorship.
Joseph Schlitz (J. Walter Thompson)

For Pete’s Sake, Mon. 8-8:30 pm., eff. fall 1960, alt. wk.
sponsorships.
Goodyear (Young & Rubicam)
Carnation (Erwin Wasey, R&R)

Route 66, Fri. 8:30-9:30 p.m., fall, alt. wk. sponsorships.
Sterling Drug (Dancer-Fitzg.-Sample)
Philip Morris (Leo Burnett)

Ann Sothern Show, Thurs. 9:30-10 p.m., fall, reriewal.
General Foods {Benton & Bowles)
New sponsorship.
S. C. Johnson (Benton & Bowles)

I Love Lucy, daily 11-11:30 a.m., partics. now in effect.
Eastman Chemical Products (Doherty, Clif-
ford, Steers & Shenfield)

Tom Ewell :‘Show, Tues. 8:30-9 p.m., eff. fall 1960, alt. wk.
Quaker Oats (J. Walter Thompson)

PGA Golf Tourngiment, July 23, 24, half sponsorship.
Wzllzamson chkze Mfg (Fuller & Smith &
Ross)

Mrs. America Contest, July, half-sponsorship.
RCA Whirlpool (Kenyon & Eckhardt)

Rawhide, Fri. 7:30-8:30 p.m., eff. June, one-thirds.
Mutual of Omaha (Bozell & Jacobs)
Chicken. of the Sea (Erwin Wasey, R&R)

Daytimé programming, eff. June, alt. wk. quarter-hrs.
To%i (Tatham-Laird)
Reckoning, Wed. 7:30-8:30 p:m.; eff. June, alt. one- thlrd

sponsorship; various daytlme programming.
Esso (McCann-Erickson)

Checkmate, Sat. 8:30-9:30 p.m., eff. fall 1960, one-thirds.
Brown & Williamson Tobacco (Ted Bates)
Lever Bros. (product undecided)
Kimberly Clark (product undecided)

NBC-TV

The Tall Man, Sat. eve., eff. fall 1960, alt. wk. sponsorship.
R. J. Reynolds Tobacco (William Esty)

Bachelor Father, Thurs. 9-9:30 p.m., eff. 1960-1961 season,
sponsorship renewals.
American Tobacco (Lawrence Gumbinner)
Whitehall Lubs (Ted Bates)

Tales of Wells Fargo, Mon. 8:30-9 p.m., eff. 1960-1961

season, alt. Wwk. sponsorshlp renewal.
American Tobacco (SSC&B)

Klondike, Mon. 9-9:30 p.m.; fall 1960, alt. wk. sponsorship.
R.J. Reynolds (Wllllam Esty)

Tab Hunter Show, Sun. 8:30-9 p.m., fall, half sponsorship.
Westclox (BBDO)

Peter Loves Mary, Wed. 10-10:30 p.m., eff. fall 1960, full
sponsorship.
Procter & Gamble (Benton & Bowles)

“ More about

ALL NETS CLOSE TO. SELL-OUT: Network sales executives
reported to us last week the details of TV’s unusual
selling season—unusual, that is, for the early success
it is achieving (see p. 2). Highlights:

ABC-TV: “We're slightly over 80% sold out at night
and expect to be 909 by mid-May,” reported sales vp Wil-
liam Mullen. “We are way ahead in sales over this time
last year, and we have no intention of slowing up our effort
until we are SRO.”

Still available in ABC-TV’s fall nighttime schedule
are minutes in 7 of the 14 hour shows, including The
Islanders, Naked City, Walt Disney Presents, Cheyenne,
Surfside 6, Roaring 20s, and Adventures in Paradise:
Half-hours open include Bugs Bunny, Room for One More
and The Churchill Memoirs. An untitled Warner Bros.
anthology, Thurs. 10:30-11 p.m., is also available. The
Dick Clark Show, Sat. 7-7:30 p.m., hasn’t as yet been re-
newed by sponsor Beechnut Lifesavers, but “we see no
reason for Béechinut dropping Clark,” Mullen said.

New-to-ABC sponsors next fall will include J. B. Wil-
liams, United Motors Service, A. C. spark plugs, Gillette,
Bristol-Myers and Du Pont.

CBS-TV: With just 4 half-hours open and a few
60-min. participation shows available, CBS-TV came
closest last week to hanging up the “sold out” shingle.
The network’s sales dept. expécts to reach a sell-out “in 10
days,” said CBS-TV vp for network sales Tom Dawson.

Open time periods in CBS-TV prime hours are Thurs.
7:30-8 p.m. & 10-10:30 p.m. Both prime-time news & public
affairs series, Face the Nation, Mon. 10:30-11 p.m. and an
untitled news-in-depth program Fri. 10:30-11 p.m., are
still unsponsored. Pencilled-in for Fri. 9:30-10 p.m., but
without a backer, is Danger Man, an ITC adventure series.

Significant new CBS-TV buys for next season include
2 leading auto firms, Chevrolet .and Plymouth. Chevy,
which dropped ABC-TV’s Pat Booné Show, has bought
half of the 60-min. Route 66 series, Fri. 8:30-9:30 p.m.

Plymouth has moved its billing from NBC-TV’s Steve Allen

Show and into Garry Moore’s Tue. 10-11 p.m. variety
series. Plymouth will be back on CBS after 6 years’ dabsence
(1954, That’s My Boy) and Chevrolet’s current purchase
follows a one-shot Red Skelton special last Nov. Also
returning to CBS-TV’s nighttime list is Quaker Oats, with
a Tue. 8:30-9 p.m. Tom Ewell series. Quaker had Sgt.
Prestoni of the Yukon on CBS-TV, dropped it in 1958.
L ]

NBC-TV: Also.in the 80¢%-sold-out. bracket last week,
NBC-TV is “40% ahead in nighttime sales this year over
last,” we were told by sales vp Don Durgin. Two 30-min.
periods (Wed. 10:30-11 p.m. and Sun. 10:30-11 p.m.) re-
main unprogrammed, and NBC-TV is looking for sponsor-
ship of The Groucho Marx Show, Thurs. 10-10:30 p.m.;
Daite, Fri. 8:30-9 p.m.; World Wide 60, Sat. 9:30-10:30
p.m.; and The Loretta Young Show, Sun. 10-10:30 p.m.
There is also a tentative series of cultural specials sched-
uled for Tue., 10-11 p.m., with no sponsor interest as yet.

Two significant budget shifts by Westclox and Rexall
are in line with the network’s cutback in entertainment
specials:. Westclox, sponsor of “Miracle on 34th St.”
(SSC&B) and “The Philadelphia Story” earlier this year,
has bought alt. wks. of Tab Huntcr Show, Sun. 8:30-9 p.m.
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Rexall, which also had scattered variety & dramatic spec-
ials, has bought alt. wks. of National Velvet, Sun., 8-8:30.

Pittsburgh Plate Glass, previously with CBS-TV on
The Garry Moore Show, has bought thirds in Laramie
(Tue. 7:30-8:30 p.m.) and Michael Shayne, Sat. 10-11
p.m.) Alberto-Culver, at one time a small participating
sponsor, is taking its biggest TV plunge with alt. wks. of
This Is Your Life, Thur. 10:30-11 p.m. and Barbara Stan-
wyck Theatre, Mon. 10-10:30 p.m. A-C reportedly is seek-
ing still another half-hour show.

* ¥ *

Recession may hit TV in ’61, stated a special forecast
distributed last week by TV-Radio Management Corp. Pres.
Richard P. Doherty to client stations of H-R rep firm. Do-
herty warned stations to develop ‘“‘a solid market position”
and to build up “strong financial reserves” in anticipation,
of 1961 ad-spending cutbacks, Meanwhile, Doherty saw no
such problems for 1960, predicting an 8-10% rise in net-
work TV revenue, an 11-13% increase in national-regional
spot TV, and a gain of 5-8% in. local TV sales.

Hollywood thieves robbed CBS-TV of $24,000 worth of
camera equipment. They broke:into a locked station wagon
and took equipment stored there by Charles Mack, chief
cameraman of Edward R. Murrow CBS productions. He is
in Cal. for a series of Murrow TV documentaries.

Longer daytime breaks will be granted May 9 by CBS-
TV to affiliates. Station breaks will be 70-sec. instead of
the usual 30-sec. length and will be adjacent to “sélected
sustaining quarter-hours in the Mon.-Fri. schedule.”

Network Television Billings
February 1960 and January-February 1960
For Jan. report, see TELEVISION DIGEST, Vol. 16:15 p13

Feb. Ahead by 13.7%  Network TV continued spiraling
in young 1960 as February gross-time billings climbed to
$55,598,975. This was a healthy 13.7% ahead of Feb.-1959’s
$48,884,508 volume, reported TvB. Billings for the first 2
months of 1960 totaled $113,317;240—12.2% ahead of ‘the
corresponding $100,306,687 volume in 1959.

CBS léd the networks in dollar volume, both in Feb.
($22,998,153) and year-to-date ($46,475,511). ABC con-
tinued its pattern of registering the largest percentage
gains: 26.59% for Feb.-over-Feb. billings, 25.6% for 1960-
over-1959 cumulative. Feb. nighttime billings for the 3
networks increased 20.4% to $38,850,935 from $32,272,681
in Feb. 1959 Daytime billings inched ahead 8% to $16,-
748,040 from $16,611,827 a year ago.

NETWORK TELEVISION

Feb. Feb. Jan.-Feb. Jan.-Feb. %

o

1960 1959 change 1960 1959 change
ABC $12,677,110 $10,024,460 +25.6 §$ 25,937,120 § 20,671,538 +25 51
CBS 22,998,153 20,806,220 +10.56 46, 475 511 42, 935 ;468 + 8.2
NBC 19,923,712 18 053,828 +10 4 40,904, 609 37,353,681 + 9.5

Total $55,598,975 $48,884,508 +13. 7 $113,317,240. $100,960,687 -|-12 2
1960 NETWORK TELEVISION TOTALS BY MONTHS

ABC CBS NBC Total
January $13,260,010 $23,4717,358 $20,980,897 $57,718,256
February 12,677,110 22,998,153 19,923,712 55,598,975

Note: Figures revised as of April 13, 1960. These figures do not
repregent actual revenues inasmuch as the networks do not divulge. their
actual net dollar incomes. The figures are compiled by Broadcast Adver-
tisers Reports (BAR) .and Leading Natiohal Advertisers (LNA) for
TV Bureau of Advertxsmz (TVB) on basis of one-txme ‘netw ork rates .or
before frequency or cash’ discounts, r

MAY 2, 1960

That Humphrey-Kennedy Debate: There’s still no guar-
antee U.S. viewers will be treated to a networked Lincoln-
Douglas debate between Democratic Sens. John F. Kennedy
& Hubert H. Humphrey on the eve of the W.Va. primary
election, although all 8 networks last: week were trying to
snare the political pair for TV appeararices. Network by
network, the situation shapes like this:

ABC-TV: News & public affairs vp John Daly of-
fered the candidates an opportunity to appear on the net-
work’s ‘Sun. 3-4 p.m. Open Hearing series in what would
bé a special news interview, rather than a straight debate
(thus avoiding equal-time claims: from other Democrats
under Sec. 315; the series is scheduled regularly, and its
format is under ABC’s control). At week’s end, neither
candidate had accepted, but ABC’s offer was still open.

CBS-TV: CBS news vp Robert E. Lang, also concerned
with Sec. 315, notified the, Charleston (W. Va.) Gazettc,
which had volunteered to feed CBS a 60-min. interview-
debate telecast with Humphrey & Kennedy, that CBS was
politely declining. It would be “impractical,” Lang wired
the newspaper, for CBS to carry the show as a debate be-
cause “it is not exempt under Sec. 315 from equal-time
requirements.” As an interview (with Gazetfe newsmen
firing the questions) the show was “also not exempt,”’
CBS felt, because “content & format” are “not determined
by the broadcaster.” CBS-TV, however, offered Humphrey
& Kennedy May 8 guest shots on Faee the Nation to be
interviewed by CBS newsmen. At week’s end, Humphrey
‘had accepted, but Kennedy had not.

NBC-TV: Taking the boldest approach of any network,
NBC is willing to chance Sec. 315’s equal-time requirements
for :a 2-man debate, and has already gone on record with
such an offer (Vol. 16:17 p8). Last week, however, NBC
was changing its mind about taking a debate feed offered

by WTRF-TV Wheeling, W.Va, feeling that the station’s

proposed show would be more of an ‘interview than a de-
bate, and made its own firm offer of a- May 4 prime-time
hour for an NBC-produced 2-man political clash. The offer
was accepted by the Senatorial rivals but on condition
that the NBC-TV affiliates in the area be blacked out. To
this, NBC said “no,” and things were back where they
started, with prospects for an NBC debate fairly dim.
N

State of Convention Sponsorship: CBS-TV convention
coverage will use a 312-page direction plan, evolved from
2 years of reseaich, dir. of special events Paul Levitan told
RTES last week. Nearly 22 tons of equipment will be
installed in CBS News convention hq; the convention halls,
and in rear-echélon control centers. A combined 6-camera
network pool ‘will cover convention floor activity, employ-
ing hand-held TV camera-transmitters and 2-way com-
munication equipment.

Sponsor Westinghouse plans to use live TV & radio
conimercials where possible, not on a fixed schedule, said
J. Gilbert Baird, major appliances sales promotion mgr.
Saleslady Betty Furness will interject, where possible,
timely ad libs and changes in plan when a commercial sub-
ject “might be inappropriate to the subject under discus-
sion.” Tape & film selling also will be employed. “We will
do a commercial only when convention inactivity permits,”
Declared Baird: “Convention coverage is good for you be-
cause you are a living part of mass political education
[and] because péople see & hear your story, [and] take
action at the retail level.”

Late last week neither ABC nor NBC had as ‘yet lined
up convention sponsorship.
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Advertising

Net TV Up 11% in Feb: The nation’s ad volume spurted
to a 17% gain in Feb. over Feb. 1959. All major media
except network radio shared in the increase according
to the latest Printers’ Ink index. It :also shows network
TV ahead across the board—119% above a year ago; 5%
above the preceding month; 109% ahead for year-to-date.
Network radio was down 7% from Feb. 1959, down 21¢
cumulatively—but it topped all other media in Feb.~over-
Jan. gains with a 24% increase. Total magazines led all
major media in Feb.-over-Feb. gains—up 14%. They tied
with newspapers at 13% for cumulative leadership.

N Index % Change from
Medium Feb. Feb. 1 month 1 year 9% Cumulative
1960 1959 ago ago Change
General Index ........... 239 214 + 5 +17 +10
Total Magazines .......... 189 165 + 4 +14 “+13
Weekly 173 +12 +26 +19
Women's 137 7 — 4 + 4
General Monthly 217 — 2 4+ 3 + 17
Farm ........... 110 94 —10 +17 +14
Newspapers_ ... 207 185 + 2 —+12 —+13
‘Network. Telev 495 446 + 6 “+11 —+10
‘Network Radio . . 26 28 424 -7 —21
Business Papers .......... 246 222 + 9 + 8 + 5
OQUtdOOT .c...evrererrvvecreneree, 164 147 +11 +12 +10
4th Qtr. 4th Qtr. 3rd Qtr. 1 year
'59 ’58 ’59 ago
Spot Television ............ 742 683 =+ 2 + 9

All indexes have been seasonally adjusted, The index shown for each
medium is based on estimated total advertising investments in the
medium, mclumng ‘talent, production and media costs. For each mediam,
the base (100) i3 an average of total investmeénts in the years 1947-1949
except for the TV base, which covers the 'years 1950-52. Spot TV 'is
not reflected in the general index.

6 S!eps to Success: Top-selling TV commercials have
been analyized foi Television magazine by ‘Gallup & Rob-
inson, research firm, which finds that successful TV cam-
paigns answer ‘“yes” to the following 6 questions: (1)
Does the lead-in provide an important reason for the
viewer to attend? (2) Does the execution establish viewer
focus on the key concepts? (3) Does the commercial dem-
onstrate a competitive brand advantage? (4) Has the com-
mercial time been allocated in relation to the complexity
of each concept? (5) Does the commercial translate the
key cconcept in terms of the viewer’s benefit? (6) Is enough
of the commercial’s story communicated from the video?
G&R’s survey compares the sales efficiency of TV cam-
paigns—“the sales-per-dollar invested per campaign’—
to find the top sellers, and analyses a commercial’s in-
gredients by measuring the viewer’s “pattern of recall”
24 hours after seeing the commercial.

TV-sold U.S. compact cars have made quick strides in
gaining strong consumer recognition, a recent study of
more than 10,000 American adults by R. H. Bruskin Asso-
ciates reveals. Last July, only 27% of potential buyers
had heard of Chevrolet’s Corvair, and 'only 5% could iden-
tify it correctly. In Jan. 1960, Corvair awareness had
soared to 77%, and 71% gave the correct identification.
A comparable jurp in awareness (from 23% to 75%) and
identification (from 3% to 68%) was scored by Ford’s
Falcon, also pushed heavily on TV. Chrysler’'s Valiant,
not. promoted as heavily on TV as the other 2 compacts,
made smaller gains in awareness (from 129 to 56%) and
in identification (from 1% to 45%).

Wesley I. Nunn, retired after more than 23 years as
Standard Oil (Ind.) ad mgr., received a citation for ‘“‘dy-
namic service. to .one of the country’s major advertisers”
from the Best. Advertising Club of Chicago.

7
-
Coffee, Cameras & Camisoles: From TvB’s supply of
industry-category reports on 1959 TV spending came an-
other trio last week:

Coffee: TV will spur “new increases” in coffee drink-
ing during the next decade, said TvB Pres. Norman E. Cash,
citing the fact that “company after company utilizes TV
for the big selling job” among coffee firms. Gross TV time
billings in this industry stood at $34.9 million last year
(spot exceeding $24.9 & network topplng $9:9 million).
General Foods was the year’s category leader, with gross
TV time billings of over $13.3 million—including an 8-wk.
spot campaign in Seattle for new Western Blend Maxwell
House coffee which boosted brand awareness more than
50%, purchasing by 989 . Runner-up was Standard Brands,
with $4 million for TV time for Chase & Sanborn, followed
by spot-using J. A. Folger with $3.7 million.

Photo supplies: Top ad medium for cameras & photo
gear was TV, with gross time billing of $10.2 million. This
represented an 11.5¢% increase over 1958. Sample success
story: Polaroid Corp., which spent only $200,000 for TV
time 5 years ago, but used $1.7 million for gross time in
1959 to merchandise its fast-selling picture-in-a-minute
cameras. Category leader is Eastman Kodak, with gross-
time -spending exceeding $5.2 million. Other TV-active
firms: Bell & Howell, Ansco, Revere, and. GE Flash Bulb
Div. Expected 1960 U.S. consumer spending for cameras
& photo supplies: $2.3 billion—up nearly 109% from 1959.

Soft goods, apparel: Clothing, footwear & hosiery
companies. poured $22.8 million into gross TV time—mostly
in spot—an increase of 339 over 1958. Not included in
this total: “many millions of dollars” spent by retail stores
in TV for their own campaigns, or in co-op drives with na-
tional apparel advertisers. Biggest national TV spender in
the soft-goods field was International Latex Co., with
1009 -spot gross time billings of $4.9 million. Not far be-
hind was United Merchants & Mfrs. Inc. with $3.8 million
in spot TV to provide umbrella-like coverage within retail
trading areas for:its chain of Robert Hall stores. Network
leadér in the field was DuPont, with $1.7 million of its $2
million TV spending going for network, rest for spot.

Anti-TV, pro-print campaigns continued on 2 media
fronts last week. At the Assn. of Newspaper Publishers’
Bureau of Advertising meeting in N.Y. April 27 outgoing
Chmu. Louis A. Wil Jr., stated: “Our 1960 armament &
weapons look different than those of 1950, because we are
fighting another kind of war.” A new phase of ANPA’s
promotion program, “target account. selling” will soon get
underway, he said. “The bureau’s plans committee will go
in and see spécific advertisers & agencies with specific uses
of our medium,” he explained. Meanwhile, the Magazine
Advertising Bureau sent advertisers, agencies and mem-
bership a hard-cover, 227-page edition of its “profitable
difference,” presentation (Vol. 15:41 p13).

“Agencymen think that stations are passing up a
cogent argument when they fail to emphasize the number
of spots they ecan buy for the price of a full page ad in a
local newspaper. If stations, say these agency people, think
that retailers, or even regional advertisers, are fully aware
of this, they’re much mistaken. Their point: the news-
paper-oriented advertiser should be approached from the
viewpoint of unit comparison: that for the cost of a page
he can get, say 10 TV spots or 20 minute commercials in
radio.”—Sponsor.
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TV Expenditures by Product Classifications
Network & Spot—1959

TvB's 2nd annual compilation of time buys by product
classification in network & spot TV shows food & grocery
products far & away the 1959 leader. This category in-
creased its 1959-over-1958 spending by 13% (to $275.1
million from $243.5 million) to account for more than
229 of the gross-time estimates. This compares with the
14.3% jump to a record $1.2 billion in total TV-time spend-
ing in 1959—up from slightly more than $1 billion the

preceding year.

The estimates, based on figures of N.C. Rorabaugh
and Leading National Advertisers-Broadcast Advertiser
Reports, also show that 3 other product classifications
each dccounted for more than $100 millioit of gross-time
spending: cosmetics & toiletries, up 4% over 1958 to $131
million; drug products, up 26% to $123.4 million; tobacco
products & supplies, up 14% to $106.6 million. In all, 28
of 32 major advertising classifications in network & spot

TV boosted gross-time 1959 spending.

TvB also points out—in its 4th annual spot-TV adver-
tising expenditures report, also issued last week—that
1959°’s time buying included 1,381 national & regional spot
TV advertisers who spent $20,000 or more.

The complete list of 1959 TV expenditures by product

classifications:

Agriculture
Feeds, Meals .
Miscellaneous

Ale, Beer & Wine
Beer & Ale
Wine

Amusements, Entertainment

Automotive ............iis 1 T

Anti-Freeze
Batteries
Cars ...
Tires & Tubes
Trucks & Trailers
Mise¢. Accessories & Supplles
Auto. Institutional

Building Material, Equlpment,
Fixtures, Paints .. -
Fixtures, Plumb.
Materials ..ccoccevverivneiinsnennnnns
Paints
Power Tools
Miscellaneous ....
Industrial Materials Instlt
Chemicals Institational

Clothing, Furnishings,

Accessories
Clothing
Footwesr
Hosiery
Miscellaneous

Confections & Soft Drmks
Confections
Soft Drinks ... i3

Consumer Services
Dry Cleaning & Laundnes
Financial N
Insurance ...
Medical & D =
Moving, Hauling,
Public Utilities ....c.ceeeenens
Relig., Political, Unions ....
Schools & Colleges ............
Miscellaneous Services

Cosmetics & Toiletries
Cosmetics
Deodorants
Depilatories
Hair, Tonics &
Hand, Face, Lotions
Home Perm. & Coloring ..
Perfumes, Toilet Waters ..
RaZzors, Blades
Shaving Creams, Lotions ..
Toilet Soaps
Miscéllaneous

3

Total TV
3,574,871
1,021,894
2,552,977

54,555,256

48,966, 026
5,589,230
1,363,393

65,031,388
1,498,405

866,337

49,635,882
3,488,319
2,127,746
5,300,036
2,114,663

19,081,057
539,379
7,431,378
2,177,508
232,620
450,075
8,250,097
928,864

22,896,159
16,732,727
3,497,189
1,621,558
1,044,685
45.584,990
26,201,966
19,383,024

35,705,326
33,000
3,130,167
14,040,755
197,000
892,807
11,651,969
1,424,935
185,000
4,147,693

131,096,620
15,748,491
11,485,383
376,428
29,580,648
9,220,640
13,456 800
2,283,669
11,582,976
9,153,554
24.606.857
3,002,174

$

Spot TV Network TV

1,782,000
1,005,000
717,000

47,840,000
42,945,000
4,895,000

1,019,000
18,175,000

158,000
449,000
12,143,000
1,715,000
303,000
3,407,000

2,827,000
503,000
746,000

1,012,000
231,000
335,000

16,273,000
12,206,000
2,911,000
803,000
353,000
28,192,000
13,427,000
14,765,000

17,531,000
5,000
2,975,000
3,770,000
197,000
488, 000
7,861,000
969,000
185:000
1,051,000

52,512,000
11,844,000
5,870,000
152,000
10,982,000
3,982,000
5,326,000
1,822,000
2,412,000
1, 488 000
7.193,000

1,631,000 -

$ 1,792,871
16,894
1,775,977
6,715,256
6,021.026
694,230
344,393
46,856,388
1,340405
417,337
37,492,852
1,773,319
1,824,746
1,893;036
2,114,663

16,254,057
36,379
6,685,378
1, 160;508
1,620
115,075
8,250,097

928,864

6,623,159
4,526,727
586,189
818.558
691,685
17,392,990
12,774,966
4,618,024
18,174,326

155,167
10,270,755
404,807
3,790,969
455,935

3,096,693
78,584,620
3,904,491

5,615,383

223,428
18,898,648
5,238,640
8,430,800
461,669

9,170,976

1,655,554
17,503,857

- 1,471,174

Dental Products ... T
Dentifrices ......
Mouthwashes ..
Miscellaneous ..

Drug Products .
Cold Ren'iedles
Headache Remedies ..
Indigestion Remedies
Laxatives
Vitamins

Weight Aids ..
Misc.,. Drug Products
Drug ES1700 - S
Food & Grocery Products ...
Baked Goods
Cereals ..,
Coffee, Tea
Cond., Sauces, Appetizers ..
Dairy Products ...
Desserts
Dry Foods, (Flour etc)
Fruits & Veg., Juices ........
Macaroni, ‘Noodles, ‘Chili ..
Margarine, Shortenings ...
Meat, Poultry & TFish .
'SOUDS  evvrrverarersasiiinnnnn
Miscellaneous Foods
Misc. Frozen Foods
Food ‘Stores
Garden Supplies & Equip
Gasoline & Laubricants
Gasoline & Oil
0il Additives .
Miscellaneous
Hotels, Resorts,
Restaurants ...

Household Cleaners, Cleansers,
Polishes, Waxes
Cleaners, Cleansers ............
Floor ‘& Furn. Polish, Wax
Glass Cleaners ..,
Home Dry Cleaners .
Shoe Polish . ;
Miscellaneous Cleaners
Household Equipment—
Appliances ..., _—
Household Furnishings ...
Beds, Mattresses, Springs .
Furn. & Other Frnsh'gs ..
Hoasehold Laundry Prods. ...
Bleaches, Starches ............
Pckgd. Soaps, Detergents ..
Miscellaneous .....
Household Paper Prods. .
Cleansing Tissues ..
Food Wraps
NapKins
Toilet Tissue .
Miscellaneous ....
Household General
Brooms, Brushes, Mops ...
China, Glassware,
_Crockery, Containers ......
Disinfectants; Deodorizers
Fuels, (heating, etc.)
Insecticides, Rodenticides
Kitchen Utensils -
Miscellaneous
Notions
Pet Products .
Publications ......
Sporting Goods,
Bicycles, Toys ...
Bxcycles & Supp
Toys & Games
Miscellaneous
Stationery, Office Equip.
Television; Radio, Phonograph
Musical Instruments .........
Radio & Television Sets ....
Reécords
Miscellaneous

Tobacco Prods: & Supplles A
Cigaretts .. icieans o
Cigars, Pipe Tobacco
Miscellaneous

Transportation & Travel
Air
Bus
Rail
Mlscellaneous

Watches, Jewelry, Cameras..
Cameras, Access,, Supphes
Clocks & Watches
Jewelry ..ceceenn
Pens & Pencils
Miscellaneous

Miscellaneous. .........
Trading Stamps
Miscellaneous Products
Miscellaneqis Stores

38,254,131
30,971;558
5,075,627
2,206,946
123,449,521
29,070,168
32,441,491
17,820,312
11,247,950
'9,148,662
3,582,729
18,741,209
1,097,000

275,180,125
36,620,594
41,574,202
50,879.075
11,899,940
21,324,978
5.179.680
30,056,873
17,778,620
3,363,944
. 15,679,552
11,024,711
5,731,004
13,001,032
1,616,920
9,449,000
1,106,345
32,831,894
29.593,084
1,285,000
1,953,810

606.885

69,313,146
50,952,818
10,827,315
2,704,625
826,265
2,280,300
1,721,823

20,138,110
7,628,772
1,785,000
5,843,772

79,443,410

8,547,573

68,578,013
2,317,824

16,816,812
1,781:584
6,205,836
2,051,179
3,512,719
3,265.494

13,142,952
1,418,106

941,000
4,972,612
378,742
3,493,832
495,199
1,443,461
681,292
14,395,339
705,593

7,955,414

144,492
6,206,764
1,604,158
1,476,604

7,000,721
3,961,084
886.462
2,153,175
106,659,190
96,356,529
97635,647
667,014

5,036:861
2,794,922
1,460,513
718,000
63,426
21,314,277
10,228,671
4,760,432
‘345,517
4,792,433
1,187,224
9,959,212
953,000
5,014,212
3, 992 000

MAY 2, 1960
13,571,000 24,683,131
8,806,000 22,165,558
3,898,000 1,177,627
867,000 1,339,946
53,478,000 69,971,521
16 655,000 12,415,168
10,823,000 21,618,491
10,310,000 7,510,312
3,031,000 8,216,950
4,026,000 5,122,862
1,911,000 1,971,729
5:625,000 13,116,209
1,097,000 —
165,725,000 109,455,125
28,736,000 7,884,594
15,266,000 26,308,202
36,601,000 14,378,075
7,121,000 4,778,940
7,919,000 18,405,978
1:366,000 3,813,680
19,489,000 10,567,873
9,551,000 8;227,620
2,136,000 1,227,944
8,942,000 6,737,652
8,909,000 2,115,711
988,000 4,743;004
7,850.000 5,151,032
1,502,000 114,920
9,449.000 —
808,000 29%;345
22,890,000 9,941,894
21,449,000 :8,144,084
1,285,000 —
156,000 1,797,810
568,000 38,885
45,165,000 24,148,146
38,128,000 12,824,818
‘3,540,000 7,287/315
659.000 2,045,625
569,000 257,265
1,725,000 655,300
544,000 1,177,823
4,971,000 15,167,110
3,564,000 4,064,772
1,785,000 —
1,779,000 4,064,772
36,727,000 42,716,410
6,702,000 1.845,573
27,987,000 40,591,013
2,038,000 279,824
4,558,000 12,258,812
666,000 1,115,584
1,524,000 4,681,836
314,000 1,737,179
1,162,000 2,350,719
892,000 2:373{494
5,617,000 7,525,952
603,000 815,106
941,000
1,156,000 3, 816 612
309,000 69,742
1,701,000 1,792,832
106,000 389,199
01,000 642,461
325,000 356,292
6,689,000 7,706,339
679,000 26,693
4,893,000 3,062,414
36,000 108,492
4,530,000 1,676,764
327.000 1,277,168
222,000 1,254,604
1,171,000 5,829,721
381,000 3,580,084
280.000 606,462
510,000 1,643;175
31,490,000 75,169,190
28,756,000 67,600,529
2,330,000 7,305,647
404,000 263,014
3,911,000 1,125,861
2,734,000 60,922
"£22,000 1,038,513
718,000 _
37,000 26,426
3,830,000 17,484,277
1,170,000 9,058:671
22;000 4,738,432,
1%4;000 171,517
2,211,000 2,581,433
253,000 934,224
8,600,000 1,359,212
953,000 —
3,655,000 1,359,212
3,992,000 —

Total

esssseeseccadenassssssatenes
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ADS IMPROVE, SAYS KINTNER: Praise for “initiative,
daring and disregard for moss-draped traditions” dis-
played by admen came last week from the govt.’s chief
scourge of deceptive TV commercials—FTC Chmn.
Earl W. Kintner.

“It may surprise you,” he told the Los Angeles Better
Business Bureau, “but the Federal Trade Comiiission is no
finger-wagging old lady who disapproves of enthisiastie
advertising. Nothing is healthier for our economy than
dggressive selling—and the more persuasive & compelling
it is, the better.”

Moreover, Kintner said in a follow-up speech prepared
for a May 2 meeting of the N.Y. Chapter of the Assn. of
Industrial Advertisers: “Significant iniprovements in the
tone of eurrent advertising’”’ have followed in the wake of
TV quiz and TV & radio payola seandals which ‘“brought
to the surface a publie distrust of advertising wider than
many informed observers had suspected’” He aseribed
this betterment to a “combination of intelligent self-inter-
est & basic desire for self-respect among those at all levels
of managerial responsibility.”

Kintner added that FTC recognizes that in its cam-
paigns against “distortion, deception and false eclaims”
thére are dangers of “harming the carefully cultivated
plants by the misapplication of weed killer.”” He said it
“would be a catastrophe not only to advertising but to our
entire economic system’ if the whole industry is harmed
by FTC actions against the “jackals” & “gyps.”’

“Much has been said about the sins of advertisers,
their agencies, and the media,” Kintner went on. “The time
may have come to call greater attention to the good & con-
struetive things being done in advertising.”

In another speech last week, FTC Comr. Sigurd Ander-
son told the American Home Laundry Manufacturers Assn.
in Hollywood, Fla. that in TV the country has a medium
“without equal in shaping the life & living of the American
citizen.” He said that in the next 10 years “the power of
TV will be realized to an extent that will surprise even its
strongest boosters.”

Meanwhile FTC issued the latest in its series of indus-
try guides for acceptable advertising & selling practices.
This one covered advertised guarantees for nmerchandise.
FTC said such claims should cléarly indicate: (1) “The
nature & extent of the guarantee.” (2) “The manner in
which the guarantor will perform.” (3) “The guarantor’s
identity.”

* * *

Eversharp Inc. and its agency Compton have denied
FTC charges that they used deceptive TV demonstrations
to sell Schick safety razors & blades. In separate answers
to FTC’s complaint, they maintained that the commerecials
“yalidly illustrate” Schick features.

Ad People: Lee Rich, Benton & Bowles media vp, named
to new post of media & programming vp . . . John C.
Strouse, ex-Lennen & Newell, named Benton & Bowles vp

. Albert R. Whitman promoted from exec. vp to pres. of
Campbell-Mithun, succeeding Ray 0. Mithuh named chimn.
Norman F. Best promoted from vp-gen. mgr. to exec. vp,
suceeeding Whitman . . . Ralph Whiting, George Dewey
Roberts Jr., Gilbert J. Headley named Young & Rubicam
vps . . . Richard C. Coblems and Richard Neely named
BBDO vps:

Stations

Post-NAB Convention Rollcall:  There’s been no upsurge
in broadcasting trade assoéciation enlistments since NAB’s
April 3-6 convention in Chicago (Vol. 16:14-15). We
checked ‘recruiting offices last week, came up with the
figures tabulated below. The numbers in parentheses rep-
resent total members (networks, ete.). Figures in the first
column show total of station members only. The 2nd
column indicates the percentage of commercial stations
which are members of each organization. The rundown:

Total Percent

stations of total

Commercial TV Stations on AIr ....eeeesencsesens 517 1009,
NAB TV members (365) ..iieimioen 362 0%
NAB ‘TV Code subscribers (385) : T4%
TIO members (150) 28%
TvB' members (262) ... 41%
Commercial radio stations on air ... 1009,
NAB radio members (2.130) 51%
NAB radio code subscrlbers (1, 309) 31%
RAB members (1,225) 29%

* * *

Big TV Code fee increases—by 800% from $1,500 to
$13,000 annually for CBS, NBC & ABC, with individual
stations paying doubled or tripled subscriptions in larger
markets—have been ordered by NAB. The networks have
agreed “wholeheartedly” to the boost in “a significant ac-
tion to strengthen the industry’s self-regulatory proce-
dures,” according to NAB, which added that responses from
385 subscribing stations have been “excellent.” Higher
fees were called for when the TV Code Review Board, now
headed by E. K. Hartenbower (KCMO-TV Kansas City),
laid out plans for setting up a N.Y. office and expanding
Washington & Hollywood offices (Vol. 16:11 p6).

Sale of WDAF-TV (Ch. 4) & WDAF Kansas City, for
$9,750,000 million cash, by National Theatres & TV Inec.
to Transcontinent TV Corp., gives the latter a full comple-
ment of 5 vhfs plus 60% of a uhf. The station was started
by the Kansas City Star in 1949, but an anti-trust decree
forced the Star to sell, and National bought it for $7.6
million in 1958 (Vol. 13:47-48, 14:17). Recent figures on
the stations’ performance aren’t available. However, it'’s
understood that the gross in 1956 was $2,470,000 and earn-
ings before taxes were $1,050,000. Inasmuch as the Star
had fed considerable business to the stations, and this
source was no longer available to National, earnings
dropped off somewhat in 1957 & 1958, then showed an up-
turn last year. Transcontinent Pres. David C. Moore said
that the present staff would continue under gen. mgr.
William Bates: Broker Howard E. Stark negotiated the
transaction which adds the Kansas City properties to these
Transcontinent holdings: WGR-TV, WGR & WGR-FM
Buffalo, WROC-TV & WROC-FM Rochester, KFMB-TV,
KFMB & KFMB-FM San Diego, KERO-TV Bakersfield
and 60% of uhf WNEP-TV Scranton-Wilkes-Barre.

Pittsburgh newspaper sale of Hearst’s afternioon-&-
Sun; Sun-Telegraph to the Paul Block family’s morning
Post-Gazette left TV & radio station set-ups there un-
disturbed. WCAE Inc. (Hearst Publishing Co.) retained
WTAE (Ch. 4) & WCAE in the April 22 deal by which
the Post-Gazette, 50% owner of WIIC (Ch. 11) and owner
of radio WWSW, took over the Sun-Telegraph.

WCCO-TV Minneapolis will award an annual $1200
scholarship to a beginning freshman at Minnesota U. for
study in the field of ‘TV-radio journalism.
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Applications for changes in control or ownership of
Canadian TV or radio corporations will now be subject to
public hearings before the Board of Broadcast Governors.
In the past, applications for stock transfer were heard by
BBG in camera, and only the results were anfiouncéd pub-
licly. First public stock-transfer applications will be heard
when the BBG meets in Calgary May 16. CKCO-TV, Kitch-
ener, Ont., seeks transfer of 12,501 common shares; and
CJLH-TV, Lethbridge, Alta. seeks changé in ownership
of 509% of capital stock and a change in ownership of
qualifying shares. Details are not announced until the
hearings take place. Two applications for a single TV li-
cense. (Ch. 4) will also be heard in Calgary: BBG has also
confirmed May 10 for its Edmonton hearings. There 5
applications will be heard for one license on Ch. 5 serving
Edmonton; 2 applications for one license in Prince George,
B.C., on Ch. 3. (Vol. 16:11). The Prince George applicants
are Aurora TV Ltd., and CKPG TV Ltd., operators of
radio CKPG. CBC seeks a satellite TV stations at Pem-
broke, Ont., for its CBOT in Ottawa.

To police TV shows, Canada’s BBG has selected a na-
tional film authority, Ross McLean. To be called research
director, McLean, 55, served with the National Film Board,
1939-45; was a govt. film commissioner, 1945-50; dir. of
film & visual information div. at UNESCO, 1950-56; and
has been a communications consultant inh Ottawa since then.
In his new post McLéan becomes No. 1 watchdog over the
standard, taste and character of Canadian TV & radio.
He’ll enforce 'the 55% Canadian content required in TV
and maintain guard against obscene or indecent programs,
false or miisleading news, coinmercials in the body of news-
casts, and rigged programs. (Anothér Ross Me¢Leéan, pro-
ducer of CBC’s Tabloid & Closeup programs, is not related.
He lives in Toronto; BBG’s will continue in Ottawa.)

RCA shipped a 25-kw transmitter April 21 to upcom-
ing KSOO-TV (Ch. 13) Sioux Falls, S.D., which has a -June
target. Also shipped wids a used 2-kw transmitter to KHQ-
TV (Ch. 6) Spokane, Wash., planning move to new site on
Krell Hill. TV tape recorder shipmeénts: 2 color units to
NBC, N.Y. and NBC Burbank, Cal.; 3 monochrome units to
Reeves Sound Studios, N.Y.; 2 monochrome units to Nor-
way and Egypt; one monochrome unit to KWTV Oklahoma
City and to Children’s Hospital, Pittsburgh.

For sale: Network-affiliated TV station in Wash. state.
So reads ad by Interstate Holding Co. (400 S. Beverly Dr.,
Beverly Hills, Cal.) in April 27 Wall Street Journal. Also
listed: 17 unidentified AMs & FMs in Ariz., Cal. & Ore.

U.S. Station Rate Increases

‘Station Base Hour Minate Date
KPIX' San Franéisco ....... $2100 (no ¢hange) $600 to $660! April 1
WTIC-TV Hartford . 1600 to $1676 400to 4560 April 1
WTVJ Miami -....cc. 1200 to 1860 300 to 400 May 1
KRLD-TV Dallas ....... 1200 to 1800 325 to 3560 April 1
WISH-TV Indlanapolls . 1300 (nochange) .326to 400 April 1
WSIX-TV Nashville .... 760to 825 160 to: 185 April 1
WATE-TV Knoxville ... 6560 to 700 150 to 160 March 16
KENS-TV San Antonio 700 (nochange) 175 to' 2002 April 1
KDAL-TV Duluth 500 to 550 110 to 125 May 1
WMTW-TV Poland Spnng 500 (no change) 110to 120 April 1
WTPA Harrisbiirg, Pa. .. 425to 450 90 to 95 March 1
KZTV Corpus Christi ., 350 to 400 85 to 100 March 1
KXII .Ardmore, Okla: 150to 200 30to 40 May 1
KRSD-TV Rapid City 150to 180 30to 38 April 1
WRIK-TV Ponce, P.R. ... 160to 173 26to 33 June 15

‘Canadian Station Rate Increases
CHCT-TV Calgary, Alta. .. 405to 450 100 to. 115 April 1
CKNX-TV Wingham, Ont. 250to 276 65 to 60 April 1

1 Also adds Class AAA (8:30-10 p.m. Mon.-Fri;, 7:30-10:30 p.m: Sat.
& Sun.) Min. at $726, 20 Sec. $660, 10 Sec. $330. 2 Changed from 20
Sec. to Min. or 20 ‘Sec.
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Auxiliary Services

quh‘er Seeks CATV Law: Bill to give govt. control over
CATV systems (S-2653) is being pushed by Harry C.
Butcher, who says that his KIVA Yuma, Ariz. i§ “im-
périléed” by a proposed CATYV system. The wartime aide
to President Eisenhower plans to spend most of his near-
future time in Washington, aided by Hollis M. Seavey,
who is also consultant to Regional Broadcasters.

FCC granted a microwave to. Antennavision Inec.,
Phoenix (Bruce Merrill); which seéeks to build the CATV
system and feed it ‘with. 4 Phoenix station signals. KIVA
protested the grant and a hearing has been set. Butcher
states that KIVA’s situation is aggravated by the fact that
Phoenix stations telecast network programs 1 to 2 hours
earlier than Los Angeles stations do. Since KIVA gets its
programs from Los Angeles, KIVA would be “scooped” by
the CATYV, he says. Prospects. of S-2653 are considered
fairly good in the Senate, and it’s likély to come: to vote in
a ‘weéek or 2. Rougher going is anticipated in the House,
where Rep. Harris’s Commerce Committee has yet to
schedule hearings on companion bills.

Meanwhile, FCC dismissed pleadings containing what
it termed “scandalous & impertinent material” filed by
Antennavision in the Yuma protest case and by Microrelay
of New Mexico Inc. and Idaho Microwave Inc. in the Ros-
well, N.M. .and Twin Fadlls, Ida. microwave protest -cases.
Following is an example of the material involved, from
Idaho Microwave’s petition for reconsideration: “What
has the Commission done in this proceeding? It has dis-
gracefully & unprecédentedly ‘passed the buck’ to the hear-
ing examiner and, in effect, said, “We know what the law
is, but perhaps you would like to overrule us’ Why doesn’t
the Commission also direct that evidence ‘be adduced on
whethér the moon be composed of green cheese?”’

The attorney for the microwave grantees has sub-
mitted an apology to the Commission, saying that in the
‘“calm after battle” he realized that the language was “un-
fortunate” in someée instances. Thé latest development was
a joint petition of Microrelay of N.M. :and protestant
KSWS-TV to dismiss the protest. KSWS-TV has bought
into Microrelay and the CATV it serves in Roswell, saying
that the CATV will not duplicate KSWS-TV’s service.

* * *

Solutjon to vhf booster problem proposed by Jerrold
Electronics Corp.—licensing éxisting operations, provided
they produce no interference, and authorizing only uhf
translators henceforth—has been incorporatéd in a bro-
chure being distributed by Jerrold to telecasters, members
of Congress & FCC, et al,

n

Giant-View TV scored a meager gate of $1,790.80 in
Milwaukee April 25 with a piped-in closed-circuit bout be-
tween Roy Harris & Sonny Liston staged in Houston, Tex.
Loss to Phil Valley, Milwaukee promoter: more than $3,600.
The event, priced at up to $3.30.in Milwaukee was the first
Giant-View bout to be aired outside Texas markets. Re-
ported the N.Y. World-Telegram & Sui: “The picture here
was poorly lighted and the sound indistinct.”

Pay-TV hearings will be held May 18 in Sah Francisco
by ‘a subcommittee of the Cal. State Assembly’s Interim
Committee on Public Utilities & Corporations. The group
—set up to probe legislation on “subscription,:boxoffice and
pay TV”—has asked those planning to testify to contact
the Committee by May '12. '
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Congress

HARRIS REVIVES SPECTRUM CONTRCL: Highly contro-
versial spectrum-control bill (Vol. 15:31 p3), intro-
duced by Rep. Harris (D-Ark.), has been considered
dormant, if not moribund; until last week when Harris
dispelled such thoughts in a speech before the Over-
seas Press Club in N.Y. Harris proposes the establish-
ment of a 3-man Frequency Allocation Board with
great powers over allocations of the whole spectrum,
including TV-radio. Some telecasters are strongly op-
posed, while EIA has approved. the idea in principle.

Harris in his talk noted that the President is consider-
ing the appointment of a special allocations advisor, and
he freely voiced his qualms: “It remdiins to be seen
whether the proposed advisor-is expected to become a
czar whose decisions are not subject to any review—which
would be unacceptable to many persons—or whether the
advisor is to act purely as a front man to hide the deficien-
cies of the present dual set-up.” Ironically, telecasters’
great coficern is that Harris’s 3-man group would be czar-
like. Went on Harris:

“In my considered opinion, the question of wunified
spectrum control cannot be solved by Executive Orders and
will require Congressional action, as was done in the case
of the creation of the Federal Aviation Agency. My only
hope is that agreement can be reached on the form &
powers of the new agency before accidents resulting in
serious loss of life & property will occur as a comnsequence
of the present confused state of affairs with regard to fre-
quency allocations.”

Turning to program legislation, Harris asserted that
Congress will enact laws prohibiting deception & payola,
limiting trafficking of licenses and giving FCC more power
to. judge whether station sales ‘“are in the public interest.”
On govt.s role generally, he said:

“I believe that by determining, on the basis of hind-
sight, what is not in the public interest, we can arrive at a
better understanding of what 4s in ‘the public interest. I
believe that the search for greater definiteness of this con-
cept is a continuing one and that is the way it should be:
The public interest is not a static concept and no agency
of govt. should have the power to determine in a vacuum
for all time: what TV programming is in the public interest.

“The role of govt. in relation to broadcasting is most
difficult because the value judgments which have to. be
made in this connection involve man’s mind and not just
his pocketbook.

“Therefore, no satisfactory final answers can be given,
no neat definitions can be provided either by statute or
through agency rules. This does not mean, however, that
the govt. has no role to play with regard to broadcasting.
Rather, the role of the govt. is a limited one and in a free
society the responsibility for broadeasting should be shared
with the broadcasters, networks, producers, advertisers, ad-
vertising agencies, the listening publi¢ and all others who
have an interest in this important medium.”

FCC housekeeping chores are reduced under terms of
a Senate bill (S-899) approved by the House “to provide
for the discontinuance of certain reports now required by
law.” An FCC-requested section of the measure, which
covers many govt. depts. & agencies, relieves the Commis-
sion of the necessity of filing detailed annual personnel
records with Congress (Vol. 16:7 p9).
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Mere about

MAGNUSON’S ETV TAX: Sen. Magnuson’s proposal to
levy a 1% tax on commercials for the purpose of help-
ing ETV stations (see p. 4) is not intended as a sub-
stitute for his bill to grant each state a one-shot $1 mil-
lion for ETV. It’s meant to be a supplement, and he
hasn’t introduced it yet—probably because he doesn’t
want to disturb chances of the earlier bill which has
passed the Senate and awaits House approval. Actually,
chances of a hearing on the latest bill this session are
slim. As drafted, the new bill would provide that:

(1) Stations & networks collect a 1% federal excise
on time sold. The bill isn’t specific on “below-the-line” or
“above-the-line” sponsor payments. It’s probably delib-
erately so, with final determination to come after hearings.
Depending how it’s calculated, the total would run $8-15
million annually.

(2) FCC & Dept. of Health, Education & Welfare
would jointly administer payments to ETV stations.

(3) All ETV CP-holders & stations would be eligible.
No limit is set on the amount per station, but grants
would be for one year at a time.

(4) An advisory board on educational TV grants would
be appointed by the President. Its 5 members would be
selected from educationial, civic or cultural leaders and
they’d get $50 a day plus expenses when they work. Their
job would be to help FCC & HEW pick recipients—and
to do whatever else FCC & HEW request. They’d meet at
least 4.times a year.

(5) Govt. bodies and non-commercial organizations
would be for one year at a time.

(6) HEW & FCC are specifically enjoined from any
control over ETYV stations’ programs.

The exact purpose of the bill, as spelled out in the
draft, would be “to assist in establishing, improving &
operating” ETV stations.

This kind of excise tax is neither unique nor com-
mon. The best known similar excise is the gasoline tax,
proceeds of which are earmarked for highway construction.
Many states have special taxes for educational purposes
but there’s no such federal levy.

Magnuson is in no great rush about the bill, since he
said 'he’s had it around for some time and still hasn’t in-
troduced it. However, he’s very serious & tenacious about
ETYV and you may be sure he won’t drop his new idea cas-
ually, despite the opposition it’s bound to produce.

FCC trial examiners would be taken out of civil serv-
ice and put into a separate super-grade category of govt.
employes under a bill (HR-11669) introduced by Rep. Broy-
hill (R-Va.). Citing their quasi-judicial functions, he said
examiners working for FCC and other top regulatory agen-
cies such as FTC should have special standing with sal-
aries corresponding to the GS-18 civil service classification
(currently $17,500). FCC examiners now are paid $12,700-
$13,970. Broyhill’s measure would amend Sec. 11 of the
Administrative Procedure Act.

“Code of conduct” for FCC & other federal agencies is
provided in a bill (S-3308) by Sen. Butler (R-Md.) carry-
ing out his proposals to help rid the agencies of “unlawful
& unethical” ex-parte pressures (Vol. 16:14 p11). No crim-
inal penalties are set up in the measure, but Butler said it
should “serve as a valuable guide & deterrent.”
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Film & Tape
WGAW REJECTS NEW OFFER: Writers Guild of America

West membership has rejected the new peace proposal
which was offered by the Alliance of Television Film
Prcducers to end the 15-week-old strike of TV writers,
longest in the Guild’s history. Although WGAW re-
jected the proposal by 206-143, and a network bid
covering TV film by 267-54, WGAE accepted both offers.

Since Hollywood comprisés the larger part of WGA’s
nmembership, the sentiment there was that the WGAW
turndown was. binding. But a national referendum may
be held in view of the split. WGA national chairman Ed-
mund Hartmann told us that this depends on conversa-
tions he will hold ‘with both WGA groups, to reconcile
their positions. If there is no success, WGA’s national
council will probably take up the matter at a meeting
tentatively scheduled for mid-May.

Some production executives gloomily predicted the
WGAW rejection would result in postponement of next
season’s TV start from fall to Jan. 1. Nobody professed
to know when the strike would end, as a result of the new
developments. Meanwhile, production was suffering.

‘Strike Took Effect 3 Weeks Ago’

WGAW’s meeting was lengthy & eimotional. The vote
came about 1 am. Fri. Leading the fight. against accept-
ance of the Alliance & network proposals were members

of the negotiating committee which had rejected them.

One of their most convincing arguments was that “the
strike actually took effect 3 weeks ago,” and that WGA is
in a better bargaining position than ever, since companies
are genuinely feeling the script shortage, particularly at
a time when they should be preparing next season’s product.

WGAW did approve the live-TV & freelance contract
with the networks 257-61; the network radio pact 273-45.

‘'WGAW?’s rejection of the new Alliance proposal came
as a surprise; since the Guild TV board & council had
recommended acceptance, after overruling its negotiating
committee which had turned down a similar plan called the
Stoller offer. The membership vote was a repudiation of
its own council & board, and a vote of confidence in the
negotiating committee.

WGAW Pres. Curtis Kenyon told the membership he

considered their vote a mandate to settle for nothing less
than compensation in the foreign area, in addition to ‘the
recognition of principle offered in the Alliance package.
Kenyon commented to us: “I think from the very begin-
ning the producers have failed to take our demands with
sufficient seriousness, and by the time they got around to it,
it was'a case of too little & too late.”

WGA’s turndown created even more bitterness in pro-
ducer circles, and one executive remarked to us; of WGA :
“Our problem is that we have a leaderless, rudderless
Guild that’s just drifting in chaos. The leadership no
longer has control of its membership. How can we deal
with a leadership which has been repudiated, or a mem-
bership which has no representation?”

The Guild’s negotiating committee, which had not re-
signed, although overruled, met Fri. to discuss future nego-
tiations. Armed with the membership’s vote of confidence,
it appeared the committee would ‘meet next with independ-
ent companies outside the Alliance. There was little ques-
tion that it would have more strength following vindication
of its position by the membership.

MAY 2, 1960

Thursday night’s membership vote climaxed a hectic
week marked by splits within WGA .and ‘the Alliance, and
highlighted by a new offer presented by Morris :Stoller of
the William Morris Agency on behalf of several Morris
clients. The Stoller offer was slightly modified later by the
Alliance and became the formal Alliance proposal. Here’s
the day-by-day acééunt:

DMon.: Stoller came up with his proposal, calling for
a 10% hike in minimums the first 2 years, and a 5% raise
the remiainder of the 324-year contract, in addition to a 6%
pension plan and outright recognition of the foreign prin-
ciple. It was similar to a previous Morris-Alliance offer
which had been réjected, but. the important difference was
recognition of the foreign residuals ‘principle, which the.
Alliance had previously refused.

Stoller presented his Pproposal to the Alliance, but
Revue Studios balked at it, and Desilu and Ziv-TV wanted
more time to think it over. Not wanting to wait and risk
prolonging the strike, he then, submitted it ‘to the WGA
negotiating committee on behalf of 7 companies. It
marked the first split in the Alliance, whose members had
a tacit agreement to act in unison. WGA’s negotiating
committee rejected both the network and Stoller offers.
However, the Guild’s TV board, while upholding rejection
of the network offer, overruled its committee 6-5 to accept
the Morris offer. The negotiators were holding out for
compensation as well as recognition in the foreign area,
while the board thought recognition & a pension plan ade-
quate.

Tues.: TV divisions of the major studios agreed to
accept the Stoller formula, although final settlement hinges
on ending the WGA-major studio dispute in movies, since
the majors want to clean up all their writer troubles at the
same time. The majors’ TV units liked the pay-TV aspects
of the Stoller plan, which simply called for a reopening
clauseé on the issue. Meanwhile, the rest of the Alliance
decided to ‘go along with the Stoller plan with minor lan-
guage changes.

It also went along with a plan calling for establish-
ment of a committee which would, the last year of the
contract, study the economics of the foreign area and the
feasibility of a royalty payment plan as opposed to the
present residual system. Findings of such a committee
would not be binding, but serve as a guide for future nego-
tiations. Although the WGA’s council accepted this, its
negotiating committee refused to meet with the Morris
office to iron out details, because, it stated, it felt it was
untenable to mnegotiate an offer which it had rejected.
WGA appointed an interim negotiating committee to meet
with the Alliance and Morris office, following the refusal.
(Kay Lenard, pres. of the. TV board, had resigned from the
negotiating committee previously because of differences
with the committee.)

Thurs.: Alliance officially agreed on the new plan.

One important aspect of the plan finally evolved was
that it avoided raising residuals by giving writers a pen-
sion plan instead. This, industryites believed, will pre-
clude IATSE from seeking residual payments.

Meanwhile, WGA negotiations with the Assn. of Mo-
tion Picture Producers took a sour turn when AMPP, in a
press release, said differences between it and WGA were
so “substantial” as to indicate a prolonged continuation
of the strike which began Jan. 16.

AMPP said it had offered WGA a 4-year contract call-
ing for a 109% hike in miniinums the first 2 years, and
another 5% the next 2 years; 5% of writers’ salaries, up
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to $100,000 a picture, for a pension plan and health & wel-
fare plan similar to that recently agreed on with Screen
Actors Guild; “past-service credit” payments for a 2-year
period in which writers were not. part of the industry plan;
payment of a lump sum for a health & welfare fiind; pay-
ments on post-1960 movies released to free TV equal to
2% of the producer’s return (to run for a 6-year period),
and agreement on AMPP’s declaration ‘that pay TV is an
extension of the theatrical box office.

WGA said it had accepted the pension health & wel-
fare plan in principle but no agreement on the amount of
money involved has been reached. While WGA has ac-
cepted the pattern set by SAG to pass up claims for post-
1948 movies in lieu of a pension fund, it will not accept the
SAG pattern in pay TV. The guild feels it has a right to
negotiate for pay TV, an executive emphasized. (SAG
originally held pay TV should be considered a separate me-
dium; yielded to claims it’s part of the movie boxoffice.)

Desilu Moving Up Again: With several deals for addi-
tional series still in negotiation, Desilu Productions already
has firmed 6 series & 11 rental deals for an impressive
total of 17 for next season. Unlike Revue Studios and
Four Star Television, which own most of their series,
Desilu’s preponderance of production has been in rentals.

Desilu-owned series now set are: Renewals of The
Untouchables and Ann Sothern Show and syndicated
U.S. Marshal and Grand Jury; new entries Harrigan &
Son and Guestward Ho! (Major casualty of Desilu this
season was 60-min. Westinghouse Desilu Playhouse.)

New rental deals: My 8 Sons, The Andy Griffith Show,
Angel, Miami Undercover, Press Time and 18 Jack Bernny
shows on filh. Rentals which will renew their use of Desilu
facilities: The Danny Thomas Show, Wyatt Earp, The
Real McCoys, Lassie and. Barbara Stanwyck Theatre.

The Desilu company, owned by Lucille Bdll and Desi
Arnaz, owns 3 studios having 35 stages. Next season’s
schedule will necessitate splitting into 2 Stage 15 & an-
other king-sized movie stage at the Culver City plant.

Fred Ball, brother of Lucille Ball, left Desilu last
week, as did George Murphy, vp for public affairs.

Anti-Trust Trials (Cont.): Defense rebuttal in the anti-
trust, block-booking trial involving 6 TV film distributors,
began in N.Y. District Court April 29 before Judge Archie
O. Dawson. (Vol. 16:11 pl2 et seq.). He expects the trial
to end this week. Taking the stand last Fri. were David
Stickle, WMAR-TV Baltimore; Stidnley Hubbard, KSTP-
TV Minneapolis; F. E. Busby, WTVY Dothan, Ala.; Jack
Delier, KWTV Oklahoma City; Larry Israel, Westing-
house Bestg. Co. Defense witnesses who appeared earlier
last week included Harold Goldman and Oliver Unger,
NTAj; John Leo and Seymour Peyser, UA; George Hank-
off and Ben Coleman, Screén Gems; Eliot Hyman, Robert
Rich, Alvin Sussman and Lester Tobias, AAP.

Meanwhile the restraint-of-competition anti-trust trial
involving Screen Gems, Universal International & Colum-
bia Pictures concluded April 27 in U.S. Distriet Court,
N.Y. Judge William B. Herlands reserved ‘decision and
instructed both sides to file written expositions of their
stands in the case before May 26 (Vol. 16:12 p9 et scq.).

Academy of TV Arts & Sciences has mailed more than
6,000 members theii' nominations ballots for the 1959-1960
Emmy awards telecast on NBC-TV, June 20.
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NEW YORK ROUNDUP

Herman Rush Associates has been formed by ex-
Flamingo Telefilm Sales Pres. Herman Rush. The new
company, which has acquired “a substantial interest” in
Heritage Productions Inc. (Packager-distributor of
Campy’s Corner and The Adventures of Willie Wonderful),
plans to produce & distribute films for TV and theatrical
releasé. Main office: 50 W. 57th St., N.Y. Trafalgar 4-1299.

Screen Gems has sold its new group of 72 Three
Stooges comedies to 27 stations in the 3-week period since
the package was reléased at the NAB convention. There
are now 190 Three Stooges episodes in circulation.

People: Flamingo Films reported 3 major appointments
recently: former Buckeye Corp. vp Samuel F. Rubin was
elected chmn.; Ira Gottlieb, former Flamingo exec. vp be-
came company pres. and C. P. Jaeger 'was named exec. vp.
. . . Robert Goldstein has been named asst. to NTA Chmin.
Ely A. Landau, and has been elected asst. secy. of NTA
and parent co. NT&T . .. Bert Mitchell has been appointed
Western states sales representative for Programatic Bestg.
Co. . . . Victor Jory, star of Screen Gems’ Manhunt, has
been chosen by the U.S. Information Service to present
“America’s Story” to the Far East under Pres. Eisen-
hower’s “People to People” program . .. Leslie Nielsen, star
of ABC-TV’s Swamp Fox, has been presented the first TV
& radio award of the Children of the American Revolution
.. . Grace V. Sillivan fiamed national sales dir., Official
Films . . . Kevin O’Sullivan has been named acting sales
mgr., N.Y. sales div., ITC . .. James L. Wolcott was ap-
pointed sales coordination vp at Transfilm-Caravel . . .
Jerry Maticka has been named a TV commercials dir. at
Robert Lawrence Productions.

HOLLYWOOD ROUNDUP

CBS-TV has shelved its 60-min. adventure series
which was to have starred Rory Calhoun ... Revue Studios
has filmed a pilot of The Art Linkletter Show . .. Sponsors
of Mr. Lucky have notified CBS-TV they want to renew
the series, but the network has taken over the time slot for
another show. Time is being sought on another network.

Warner Bros. resolved another difficulty last week,
when it persuaded Jack Kelly (co-star with James Garner,
of Maverick) to return to the studio. He had walked out
when WB exercised force majeure to take him off the pay-
roll (Vol. 16:17 p12). Warners’ persuasion ‘took the form
of a raise & a new 7-year-contract to replace the old one
which had 4% years to run. Now that Kelly and Edd
Byrnes (77 Sunset Strip) are back in the fold, the only
remaining walkout is Garner, who’d also left on the force
majeure issue. WB sued Garner; Garner countersued.

Panorama Productions Ltd. plans construction of a TV
& movie studio in Vancouver, B.C., at an initial cost of
$500,000. There will be 2 sound stages, part of a $4-million
development with studio available on rental basis.

People: Gene McCabe, production mgr, for Bill Burrud
Productions, has been named administrative asst: to Bur-
rud . ., . Jack M. Goetz, PR dir. of Consolidated Film In-
dustries, elected chmn. of the Television Film Assn.
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Educational Television

Airborne ETV Repori: That $7 million airborne ETV proj-
ect which is now slated for Feb. 1961 takeoff (Vol. 15:42
et seq.) has been making headway on its groundwork, ac-
cording to a 32-page information brochure just issued by
the Midwest Program on Airborne TV Instruction (nee
Midwest Council on Airborne TV Instruction). The proj-
ect has established separate “ground crews” of academic,
ETV and civic representatives to administer MPATI pol-
icy & programs in 18 areas of the 6 states in the test. Also
it has enlisted 18 colleges & universities (one in each of
the test areas) to serve as “resource institutions” to. as-
sist participating schools -& personnel:

MPATI ‘workshops for teachers & school executives
interested in the airborne ETV program have been sched-
uled for this summer at each of the resource institutions:
Illinois—Northern Ill. U., Northwestern, U. of Ill. Indiana
—Ball State Teachers College, Butler U., Ind. State Teach-
ers College, Ind. U., Notre Dame, Purdue. Kentucky—
U. of Ky., U. of Louisville. Michigan—Mich. State, Wayne
State U., Western Mich. U. Ohio—Bowling Green State U,,
Miami U., Ohic State. Wisconsin—U, of Wise. A workshop
also will be ¢onducted at De Paul U., Chicago.

The latest schedule of operations. calls for “demonstra-
tion” telecasts to begin in Feb. and continue through June
to enable participating schools to install & test classroom
equipment, check signal quality, observe programming.
The first full academic year of airborne TV instruction will
begin Sept., 1961. The brochure states that ‘‘courses are
being programmed for telecasting roughly on the ratio of
40% each for elémentary & secondary levels and 209 for
college & university. Participation by schools at all levels

is on a voluntary basis, as is the number & nature of

courses they wish to select from the telecast offerings,
and the number of classrooms they wish to equip.” MPATI
estimates that, using a master antenna system,; it will cost
$500 per room to equip § classrooms of a school within 50-
100 miles of the -airborne transmitters. Participating
schools 'will equip themselves at their own eXpense.

Govt. Awards ETV Grants: Five new Federally-financed
research grants totalirig $525,824 have been awarded by
the U.S. Office of Education for research at educatiotial
institutions in school uses of TV (under Title VII of the
National Defense Education Act).

The latest ETV project awards, first to be announced
since Feb. by Edication Comr. Lawrence G. Derthick (Vol.
16:8 p8), were among 17 audio-visual study grants totaling
about $1 million. Since the start of the program last year,
83 applications for funds have been approved, many of
them for ETV work:. The new ETV research programs:

Use of TV to improve teaching .of Spanish in elémeéntary grades,
4 years, $320,622. Dr. Wilbur Schiamm, Stanford U.’s Institute for
Communiéation Research dir., Palo Alto, and Dr. Kenneth E. Ober-
holtzer, Denver publie schools supt.

Administering tests by TV, 18 months, $39,653. Dr. H. A. Curtis
& Dr. R. P. Kropp; Florida ‘State U., Tallahassee.

Use of progiFam analyzers & filmed recordings to train TV teachers,
15 months, $34,439, Dr. F. Craig Johnson, instructional TV research
dir., Ohio U., Athens.

Effectiveness of TV for in-service teacher: instruction, 19 months,
$64,905. Dr. M. Vere DeVault, U, of Tex., Austin. !

Use-of TV to reduce adult illiteracy, 13 months, $66,205. Nell Peer-
son, Florence State College, Florence, Ala.

International ETV seminar under UNESCO auspices
will be coinducted May 15-25 at Purdue U, Lafayette; Ind.
Purdue’s Dr. R. M. Whaley & Warren Seibert, now on leave
to the U.S. Office of Education, will direct the sessions.

MAY 2, 1960

The FCC

Sixteen uhf CPs have been cancelled by FCC for fail-
ure to respond to the Commission’s letter of Feb. 24 which
admonished the grantees for their lack of diligence in pur-
suing the grants and in effect told them. to fish or cut bait
(Vol. 16:8 p2). Total CPs relinquished as a direct result
of the letter is now 23—the 7 others. having voluntarily
turned in their CPs after receipt of the FCC letter. Those
cancelled by the FCC (all pending for at least:4. years, some
as much as 8 years) were: WSTF (Ch. 27) Stamford,
Conni, WEAL-TV (Ch. 18) Orlando, Fla., WOPT (Ch. 44)
Chicago, WCKG (Ch. 26) New QOrleans, WITH-TV (Ch. 72)
Baltimore, WHEF-TV. (Ch. 62) Brockton, Mass.,, WNYT-
TV (Ch. 29) Buffaloob WIVG (Ch. 36) Mansfield, O.,
WMAC-TV (Ch. 23) Massillon, :0.; WKOK-TV (Ch. 38)
Sunbury, Pa., WACA-TV (Ch. 14) Camden, S.C.; KNBT-
TV (Ch. 19) Brownwood, Tex., KXYZ-TV (Ch. 29) Hous-
ton, WARL-TV (Ch. 20) Arlington, Va., KVAN-TV (Ch.
21) Vancouver, Wash,, WLTV (Ch. 51) Wheeling, W. Va.

Latest political equal-time decision by FCC is adgainst
a broadcaster and in favor of a complaining candidate. On
radio WCLG Morgantown, W.Va., Sheriff Charles J. Whis-
ton has a daily 5-min. program reporting the activities of
his office and ending with an editorial-like “thought for
the day.” Stanley R. Cox Jr., Whiston’s opponent for nom-
ination as U.S. Representative in the May 10 Republican
primary, complained to FCC that he had asked for equal
time and had been rejected. WCLG argued that the pro-
gram had been regularly scheduled since 1958, that ro
controversial issues are discussed, that there is no script,
that the program is a “bona fide” news show exempt from
equal-time requiréments, etc. The Commission didn’t give
any detailed analysis of the reasoning behind its ruling,
simply stated: “In the light of the facts before us and the
legislative history of Sec. 315, it iis the Commission’s con-
clusion that the program in question is not the type of
program Congress intendéd to be exempt from the equal
time requirements of Sec. 315.”

Mack-Whiteside conspiracy retrial has been put off
again—this time until Oct. 4. The second. trial of ex-FCC
Comr. Richard A. Mack & his long-time friend Thurman
A. Whiteside, on charges that ‘they conspired to throw
the Miami Ch., 10 grant to WPST-TV, had been set for
April 25 (Vol. 16:17 p4). But defense lawyers, who had
previously won delays because of the mental illness of
Mack, told Judge Alexander Holtzoff in Washington’s
U.S. District Court that Whiteside was unable to appear
rnow. He was having a “rough time” following an April
22 operation for removal of his gall bladder at Coral
Gables, they reported. Judge Holtzoff ordered the case

continued until Oct., explaining he didn’t want to start

a lengthy trial in Washington’s hot weather.

Moline’s Ch. 8 should go to Community Telecasting
Corp., according to an initial decision issued by FCC ex-
aminer Charles J. Frederick. He preferred it to 4 com-
petitors primarily on the grounds of stockholders’ local
residence, civic activities, diversification of business inter-
ests, lack of ownership in mass communications media,
broadcast experience, integration of ownership & manage-
ment. Pres. of Community is Mel Foster (real estate &
insurance). Exec. vp is Mark L. Woodlinger, ex-sales mgr.
of WOC-TV & WOC Davenport. The other 4 applicants
are Tele-Views News Co., Midland Bestg. Co., Illiway TV
Inc., Moline TV Corp.
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FCC won another case last week in the Court of
Appeals, which upheld the Commission’s rejection of the
application of WICS (Ch. 20) Springfield. WICS had be-
latedly sought to compete for Terre Haute’s Ch. 10. The
Ch. 10 competition was between WTHI-TV’s license
renewal and Livesay Bestg. Co. WTHI-TV & Livesay asked
FCC to waive sending the conventional “McFarland letter”
which precedes hearings, and ‘the Commission did so.
WICS appealed on the grounds that the Commission had
no power to grant the waiver and should have accepted
its late application, Upholding the Commission, the court
ruled: “The purpose of [the McFarland letter] is to give
certain rights to applicants who have appeared in the
matter and provide a speedy way of bringing to determina-
tion pending applications for broadcasting stations. Cer-
tainly there is no intention to provide additional time to
perniit the filing of applications. on behalf of unknown
parties whose intention to file in no way appears . . .
There was nothing to prevent [WICS] from filing an
application at any time after Ch. 10 bécame available . . .”
Incidentally, FCC examiner Herbert Sharfman has just
recommended in an initial decision that WTHI-TV get its
renewal (Vol. 16:7 p4).

Views on direct licensing of networks, as proposed in
pending bills, haven’t congealed at FCC, which meets on
the subject this week. However, there appears to be a

strong leaning toward amending the law to permit the

Commission to pass rules directly affécting nétworks.
Currently, FCC controls networks through affiliates and
0&o’s. In another pending legislative area—ex parte com-
munications in rule-making—the FCC favors splitting rule-
making into 2 kinds, general & special. In the first, it
would permit wide-open discussion on & off the record. In
the 2nd, it would confine commiunications to the record.
In each case, it would give parties public notice of the
ground rules. As a matter of fact, it has already done so
in little-noticed actions. The Providence & Grand Rapids
vhf drop-in proceedings have no restrictions, but the Fresno
channel-shift case confines all contacts to the public record.

Complaint against CATV system in Laramie, Wyo. for
supplying background music on one. channel of its system
has been filed with the FCC by radio KGEK Sterling, Colo.
The station said that the practice is a ‘“‘serious threat” to
small radio stations. Collier Electric Co. operates the
Laramie CATV, and KGEK said that reports indicate it
plans to do the same in Sterling, where it also operates a
CATYV system. KGEK ends with plea: “Is there any way
this practice can be halted before small radio stations
really feel the impact?”

Sloppy engineering was rapped by the FCC last week
in a special public notice urging broadcasters to look over
their operations and take corrective. action. Examination
of its records, the Commission said, shows “an apparently
increasing disregard of engineering rules & operator re-
quirements and of equipment performance standards on the
part of many broadcast licensees, particularly in the stand-
ard (AM). broadecast area. Deficiencies in the proper main-
tenance of complicated equipment, such as directional an-
tennas, are indicated in many cases.”

New at FCC: Attorneys—Francis T. Nolan, office of
network study; Jack D. Warren & Edward J. Reilly, re-
newal & transfer div.; Larry N. Berkow, opinions & re-
views; Philip A. Wells, safety & special. Irma B. Galane,
rules' & standards engineer, has transferred to NASA,
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Personals: Merritt Coleman named CBS-TV vp & busi-
ness mgr., talent & contract properties, Hollywood, suc-
ceeding Philip Feldman, who resigned to become exec.
vp, Broadcast Management In¢. Salvatore Iannuececi suec-
ceeds Coleman as CBS-TV business affairs dir.; Philip
Luttinger named CBS-TV asst. research dir.; Hugh
Graham, CBS-TV studio operations dir., named live opera-
tions dir.; Don Patton named to new post of CBS-TV ac-
count service mgr., TV production sales, Hollywood.

Alan D. Courtney promoted from nighttime program
vp, NBC-TV to program administration vp; Robert F.
Aaron named daytiine programs dir.; Joseph P. Cunneff
named nighttime programs dir. . . . Robert Novak, asst.
program mgr., KPIX San Francisco, May 16 becomes pro-
gram mgr. of KDKA-TV Pittsburgh . . . Robert C. Burris,
vp-sales mgr. of KEYT Santa Barbara, Cal., adds job of
station mgr. . . . George W. Schiele promoted from TV sta-
tion sales dir. to vp-gen. sales mgr., Best. Advertisers Re-
ports; Josef B. Rosenberg, ex-Smith, Kline & French,
named vp & asst. to the pres.

James E. Duffy named ABC Radio national sales dir.

. Dan G. Crone named CBC management services dir.
. -+ Douglas McLarty, ex-WKBW-TV, named production
mgr.,, WRCV-TV Philadelphia . . . Eric Bremner named
promotion mgr., KING-TV Seattle, succeeding Mel Ander-
son, resigned as KING Bestg. Co. promotion dir.

Keith Jackson named sports & special events dir.,
KOMO-TV and KOMO, Seattle . . . Hal B. Cook resigns
as sales vp of Warner Bros. Records to become a partner
in Scott-Textor Productions, N.Y. ... Larry Hays named
production mgr. of KHJ-TV Los Angeles.

Frank P. Fogarty, vp-gen. mgr.,, WOW-TV & WOW
Omaha, received U. of Omaha dept. of journalism award
for having made the outstanding contribution to journal-
ism in Omaha in 1959.

Adron M. Miller named mgr. of RCA’s new film re-
cording & TV systems center (1560 N. Vine St., Holly-
wood, Cal.) . . . Patrick E. Rheaume named mgr., RAB
member service dept. . .. Serge Bergen, ex-Jansky & Bailey,
joins Washington consulting engineers Kear & Kennedy
as a senior staff engineer.

Ex-FCC Chnn. John C. Doerfer is considering opening
Washmgton administrative law offices on his own, not
joining an eéxisting firm, may announce decision soon:
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THE AUTO-TV PARALLEL: The analogy between TV & auto sales since 1950—first pointed out
in these pages early in 1953 and since then an oft-discussed industry curiosity—presents an interestihg
phenomenén. For though there are sharp differences between the 2 industries, their sales curves have run
strikingly parallel courses.

The most obvious common meeting-ground of TV sets & cars is in the number of units sold per year
—which makes it possible to depict them easily on the same scale. In the last 10 years, factory sales of TV
sets averaged 6,594,255 sets a year, while domestic production of passenger cars averaged 5,769,963, cars &
trucks combined 6,939,565.

TVs & passenger cars have another important property in common: They're both consumer durable
items, and in a time of big consumer spending, demand for both goes up together (1955 was the peak for both);
in "recession’ times (1951-52, 1958), demand for both goes down. Interestingly, TV doesn't show the same
marked parallel with other consumer hard goods—refrigerators or washing machines—as it does with autos.

The table & graph below compare factory sales of TV & passenger cars from 1950 through 1959.
Hectic as the TV industry’é ups & downs have been, it's interesting to note the far more severe yearly fluctua-
tions of auto sales. Leaders in both indiistries 